Introduction
Football, the world’s favourite sport, the Beautiful Game, soccer, fußball, fútbol…. watched by millions, billions in
fact, played in every country in the world (probably), the most active agent of wellbeing on the planet (discuss!),
started everywhere it is claimed, but was given form somewhere. Who were the shapers of this wonderful sport
we’ve known how to play instinctively since we could toe-poke a ball into our parent’s hands? What were their
dreams? Where were the rules of play set down that allow Messi, Ronaldo et al to show us their genius with a
ball? Where did it all start?
In the north of England in the 19th Century life was tough and the need for work drove people to the towns.
Industry provided work and drove the economy that sent a flood of pink ink across the globe. Sport created the
discipline needed to maintain the arrogance of empire. Victorian organisation provided the need for structures,
strictures and codification. Cricketing gentlemen were looking for a winter sport to keep the blood flowing
during the cold, damp winters.
The components were there in an English industrial city whose special geography and creative spirit were equal
to the task of forging the ultimate competitive team game. Just as Florence had taken art to a new level in the
Renaissance, Sheffield would shape the game of Association football, the game the world would know as football.
Why Sheffield? An industrial town situated amongst hills and valleys carved by fast flowing rivers, harnessed to
make the world’s cutlery. ‘Made in Sheffield’ was written in steel on tables across the world. Its next global export
would never have the city’s imprint for all to see, but will probably be its greatest and lasting achievement.
Sheffield had the elements of entrepreneurial drive, organisational skill, forthright determination and realistic
pragmatism that enabled the creation of clubs, associations, rules and structures that survive to the present
day. It’s always been an inclusive city, proud of its Yorkshire welcome to all who could contribute to its drive for
achievement in commerce and sport. These skills and aptitudes whilst second to none, are often hampered by its
self-effacing reticence not to get above itself. Where others claim accolades for achievements, real or imagined,
Sheffield and Sheffielders will often prefer to ‘get on wi job’ and not make a fuss.
So it was with football, so many firsts are linked to Sheffield, from the earliest days to the present. This document
informs of us of those that we know about, that have been pulled like golden nuggets from research and records
of achievements. So many that when clustered together their brilliance brooks no dispute that Sheffield is the
spiritual home of the beautiful game, just as St Andrews is to golf, and Twickenham is to Rugby.
And like these other sports, pilgrims make journeys to the epicentre of their sporting faith. Sheffield is sought
out by fans and the sporting curious as the place they need to experience to find the source of their footballing
passions. They do not need persuading of the chronology or relative importance of events that shaped the game
here or elsewhere. Their belief and certainty is confirmation that this is the city that gave form and life to the
modern game. We need only to believe it ourselves and create the resources and hospitality to welcome the
world to our city, Sheffield the Home of Football (SHOF).
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The SHOF organisation is a group dedicated to ensuring the world is able to come to Sheffield and experience all
it has to offer as a living, thriving city where its footballing firsts are celebrated and made available to experience,
whether for the visiting fan, the historical adventurer, a new arriver, or dyed-in-the-wool Sheffielder.
Everyone can experience the city’s love for the game it created, through live games played in fabulous modern
stadia, by top flight teams, to the oldest ground in the world, and the two oldest teams still playing. To delve into
the game’s history and Sheffield’s unique role in its formation. To see original material, documents, cups, medals
and shields. To see why FIFA and Pele recognise Sheffield’s unique status. To see how schools and young people
make their heritage live by playing in some of the oldest competitions in the world and which still provide World
Cup level players. To understand how radical innovations made here are now considered inescapably common
sense (corner kicks, cross bars, 2x45 mins, 11 a side, a ‘D’, floodlights, to name but a few!).
To do this SHOF invites the city and those people, organisations and nations beyond to join with it to:

•
•
•
•
•
•

Create a visitor experience based on its football heritage.
Establish an archive of football historical documents to enable future research and preserve vulnerable
evidence of how the world’s favourite game was created.
Engage young people with the city’s footballing heritage through developing learning pathways to
knowledge and understanding of football history and also how to record their own experiences of the
game.
Use football heritage to enhance health, wellbeing, education and sense of community.
Make a physical focal point in the city for visitors to feel they are in the presence of the genesis of football
and see how it links directly to their own club and country.
Use public art across the city to represent and celebrate the events that forged the beautiful game in the
Steel city.

The SHOF strategy document provides details on the Sheffield ‘Football Firsts’; analyses and references the
strategic importance of sporting heritage; and, importantly, describes how football can impact on the visitor
economy of Sheffield. It contains a number of suggested recommendations for building on the ambition to make
Sheffield the Home of Football. In addition, it will be used to engage partner organisations and agencies within
the city, nationally and internationally to join their resources and goals with SHOF.
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Dan Walker

Foreword
“Sheffield has made a huge contribution to the development of modern football with a
unique heritage unmatched anywhere in the world. We feel that this is something worth
shouting about both nationally and internationally.
It’s more than just the game. Football is great for health and wellbeing; it builds communities
and social cohesion; it encourages engagement with education and stimulates art and
literature. It is also a major contributor to the economy. In all these areas Sheffield can use
its football heritage to make this wonderful city even more attractive to live, work and play.
I am pleased to support the efforts to recognise Sheffield as the Home of Football and
encourage others to help bring these proposals to reality”.
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Chapter 1
Executive Summary
“I get everything from football… and I have to thank Sheffield.”
Edson Arantes do Nascimento, Pele
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Introduction
During the 2018 World Cup semi-final between England and Croatia, 26 million British
viewers watched the game; and, on a greater magnitude, the competition was viewed
by 3.57 billion people in 210 countries (FIFA, 2018). There are also approximately
265 million players in more than 200 FIFA affiliated countries (FIFA Magazine, 2007).
Football is the biggest spectator sport in the world and has a major economic, health
and social impact. For example, the English Premier League generated £4.5 billion in
2016-17 and the European leagues in total generated €25.5 billion. Football is not only
big business but it is also the glue which binds societies together and encourages
health and wellbeing for many millions of participants and volunteers.
Sheffield possesses a unique and unrivalled football heritage which is a legacy passed
down to the city from giants and trailblazers such as Nathaniel Creswick, William Prest,
Charles Clegg, John Charles Shaw, William Chesterman and many others. This heritage
is something which any of the four thousand plus cities in the world would love to
possess because of football’s visibility and impact. Yet, Sheffield has barely begun to
reap the potential benefits in an increasingly competitive global environment.
Sheffield’s football heritage is a shared treasure which should be celebrated more
widely and more visibly across the city and across the world to acknowledge Sheffield
as the Home of Football. This shared inheritance means that individuals, groups and
organisations can build on these foundations to celebrate the beautiful game in
their own ways e.g. street art; competitions; a research heritage centre; educational
curricula; health and wellbeing interventions; community projects; cultural initiatives;
tourism; economy etc.
This document does not profess to have all the answers nor does it have full
responsibility to implement many of the strategies which it recommends. Instead,
it invites all decision makers, interested parties and individuals to strive individually
and jointly to be creative in advancing and constructing an attractive football
culture in Sheffield which is unique in the world. WHAT WILL YOU CONTRIBUTE?
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How To Read This Document
This strategy document is wide-ranging and is targeted at a variety of audiences
and stakeholders. To get more value, it is recommended that readers look at all the
chapters to understand the wide range of impacts which football and Sheffield’s
unique football heritage can make.
It is also detailed because it is important to understand the reasoning and
practices which are used in a range of sectors. We also recognise that not everyone
has the time to read all of this document. In this case, read the introduction, or
executive summary which provides an overview of each chapter and the draft
recommendations. If required, dig further into the relevant chapters.
This draft document is intended to celebrate the enormous contribution football
currently makes to Sheffield and provide some proposals about how its unique
football heritage might be used to enhance its art and culture, community,
economy, education, health, heritage tourism, wellbeing etc. The contents are
based on an extensive literature review which also includes documents from:
Sheffield City Council, Sheffield City Region LEP, Destination Sheffield,
VisitBritain, Department for Culture Media and Sport, Deloitte, Ernst and Young
etc. Further research was undertaken for two MBA dissertations, which included
structured interviews and consultations with a wide range of stakeholders.
Each chapter:
• Explores the background literature and documents around the topic.
• Provides underpinning theory and best practice.
• Is underpinned and evidenced by governmental reports; local government documents;
sports’ bodies reports; etc.
• Presents case studies.
• Provides comments from interviews with a range of stakeholders.
• Makes draft recommendations.

An Invitation
This draft document aims to demonstrate that football
and football heritage are wonderful vehicles to
encourage engagement with: art, community, culture,
economy, education, health, heritage, tourism and
wellbeing.





  

Sheffield’s football heritage is based in the community
and it is for you to recognise its value and begin
initiatives and projects wherever you feel they would
benefit people. The area is wide and we don’t profess to
have all the answers. We believe that successful solutions
can come from all areas; from the grass roots to those
involved with football at the highest levels.



 
  

   
  

 

VisitBritain (2010: 53) proudly stated that: “football can
arguably be considered the greatest export in Britain’s
long history.” Football was ‘Made in Sheffield’, and
you can contribute towards delivering this vision. Your
actions, comments and suggestions are encouraged.

  

[Figure 1.1: The impact of football and football heritage]

martin@englandsoldestfootballclubs.com
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Chapter 2
Sheffield: The Home of Football (SHOF)
Britain is acknowledged as the birthplace of many sports and some locations have become synonymous with sport
e.g. Lord’s – cricket; Newmarket – horse racing; St Andrew’s – golf; Twickenham – rugby; and Wimbledon – tennis.
These centres have become must-visit destinations for sporting pilgrims and tourists eager to learn more about
sporting heritage.
Yet, although Britain is recognised by FIFA as the country where association football originated, few people are
aware that Sheffield is its epicentre. Sheffield occupies a unique place having contributed many of the original
foundations of the modern game that are unmatched anywhere in the world. The earliest recorded game of football
in Sheffield was played at Bents Green in 1793 between Sheffield and Norton and was described by Bernard Bird
(1854).
Even before the founding of Sheffield FC, in 1857, there was a vibrant footballing culture in the southern part
of Yorkshire and north Derbyshire. For example, football was popular in Penistone and Thurlstone and in 1845
Thurlston issued a challenge against local opponents insisting that it should be: “a game of foot-ball and not
hand-ball” (Neill, Curry and Dunning, 2018:127).
Some of Sheffield’s unique contributions to the beautiful game are included in the infographic below:

(image – Patricia Pickering)

9

Executive Summary

It is 162 years since Sheffield FC were founded in 1857, yet there is still little visible evidence of this heritage to
citizens of Sheffield and for visitors to our city. Why hasn’t something been done to remedy this shortcoming
which would stamp Sheffield’s reputation on the world stage? There are a number of challenges.
At the moment there is little to see in the city centre which celebrates Sheffield’s unique and valuable football
heritage. This is the chicken and egg problem - if there is nothing to see, why would people come? As one tourist
specialist said: “Nothing to see on a wet Wednesday afternoon.”
In Chapter 5: Economic Development, Sport and Football a detailed list of reasons are provided, including
‘market failure’ - there are multiple football stakeholders each of which is focussed, quite naturally, on making
their own operations a success. This results in less time and fewer resources being available for a concerted
investment which would benefit all.
There is also the ‘free-rider’ principle in which an intervention / investment by one organisation or individual
benefits other stakeholders without their need to contribute. This discourages individual initiatives because,
often, the full rewards and benefits are diluted across a number of organisations e.g. an hotel investing in
advertising weekend breaks in Sheffield would not necessarily receive all the bookings.
These market failures and free-rider problems are common across many industries, especially those based on
tourism, one of the world’s biggest industries. Among the solutions to this situation is for the various stakeholders to
form an association and jointly contribute and invest. Another solution is for market intervention by national / local
governments and other agencies to provide resources and infrastructure which enhance the ability and capacity of
the stakeholders to grow and build the demand. We know there were 3.572 billion viewers of the 2018 World Cup
and that there are 265 million players, even a small fraction of these visiting, investing and / or making a pilgrimage
to Sheffield would make an enormous impact.
To begin to address these challenges, a group - Sheffield Home of Football has been established to coordinate
activities. It has representatives from a number of organisations and individuals including: Sheffield FC, Hallam
FC, Sheffield Wednesday FC, Sheffield United FC, Sheffield and Hallamshire County Football Association,
Sporting Memories, Football Unites Racism Divides, historians etc.

Sheffield is the Home of Football
3.5 billion fans. 265 million players. 162 years of history. One home. Sheffield. Over a
century and a half ago our city helped give the world its most popular sport. Football.
Sheffield is unique. We are home to the first and second oldest Association Football Clubs
in the world that are still in existence. We can proudly say our city is home to the oldest
existing ground to still be hosting Association football. We also gave birth to the oldest
knockout cups on earth and are home to many more Association football firsts.
We are Sheffield Home of Football.™ A collaboration of passionate organisations and
individuals committed to showcase our city at home and abroad as the crucible of the
modern game. Our focus is to celebrate our footballing heritage better deliver economic,
health, cultural, social and educational benefits across communities in the city.
Many make the claim. Many make the argument but there is only one home of football.
Sheffield. A city that helped make the modern game. The city that makes history.
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Draft recommendation: Sheffield should be a focal point for clubs,
administrators, supporters, volunteers as a role model of best practice.
Draft recommendation: Stakeholders contribute financial and other resources
so that all may benefit. Stronger - Together should be the message.
Draft recommendation: National / local governments and other agencies (LEP
etc) to provide the common investment to benefit all stakeholders and local
population.
Draft recommendation: ZERO-COST OPTIONS – many public and private
investments in buildings, infrastructure, public domain, events, festivals,
exhibitions, conferences etc. might also incorporate football heritage
dimensions at no additional cost.

Chapter 3
Tourism, Destination Branding and Football
“We are running in a global race, and the competition is getting tougher. Other countries have
recognised the potential of tourism for delivering growth and jobs in a tough economic climate.”
(Maria Millar, Secretary of State for Culture Media and Sport, VisitBritain, 2012: 7)

The global tourism industry is one of the world’s largest industries which contributed (direct, indirect and induced)
$7.6 trillion in 2016 to the global economy, which is 10.2% of world’s GDP (Statista, 2018) (World Travel and
Tourism Council, 2017). Tourism directly contributed $2.3 trillion to the world economy and supported 292 million
jobs in 2016, which is 1 in 10 of all the jobs worldwide, hence, it is key sector for economic development and job
creation throughout the world (World Travel and Tourism Council, 2017).
Essentially, there are three main types of tourism: inbound (from other countries), outbound (to other countries),
and domestic. In particular, inbound tourism is important because it generates growth and economic benefits to
the host economies (De Vita and Kyaw, 2016) and so destinations seek to leverage its advantages by promoting
tourism (Rudkin and Sharma, 2017). In 2017, overseas visitors to the UK climbed to a record 39.21 million
(VisitBritain, 2018) and the UK’s inbound tourism sector is the third largest earner of foreign exchange after
chemicals and financial services (VisitBritain, 2012: 13).
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The Sheffield City Region’s (SCR) (2013: 66) Independent Economic Review estimated that sport, active leisure
and tourism exceeded £2 billion and supported more than 50,700 jobs. It acknowledged that these employment
levels were below the national average and other northern Local Enterprise Partnership economies. It therefore
identified the ambition of 4,800 net new jobs in sport, leisure and tourism, an area considered a priority sector.
The SCR’s vision was:
“To further develop Sheffield City Region’s reputation as a worldclass destination for sport, leisure and tourism businesses and
talent, whilst continuing to grow a significant visitor and tourism
economy that will not only create jobs and wealth, but also provide
a global platform for marketing the region.”
(Sheffield City Region, 2013: 76).

Sheffield possesses a growing tourism offer but does not punch its weight as
England’s fourth largest city. In the 2017 International Passenger Survey conducted
by the Office for National Statistics, Sheffield was not listed in the top twenty towns
for staying visits by inbound visitors (VisitBritain 2018). Moreover, the International
Congress and Convention Association 2017 rankings for business tourism placed
Sheffield 134th in Europe and 8th in England.
And, furthermore, Visit England’s (2017) Annual Survey of Visits to Visitor
Attractions which contained a list of the twenty most visited paid and free
attractions revealed that none of them were from Sheffield. The survey listed
Sheffield visitor attractions including the Millennium Gallery, Weston Park
Museum, Botanical Gardens, Manor Lodge Discovery Centre, Graves Art Gallery,
and Heeley City Farm which are attractive places to visit but do not register highly
on the list of paid and free attractions in England.
Among the six economic objectives of Sheffield’s Economic Strategy (Sheffield
City Council, 2013: 25) is:

“A high profile city brand – that showcases the city’s vibrant
culture, creativity and energy, promoting Sheffield and the wider
city region as a great place to live, work, invest and visit.”
“Many destinations now see place branding (which is broader than
simply tourism and may encompass all or some of the following:
inward investment, exports, culture, sports, events, education,
and immigration) as a major part of their competitive armoury”
(Morgan, Pritchard and Pride, 2011: 5).
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It has been calculated that there are 4037 cities in the world with a population
of over 100,000 people (Brilliant Maps, 2015) and many are in competition with
one another for tourists, inward investment etc. As globalisation intensifies
political, economic social and cultural power are tending to concentrate and some
peripheral locations are becoming marginalized and losing out in the race for
investment, people and awareness (Evans and Norcliffe, 2016).
Many countries and cities are developing distinctive brands so that when tourists
think about them they generate clear and distinct images.
A brand image should signify a unique personality of a city which differentiates it
from other competitors. For this reason, city managing bodies should focus on the
specific qualities of the destination which will get associated with the city brand;
and, the experience that people have will not only influence revisits but also
recommendations to friends and family (Gómez et al., 2018).
Sheffield City Region’s Independent Economic Review also advised the need
to focus on Unique Selling Points which had strengths and opportunities. Yet, a
TBR / University of Sheffield report (2014: 27) observed that the nine economic
sectors: “do not adequately differentiate it from the other thirty-eight LEPs” and
“the five ‘USP sectors’ are not sufficiently unique, and therefore do not serve to
exemplify the strengths and assets of the City Region.” Other comments below
illustrate the challenges Sheffield faces:

“We are the North’s best kept secret” (University of Sheffield,
2017: 9, Digital).
[Tourists] “Often can’t imagine beyond London. English regions
and place-names usually mean very little, even if they’re
recognised” (oneminutetomidnight, 2018).
“You hear talk of people having a negative impression of the city
from The Full Monty, but millennials weren’t even born when that
was released. They don’t have a negative impression; they have
no impression at all” (Sheffield Council’s Director of City Growth,
Sheffield Star, 15 December 2017).
It is generally recognised that Sheffield has not broadcast its
qualities widely or loudly enough (Sheffield City Council, 2015:
11) and that “many people have either no perception of Sheffield
(we are not on their radar) or outdated perceptions of the city”
(Welcome to Sheffield, 2016).
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Urban areas are complex and difficult to comprehensively describe or represent;
hence, visual icons such as San Francisco’s Golden Gate Bridge; London’s Tower
Bridge; Newcastle / Gateshead’s Angel of the North etc. are sometimes used to
represent the much larger reality. This use of a single memorable image to portray
a larger whole is called ‘synecdoche’ and is often used by companies with their
trademarks and other images.
In a similar manner, the emotional power of sporting images has long been
used by marketing organisations and can be effectively used by destinations.
The essence of a place can often be distilled through the use of visual images
which are frequently based on heritage (Seraphin et al., 2018). Sheffield has a
football heritage and it also has powerful associations with The Crucible and
World Snooker. In the Peace Gardens there are stainless steel balls and the
image of a ball can be readily incorporated into design in a variety of ways. This
circular image might also be applied to other sports including cycling and this is
done to great effect, for example, with a drystone wall Tour de France bicycle in
Hoylandswaine.

The Premier League is screened in 175 countries and this widespread appeal
has been used by Visit Britain with its ‘Football is GREAT’ marketing campaign.
VisitBritain (2015) also produced a report: ‘Football tourism scores for Britain’
which investigated inbound visitors who went to watch games. It highlighted that
over 800,000 fans visited Britain and contributed £684 million to the economy
with the highest number of visitors from the Republic of Ireland (121,000); Norway
(93,000); Sweden (58,000); and USA (53,000). Almost 11% of visits to NorthWest England also involved a live match and Tracey Crouch, tourism minister,
welcomed these numbers as evidence of:
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“The positive role football is playing in showcasing key destinations
in many different regions … It’s great for local economies, great
for football and great for the UK’s tourism industry.”
(The Guardian, 2015).
In England there are 157 destination management organisations which all have the responsibility for encouraging
visitors (VisitBritain, 2019a). To stand out from this crowd, destinations need to attract attention and provide
a distinctive brand. To get Sheffield noticed on the world map its football heritage needs to be signposted via
multiple dimensions and media.

Draft recommendation: Make a city centre sub-section in the Sheffield Home of Football walking
app.
Draft recommendation: Use football heritage to promote Sheffield’s uniqueness on the world stage.
Draft recommendation: Globally market Nathaniel Creswick’s grave at Heeley Parish Church to make
it a ‘bucket-list’ experience of visiting the grave of the father of Association football.
Draft recommendation: Reach out to work with Sheffield General Cemetery to add a graveyard walk
to the Home of Football app showing the graves and history of Prest, Chambers, Chesterman and
Youdan - or let them do it themselves as annual walks.
Draft recommendation: Football fits well within the Outdoor City brand and should be incorporated
more powerfully within it.
Draft recommendation: Employ the image of a ball or circle to: art, architecture, design, horticulture,
sculpture etc.
Draft recommendation: Ensure that Heart of the City II incorporates football and geographic
dimensions into the public realm. Likewise, plans for Fargate and High Street linked with the Future
High Streets Fund should incorporate international football themes.
Draft recommendation: Sheffield Property Association and developers should be “BOLD” and
“audaciously optimistic” in using football heritage to develop a city-scape which is authentic,
distinctive and unique.
Draft recommendation: Destination Sheffield has further opportunities to promote Sheffield Home
of Football and through the creation of The Football Archive: Education, Exhibition and Research
Centre in Sheffield.
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Draft recommendation: Create other attractions to build upon the existing football related attractions
of Bramall Lane, Hillsborough, Sandygate, and Sheffield FC’s Home of Football stadium and across
the grassroots of Sheffield football with Sheffield and Hallamshire County Football Association.
Draft recommendation: Build on the success of the walking app and expand to include more details
including the addition of other languages and video links etc.
Draft recommendation: Invite Wednesday and United to add short advertising messages on their
pitch-side electronic boards that ‘Sheffield is the Home of Football’. The EPL is carried by 80
broadcasters in 212 territories worldwide, and an average game is watched by over 12 million people.
Draft recommendation: Use Sheffield’s football heritage as a hook to encourage more major events
and for grant applications e.g. Future High Streets Fund application for High Street and Fargate.
Draft recommendation: Position heritage signs on M1 and other arterial roads to raise awareness
of Sheffield the Home of Football. 2 Goals over the M1 north and south and / or Parkway saying:
Welcome to Sheffield Home of Football.
Draft recommendation: Create sculptures which solidify Sheffield’s contributions to the beautiful
game. There should be statues at the gateways to the city including Midland Station and in the city
centre.

Chapter 4
Heritage, Tourism and Football
Heritage enables us to understand the sense of continuity from the past,
its relevance in the present, and forwards to the future providing a sense of
understanding, meaning and direction in our lives. And, because people value
heritage so much they are willing to travel and engage with it thereby creating
tourism opportunities for those places which are fortunate to possess heritage
resources.
Heritage tourism can be divided into three main areas (VisitBritain, 2010):
• Natural tourism: natural landscapes, flora and fauna;
• Cultural tourism which includes heritage tourism e.g. Shakespeare; contemporary culture e.g. modern art,
theatre; and festivals arts / crafts etc. which combine both; and,
• Built tourism such as historic buildings, monuments etc.
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If a destination does not possess one or more of these areas it is unlikely to attract
attention from tourists when they have the world to choose from.
In Joined Up Heritage Sheffield’s (2017: 11) A Framework for Sheffield’s Heritage
Strategy it noted that the Royal Society of Arts (RSA) ‘Heritage Index’ showed:
“Sheffield scores in the bottom 3% of authority areas for the
Historic Built Environment, the bottom 25% for industrial heritage,
the bottom 38% for parks and open space, the bottom 46% for
museums, archives, and artefacts. It is ranked in the top 44% for
culture and memories, and the top 8% for landscape and natural
heritage.”
The Department for Culture Media and Sport identified eight types of heritage
site. The 8th category is of especial importance to Sheffield:
“A site connected with sports heritage (not visited for the purposes of
watching sport)” (Department for Culture Media and Sport, 2017: 2).
This is the role Sheffield played in the development of the rules and governance
of the game of football which has true global significance and importance.
Many of Sheffield’s heritage offerings have limited tourist appeal and there is no
primary visitor attraction (Bramwell, 1998); however, when they are connected
together they create a critical mass which becomes attractive to local residents
and visitors alike.
“It is for reasons like these that football can arguably be considered
the greatest export in Britain’s long history. Britain has had an
incredible influence on the development of modern football; laying
down the original regulations, establishing the basic competitions
and spreading the game quite literally worldwide. It is this foundation
which the beautiful game as we know it today has been built upon,
and has led to the development of the most watched league in the
world” (VisitBritain, 2010: 53).
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Draft recommendation: Expand, enhance and develop the Sheffield Home of Football App with
‘blue plaques’ and website: www.homeoffootball.net.
Draft recommendation: Football could be a major attractor and anchor which is used to ‘hook’
visitors and then they could be encouraged to visit many other heritage attractions.
Draft recommendation: Use key heritage locations e.g. Sandygate, Bramall Lane, Heeley Parish
Church, Sheffield FC to provide a critical mass of attractions for visiting football fans, players,
historians etc.
Draft recommendation: Create a SHOF membership scheme that would include heritage information
and a discount card to SHOF events and football matches at the 4 clubs and across grassroots football.
Draft recommendation: Build a research centre which provides for schools, historians etc etc.
Draft recommendation: Establish information boards, art work etc. to make the intangible football
heritage assets ‘concrete’.
Draft recommendation: Sculpt a bronze statue of Nathaniel Creswick and John Charles Shaw
challenging for the ball in the first derby played in 1860.
Draft recommendation: Build on the current attractive assets to provide a wider appeal to tourists.
Draft recommendation: The National Football Museum in Manchester could be complemented with
The Football Archive: Education, Exhibition and Research Centre in Sheffield which tells the story
of Sheffield’s football heritage and contains many of the original artefacts and replicas of the early
game. It can also act as place to buy merchandise and tickets etc. for all the main clubs in the city.
Draft recommendation: Sheffield’s football heritage needs to have a higher profile on public websites
such as ‘Welcome to Sheffield’ perhaps with key pages telling our story.
Draft recommendation: An annual football film festival held off-season of mainstream football. This
could be held in conjunction with Sheffield Doc / Fest
Draft recommendation: Greater support for Sheffield FC and Hallam FC initiatives which enhance
their unique offerings to a wider market.
Draft recommendation: Sheffield City Region LEP should support football heritage initiatives in
order to deliver on its objectives of increasing employment in the tourism industry.
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Chapter 5
Economic Development, Sport and Football
Professional football is also a major contributor to many national economies.
Deloitte’s (2018) Roar Power: Annual Review of Football Finance 2018, identified
that the size of the European Football Market was €25.5 billion and revenue
growth in England, Spain, Germany, Italy and France had continued to increase.
The English Premier League had a record revenue of £4.5 billion. Grass roots
football also plays a significant role in local economies.
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It is evident that any consideration of national or local economies should
pay careful consideration to the impact of sport and particularly football. A
New Economy (2013: 41) report which analysed the importance of football to
Manchester observed that: “The value of the football exposure to Manchester’s
brand is indicated by the lack of evidence that other regions of the UK use football
as a marketing tool to the extent that Greater Manchester does.” Since that report
was published Liverpool has also made progress using football for economic and
cultural purposes (see Case Study in Chapter 6).
Sheffield City Region’s Independent Economic Review advised the need to focus
on USPs which provided strengths and opportunities. Yet, a TBR / University of
Sheffield report (2014: 27) observed that the nine economic sectors: “do not
adequately differentiate it from the other thirty-eight LEPs” and “the five ‘USP
sectors’ are not sufficiently unique, and therefore do not serve to exemplify the
strengths and assets of the City Region.”
Among the six economic objectives of Sheffield’s Economic Strategy (Sheffield
City Council, 2013: 25) is: “A high profile city brand – that showcases the city’s
vibrant culture, creativity and energy, promoting Sheffield and the wider city
region as a great place to live, work, invest and visit.” The international appeal of
football can provide support for providing Sheffield with a USP which makes it
distinctive and appealing to a large number of people.
Manchester and Liverpool have taken advantage of football to promote their
cities as destinations for investment and tourism. Sheffield, so far, has failed to
make full use of its unique football heritage in spite of conspicuous evidence that
this is one of the few USPs the city possesses, and that football has a global reach
which is almost unparalleled.
The Sheffield City Region’s (2013: 66) Independent Economic Review estimated
that sport, active leisure and tourism exceeds £2 billion and supports more than
50,700 jobs. It acknowledges that these employment levels are below the national
average and also northern LEP economies. It therefore identified the ambition of
4,800 net new jobs in sport leisure and tourism which is a priority sector. Its
stated vision is:
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“To further develop Sheffield City Region’s reputation as a worldclass destination for sport, leisure and tourism businesses and talent,
whilst continuing to grow a significant visitor and tourism economy
that will not only create jobs and wealth, but also provide a global
platform for marketing the region.” (Sheffield City Region, 2013: 76)
The Independent Economic Review noted that Sheffield City Region scores
relatively low in “any economic league table,” and:
“To achieve its potential the City Region needs to successfully
develop its best assets and opportunities.” (Sheffield City Region,
2013: 79)
The Sheffield City Region LEP’s (2017) economic strategy: A Better Future
Together: A prospectus for Sheffield City Region, stated:
“Sheffield City Region and its people have a proud record of
innovation and creativity across industry, business, research, politics,
culture and sport.” (2017: 4).
“The region will be known for innovation and enterprise – a
knowledge rich city region” (2017: 12).
It was Sheffield’s innovative skills in football which helped change the game from
mob football into a codified and highly successful global sport. Sheffield is where
the modern game of football was forged.
There is a market failure in Sheffield to employ football as a vehicle to drive the
economy. This collective action problem combined with a free-rider problem
means that stakeholders are reluctant to invest when others may benefit unduly
from their spending.
Draft recommendation: Sheffield City Region to invest in the development of football heritage
attractions in the city.
Draft recommendation: Investigate the potential for The Football Archive: Education, Exhibition
and Research Centre, exercise trails, statues, interpretation boards, artwork, cemetery tourism, app
expansion etc.
Draft recommendation: Learn from the practices of Manchester, Liverpool, National Football Museum
and other organisations.
Draft recommendation: There needs to be coordinated action to drive forward the Sheffield Home of
Football brand. This cannot be achieved by the not-for-profit Sheffield Home of Football organisation
alone. Resources need to be provided by all stakeholders and there should be no free-riders.
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Draft recommendation: Sheffield City Council, Sheffield City Region and other local and
national agencies need to support the delivery of Sheffield Home of Football.
Draft recommendation: Funding applications from organisations such as Destination
Sheffield, the Culture Consortium, arts organisations etc. should include football heritage
dimensions to enhance their bids.
Draft recommendation: Recruit a Patron for SHOF who will help bring nationwide
attention to these plans [update - Dan Walker has agreed to be a patron]

Chapter 6
Economic Development, Sport and Football
“Britain’s mix of “culture” is key to our success: from heritage, the
arts, museums, through our creative industries (eg fashion, music,
design, media) to living / contemporary culture (eg language,
traditions, festivals, sport, cuisine)” (VisitBritain, 2010: 3).
“There will always be an aesthetic aspect to culture in its many forms;
and the government will always champion cultural excellence. But
each community has its own culture – its own history, museums and
traditions. In this global, interconnected economy, what is local and
unique has a special value and should be supported and encouraged”
(Department for Culture Media and Sport, 2016: 13).
Sport heritage has been shown to instil a feeling of pride which can bring together
a community. Museums, exhibitions, artwork, statues and other cultural schemes
may be a way to capture these benefits.
Sport and football are recognised as being very successful in bringing harder to
reach sectors of the community to experience culture and the arts. This avenue
is particularly relevant to Sheffield given its football heritage and the access
which it provides. This message is reinforced in the Culture White Paper by the
Department for Culture Media and Sport (2016: 23) which stressed the social
importance of engaging all sectors of the community:
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“The government expects all museums, theatres, galleries, opera
houses and other arts organisations in receipt of public money to
reach out to everyone regardless of background, education or
geography. We are challenging arts and cultural organisations to
work even harder to make sure the most disadvantaged in society
have greater opportunities to access culture. We will work with Arts
Council England to ensure that every single cultural organisation
that receives taxpayers’ money contributes to fulfilling this duty.
And they will report on progress made.”

A classification of the material culture of football was developed which included:
playing equipment, venues, training equipment and sport medicine technology,
sportswear, prizes, symbolic artefacts, performance measurement technology,
ephemera and memorabilia (Hardy et al, 2009). In addition to this list, the former
head of the National Football Museum, Moore (2016: 95), proposed: film and
video, audio, music, photography, toys and games, films, publications, community
singing, and artwork.
All of the above are options which might be applied in Sheffield. For example, the
Mitchell and Kenyon films of everyday life in the late 19th and early 20th centuries
contain some of the earliest video examples of football e.g. Sheffield United
versus Bury in 1902. The University of Sheffield and Professor Vanessa Toulmin
conducted a major research project into the tapes and advised on digitisation of
these deteriorating tapes which were saved from disposal. Similarly, the Sheffield
cinematographer Jasper Redfern made one of the earliest films of football when
he filmed the Sheffield United v Derby FA Cup Final at Crystal Palace in 1899

There are also more recent movies and documentaries which are associated with Sheffield. In 1996, the film
‘When Saturday Comes’ starring Sean Bean and Emily Lloyd was filmed in Sheffield and at Bramall Lane.
Sheffield director Daniel Gordon and founder of Verymuchso productions created the lauded documentary
‘The Game of their Lives’ about the 1966 North Korean football team which created a World Cup shock by
defeating the Italy team 1 – 0. He also directed ‘Hillsborough’ which examined the Hillsborough disaster. In
2019, a documentary, Flying Over an Olive Grove, will be made of the remarkable story of Fred Spikesley, who
played for Sheffield Wednesday and England and won national league titles as a coach in Sweden, Mexico and
Germany, where, during the First World War, he escaped from a police prison. It is due to be released in 2020
and will feature a section on the critical role that Sheffield played in the evolution of Association football. It is
hoped that it will be premiered at Sheffield Doc / Fest.
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Works of art have the ability to create a powerful sense of place and identity and often symbolize a distinct
location. When we think of some places they can conjure up images of statues which immediately remind us of
their location and history: Angel of the North - Gateshead / Newcastle; Hans Christian Andersen’s Little Mermaid
- Copenhagen; William Tell - Altdorf, Switzerland; Christ the Redeemer – Rio de Janeiro; Statue of Liberty – New
York etc, etc. These synecdoche images illustrate the power of art and the potential for wider use in Sheffield.
A book, Public Sculpture of Sheffield and South Yorkshire, by White, Norman, Ball and Goldie (2015), and a
website, Public Art Research Archive, hosted by Sheffield Hallam University, compiled details of almost 300
public artworks. Despite this substantial number, none of the public artworks represent football in general nor
Sheffield’s unique football heritage.

“Sport is seen as an increasingly important dimension of civic planning
programmes and has moved to the forefront of agendas for cities
of the present and future. This has occurred as the barriers between
so-called ‘high’ and ‘popular’ culture are apparently breaking down.
Sport is no longer necessarily viewed in fundamentally oppositional
terms to the arts, but as an important dimension in plans for the
cultural regeneration of cities” (Hughson, 2008: 355).
Hull successfully hosted the 2017 UK City of Culture which delivered some 2,800 events across the city and East
Riding which had a cumulative audience of 5.3 million people with more than nine in ten residents experiencing
at least one event. The £32.8 million project had a major impact on place-making and enhanced local, national
and international perceptions of Hull (University of Hull, 2018).
In June and July 2018, a month-long ‘The Art of Football’ festival was held in Liverpool to commemorate the
tenth anniversary of their highly successful European Capital of Culture in 2008. The festival was also timed to
coincide with the World Cup held in Russia and build upon the increase in public attention. The event’s director,
Craig Pennington, highlighted the importance of football to the city by observing that:
“Football is a really interesting arena for thinking about how society
interprets itself. There are very few sporting or cultural entities that
cross international boundaries, cross all cultures and have a direct
impact on the way societies interpret themselves, and each other.
Football does. And the World Cup is the most vivid focus of when
that happens” (Sawyer, 2018).

Liverpool’s The Art of Football cultural festival was designed: “to explore the relationship between football, art
and culture” (Culture Liverpool, 2018b). Culture Liverpool (2018c) described the festival as:
“A celebration of the creative culture and social fabric which underpins
the beautiful game. A festival of the culture surrounding football, to
coincide with the greatest football festival in the world. From the
ritualistic experience of fandom to the tapestries and soundtracks
of the terraces, each facet of the modern human condition can be
explored through the prism of the globe’s most beloved sport.”
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Sheffield was shortlisted for the 2013 UK City of Culture which was ultimately won by Derry / Londonderry.
The Sheffield bid declined to use the city’s unique football heritage even though football culture had been
successfully used by other cities such as Liverpool – 2008 European Capital of Culture:
“Football is an integral part of the economic and cultural fabric of
Liverpool…. In reinventing itself, Liverpool has focused on cultural
production as a means of securing its future. And within culture,
sport – specifically football – has become the key product of this new
economy” (Evans and Norcliffe, 2016: 223).
Sheffield was also unsuccessful in its bid to host the 2018 Great Exhibition of the North which was won by
Newcastle / Gateshead. Among the numerous events was 105+ db exhibition which was: “A new sonic artwork
about identity, place and participation, using the noise of crowds to question what it means to belong as
an individual and as a mass by capturing the 3D sound of football games and recreating the unique sonic
architectures in public spaces” (getnorth 2018). More recently, City Region Mayor, Dan Jarvis, has engaged
with a number of cultural industries and has expressed a desire for the city region to enter the 2025 UK City of
Culture competition. Football should be a key foundation for any application.
Sheffield’s Economic Strategy (Sheffield City Council, 2013: 7) emphasised the importance of: “Unlocking the
economic value of culture” and our football heritage has huge potential is supporting this strategy. Likewise,
Sheffield Culture Collective and Sheffield Culture Consortium (2017: 13) were established to champion the
city’s creative industries; enhance cultural events in the city; and, bid for additional funds. The Sheffield Culture
Plan aims:
“To work with tourism and other agencies to give visitors and
local people the best possible experience when they take part
in the cultural life of the city and achieve additional national and
international media profile for the city.”
Draft recommendation: Create The Football Archive: Education, Exhibition and Research
Centre to exhibit Sheffield’s football treasures and celebrate its contribution to the
development of the modern game.
Draft recommendation: Use Community Infrastructure Levy scheme funding from
developers or encourage developers to incorporate football heritage art in their
developments.
Draft recommendation: Construct a sculpture trail through the town with GPS etc.
showing videos, etc. in conjunction with the Sheffield Home of Football app.
Draft recommendation: Construct an exercise trail along the River Don with football
exercises at specific staging points.
Draft recommendation: When artwork is being commissioned for the city, consideration
should be given to football art.
Draft recommendation: Invite Peel Holdings and Amazon to revive the plans for a
stainless steel football next to the M1.
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Draft recommendation; Design Parkway overhead gantry signs to resemble goals
announcing arrival and departure to and from The Home of Football.
Draft recommendation: Football Film festival in conjunction with Sheffield Doc / Fest.
Draft recommendation: Produce a children’s book celebrating Sheffield’s football
heritage.
Draft recommendation: Create events in Sheffield which coincide with and celebrate the
World Cup, European Championships etc.
Draft recommendation: Learn from the range of football events delivered by Liverpool’s
City of Culture anniversary celebrations to incorporate good practices in Sheffield.
Draft recommendation: Football heritage should be incorporated within the bid for the
2025 City of Culture
Draft recommendation: Incorporate Sheffield’s USP of football heritage to make funding
bids which are distinctive and differentiate Sheffield from the other 4036 cities.
Draft recommendation: Integrate culture and sport (including football) to make Sheffield
‘stronger together.’

Chapter 7
Community, Education, Health,
Wellbeing and Football
UNICEF (2019) provided a list of benefits which are associated with play and sport:
• “Sport is a powerful social tool, bringing together people from different ethnic, cultural, religious,
linguistic and socio-economic backgrounds.
• Sport plays an important role in improving physical and mental health, and fostering active citizenship
and social inclusion.
• Sport is a good entry-point for the promotion of life skills-based education and healthy lifestyles,
including the values of physical fitness, proper nutrition and how to make choices that positively impact
health.
• There is evidence that sport and play enhance child development and learning and encourage better
academic performance.”
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The importance of sport, play and culture have also be enshrined in Article 31 of the United Nations Convention
on the Rights of the Child (UNICEF, 1990) which stated:
“1. States parties recognize the right of the child to rest and leisure,
to engage in play and recreational activities appropriate to the age
of the child and to participate freely in cultural life and the arts.
2. States Parties shall respect and promote the right of the child
to participate fully in cultural and artistic life and shall encourage
the provision of appropriate and equal opportunities for cultural,
artistic, recreational and leisure activity.”

Football and sport can be powerful tools to create community, unite rival groups, and overcome political and social problems. These benefits are partly attributed to football’s unique ability to be both consumed and produced
by people, which innately garners a sense of pride and belonging. (Stone, 2007; Bernache-Assollant, Bouchet,
Auvergne, and Lacassange, 2011; Valeriano, 2014).
There are three main ways in which sport helps positively influence behaviour:

1. Sport can act as a diversion or distraction.
2. Sport can assist cognitive behavioural therapy.
3. Sport can work as a hook to attract young people to engage with other programmes designed to assist
them (Cryer, 2005).

Another illustration of the positive use of football is the Offender Learning Functional Skills Project which involves
the National Football Museum and Manchester College. The programme to develop reading and writing skills is
delivered in prisons within the North-West (Manchester City Council, 2013).
Both culture and sport provide a range of positive contributions to society and should be aligned to deliver a
greater impact. A Department for Culture Media and Sport report (Fujiwara et al, 2015: 8) observed:
“The culture and sports sectors play a key role in generating benefits
for society… we showed that engagement in culture and sports is
positively associated with increases in wellbeing, improvements in
health, improved educational and economic prospects and higher
levels of positive civic participation.”
The State of Sheffield 2018 report (Sheffield City Partnership Board, 2018: 98) described multiple strengths
which Sheffield possesses and stated:
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“Sheffield’s strong and vibrant community infrastructure has long
been recognised as one of our greatest assets and this report has
highlighted the strength and depth of our voluntary and community
sector in particular, and the contribution it makes to individuals
and families, to community resilience and wellbeing, as well as the
important economic value it has for the city as a whole.”
“The physiological processes that occur during exercise are
related to increased capacity for learning, more energy and better
concentration.”
Sport and Recreation Alliance (Cox, 2012: 109)
Sport and football not only enhance learning, they can also engage young people for
whom education is difficult. For example, the National Football Museum ran a ‘Footy Plus’
programme for young people not in education, employment or training (NEET) to teach
them functional maths skills (Manchester City Council, 2013).
An important benefit of youth participation in sport was highlighted by another
stakeholder. She mentioned key life skills that playing football teaches youth, such as
communication skills, how to form, build and maintain relationships, and how to work as
part of a team. Research into youth programmes found a positive correlation between
playing sports and improving moral values and social and communication skills. One of
the earliest researchers on the subject, Plato stated, “The moral value of exercises and
sports far outweigh the physical value” (cited in Cubberley, 1920, p. 46).
Although Sheffield’s universities have well-earned reputations, their visibility to potential
students is relatively restricted particularly when there are more than 20,000 higher
education institutions worldwide. When a university recruiter explained that Sheffield
was the home of football, the level of interest and engagement by prospective students
increased substantially.
The promotion of Sheffield United to the Premier League has substantially increased
the prominence of the city overseas and has overcome the first hurdle in marketing’s
attention – interest – desire – action sequence. Previously, when both professional clubs
were in the Championship, South American students indicated to university recruiters
that they considered Bournemouth, Burnley and Huddersfield to be more important
locations than Sheffield because of their presence on international television. At the
promotion celebrations at the Town Hall, Kevin McCabe (2019), chairman of Sheffield
United, stressed the need to use football to build “the profile of the city.”
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In an investigation of destination marketing in Sheffield:
“A marketing manager highlights that “what the University struggles
with is the fact that no-one particularly internationally...knows where
Sheffield is... because it hasn’t got the identity that Manchester’s
got, because it has two football teams in Manchester... Liverpool is
always well known because of the Beatles...so we haven’t got that
big heritage that people recognise.” (Henninger et al, 2016: 291)

Sheffield has a population of approximately 570,000 and ranks among the 20% most
deprived districts in England with this deprivation impacting on the health of its citizens.
The picture in Sheffield varies; for example, life expectancy between the most deprived
and least deprived areas in the city differs by 9.9 years for men and 8.6 years for women.
Earlier in life, over 20% of Year 6 children are classified as obese and on a number of other
health indicators Sheffield tends to score below average (Public Health England, 2018). In
addition, levels of physical activity could be higher and the health costs associated with
inactivity in the city amount to £28 million / year (Copeland, 2015).
Sheffield is fortunate to possess a wide range of opportunities for improving mental and
physical health including the numerous parks, gardens, and Peak District National Park,
as well as the wide range of built facilities such as the leisure centres, gyms, swimming
pools, English Institute of Sport, Ice Sheffield etc.
The provision of world-class sports facilities also constructively impacts on other sectors
of the community. The Olympic Legacy Park, National Centre for Sport and Exercise
Medicine, Advanced Wellbeing Research Centre, Centre for Child Health Technology,
and the Orthopaedic and Rehabilitation Research and Innovation Centre all combine to
create a critical mass of infrastructure which builds health, employment opportunities
and growth.
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Draft recommendation: The various football stakeholders in Sheffield should coordinate
and work together to enhance community, education, health and wellbeing.
Draft recommendation: Based on recommendations in the Culture White Paper, support
Museums Sheffield to provide learning and resources for all learners especially those
from disadvantaged backgrounds and those who do not engage with traditional cultural
activities.
Draft recommendation: A National Curriculum pack for all subjects using football as the
key underpinning theme and which would be developed by teachers, schoolchildren and
historians.
Draft recommendation: The citizens of Sheffield are proud of their city and its identity
and this can be improved further through the use of football heritage to communicate,
engage and enhance the sense of belonging and place.
Draft recommendation: Establish The Football Archive: Education, Exhibition and
Research Centre in Sheffield.
Draft recommendation: Build the www.homeoffootball.net website to incorporate more
learning materials etc.
Draft recommendation: Work with the PFA to develop player involvement in community
initiatives across the Corporate Social Responsibility agenda in education, health, social
inclusion and equality. Encouraging talks from former players to Sheffield schools to
awaken their interest in the history of football.
Draft recommendation: Engage with Move More and other initiatives to use football to
enhance health and wellbeing in the population. This might be through football exercise
trails and the enhancement of the Sheffield Home of Football walking trail app.

Conclusion
This brief overview provides a snapshot of the opportunities to capitalise on Sheffield’s unique
cultural heritage. A range of stakeholders from the private, public and not-for-profit sectors
stakeholders across the city are currently working together and contributing proposals to
making this encompassing strategy a reality across economic, education, community, culture
and heritage; health and wellbeing dimensions. This detailed and inclusive strategy has
the potential to deliver a distinctive experience never seen before in contributing to the
regeneration of a city. VisitBritain (2010: 53) proudly stated that: “football can arguably be
considered the greatest export in Britain’s long history.” Football was ‘Made in Sheffield’, and
you can contribute towards delivering this vision.
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Chapter 2
Sheffield the
Home of Football
“I get everything from football… and I have to thank Sheffield.”
Edson Arantes do Nascimento, Pele
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World’s first photograph of a football team to appear in a newspaper- a
representative side of Sheffield FA (Sheffield Portrait Gallery April 1876, © Westby, 2018)

Introduction
During the 2018 World Cup semi-final between England and Croatia, 26 million
British viewers watched the game; and, on a greater scale, the 2014 World Cup
final between Germany and Argentina was watched by more than a billion people
(statista, 2018). Some 3.572 billion people watched the 2018 World Cup (FIFA, 2018)
and there are more than 265 million players in over 200 countries where it is played
(FIFA, 2007). Indeed, there are 195 member states in the United Nations and, by way
of comparison, there are 211 associations affiliated with FIFA. Football is the biggest
spectator sport in the world and has a major economic impact. For example, the
English Premier League generated £4.5 billion in 2016-17 and the European leagues
in total generated €25.5 billion (Deloitte, 2018). Football is not only big business
but it is also the glue which binds societies together and encourages health and
wellbeing for many millions of participants and volunteers.
In this chapter, we summarise some of the main reasons why Sheffield is the ‘Home
of Football’ and explore the following:

•
•
•

Why Sheffield can rightly claim to be the Home of Football.
Identify some of the main contributions to the beautiful game.
Propose that Sheffield should be a role-model demonstrating how football
can be used to support communities, health and well-being, education,
culture and the economy.
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Sheffield: The Home of Football (SHOF)
Britain is acknowledged as the birthplace of many sports and some locations have become synonymous with
sport e.g. Lords – cricket; Newmarket – horse racing; St Andrew’s – golf; Twickenham – rugby; and Wimbledon
– tennis. These centres have become destinations for sporting pilgrims and tourists eager to learn more about
sporting heritage.
Yet, although Britain is recognised by FIFA (2019) as the country where association football originated, few people
are aware that Sheffield is its epicentre and the crucible where it really developed. Prior to this, mob football was
found in many parts of the country e.g. the Ba Game in Kirkwall, Orkney; the Uppies and Downies at Workington,
Cumbria; and the Shrovetide games in Ashbourne, Derbyshire. The earliest recorded game of football in Sheffield
was played at Bents Green in 1793 between Sheffield and Norton and was described by Bernard Bird (1854).
“There were selected six young men of Norton, dressed in green; and six young men
of Sheffield, dressed in red. The play continued for three consecutive days. At the arch
which was erected at each end of the place selected, there was a hole in the goal, and
those of the Sheffield side would prevent the ball from passing through the hole. Then
those on the Norton side (not being so numerous as those of Sheffield) sent messengers
to the Peak and other places in the county of Derby; in consequence thereof, a great
number of men appeared on the ground from Derbyshire.
Then those from Sheffield sent fife and drum through the streets of the town, to collect
recruits and sufficient force against Derbyshire men. The fashion then was for all
responsible gentlemen, tradesmen and artisans of Sheffield to wear long tails. Hence,
at the conclusion of the third day, a general row or struggle took place between the
contending parties, insomuch that the men of Derbyshire cut and pulled nearly all the
tails from the heads of the gentlemen of Sheffield.
I understand there were many slightly wounded, but none were killed; thus ended
the celebrated football match which aroused the bad passions of humanity for many
years afterwards, insomuch so that the inhabitants of Norton felt a dread in coming to
Sheffield, even about their necessary business.”
Even before the founding of Sheffield FC, in 1857, there was a vibrant footballing culture in the southern part
of Yorkshire and north Derbyshire. For example, football was popular in Penistone and Thurlstone and in 1845
Thurlston issued a challenge against local opponents insisting that it should be: “a game of foot-ball and not
hand-ball” (Neill, Curry and Dunning (2018: 127).
Unlike many other areas of the country, the emphasis was on playing the ball with the feet and with minimal use of
the hands. Sheffield emphasised this point during the early meetings of the Football Association and also argued
against hacking, kicking an opponent’s shins. At the decisive fifth meeting of the Football Association Sheffield
FC’s William Chesterman’s sent an influential letter containing their membership subscription and stating that
rules:
‘Nos. 9 and 10 are, I think, directly opposed to football, the latter especially being more
like wrestling. I cannot see any science in taking a run-kick at a player at the risk of
laming him for life.’
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At the same meeting, Blackheath, one of the founding member clubs of the Football Association, argued for the
inclusion of hacking. Despite this appeal, hacking was outlawed and Blackheath withdrew preferring to continue
its hacking and its carrying game. This separation represented the great division between football and rugby.
At a meeting of the FA in 1867 there were only five people in attendance and Ebenezer Morley, the secretary,
was considering disbanding the organisation. However, William Chesterman had travelled from Sheffield and he
pledged the support of 14 clubs which had 1000 - 1200 players (Harvey, 2005), thus supporting the continuation
of the FA.
During the following years both the Sheffield Association and the Football Association continued using their own
rules although they gradually converged. The two codes eventually became the same when Sheffield adopted the
Football Association’s rule allowing throw-in’s to be in any direction rather than at right-angles to the touch-line.
With Sheffield’s acceptance of this rule in 1877, the two codes (in the words of the FA) “amalgamated.” Note
the use of the word ‘amalgamated’ - this was not a case of the all-powerful London F.A. absorbing its provincial
inferior - this was an amalgamation of equals (Westby 2018). In 1934, Sheffield FC attempted to reinstate the
regular historic fixture between the two organisations, and Mr. W. J. Woodward gently reminded Sir Frederick
Wall:
“I might mention that the formation of the Football Association was the direct outcome
of a move between Sheffield (the oldest club) and London (the Association F.C.) in
order to band together clubs playing under one set of rules.”
In a 1957 centenary history of Sheffield Football Club written by Fred Walters (1957), the Sports Editor for the
Star and Green ‘Un, a message was sent from Sir Stanley Rous, the secretary of the Football Association in which
he said:
“Sheffield Football Club played a key part in arranging the marriage of the two
associations and in advocating that the F.A.’s suzerainty be recognised. She became a
member of the F.A. herself and thus began a relationship which has always been a most
friendly one.”
The term ‘suzerainty’ differs from true sovereignty, meaning that the tributary state or person is technically
independent, and enjoys self-rule.
Charles Clegg, chairman of Sheffield FA was opposed to professionalism and although the Football Association
allowed professional football in 1885 Sheffield did not follow until a few years later. This decision, and the natural
growth of football in other areas resulted in the centre of gravity moving to Lancashire and subsequently to
Glasgow.
In many areas of football Sheffield was a leader because of the commonsense approach which it used to develop
and advance the game. “The product of such pragmatism was the creation of a practical code that was far in
advance of that of the FA, anticipating many laws that the London based association would later come to adopt”
(Harvey, 2005: 120).
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Contributions to the Beautiful Game
In the complicated debate about the origin of football, the ball is continually being punted from one side of the
argument to the other. No one place or institution invented association football; folk football, the Cambridge
Rules, the public schools, the Football Association and yes, Sheffield, all combined to create the beautiful game.
We do not claim that Sheffield, invented the game, but rather to argue that there is only one place in the world
that confidently deserves the title ‘Home of Football’. Sheffield is the crucible of association football but has
never fully communicated this fact. Sheffield was the centre of early world football culture for twenty-three years
from 1857 until 1880, when it could boast eighty-two thriving clubs. This is not to deny that Lancashire (with 104
clubs in 1888) and then Glasgow from 1890, replaced Sheffield’s authority with the onset of professionalism, but
let us not forget who was there at the beginning. The Evolution of Football (1804 - 1904) chart created by Martin
Westby and Andy Dixon illustrates the various strands of the football story and Sheffield’s major contribution to
its development and growth.

There is not always agreement about historical events particularly when some of the details are lost in the mists
of time with the result that different writers present different interpretations of events. The same can apply to
football history which is why a number of football historians were convened to carefully explore the historical
archives and records in order to verify the details which are presented below.
Sheffield occupies a unique place in the world of football having contributed many of the original foundations of
the beautiful game and a heritage that is unmatched anywhere in the world. These include:
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The World’s Oldest Existing Association Football
Club - Sheffield FC 1857
In 24 October 1857, Nathaniel Creswick and William Prest
founded Sheffield FC. This is recorded in Creswick’s diary
which states that: “I have established a foot ball club to
which most of young Sheffield come and kick.” To acknowledge its contribution to football the ‘Club’ received
the FIFA Order of Merit in 2004, an award only presented
to one other club – Real Madrid.

photo - from Creswick’s diary

The World’s Second Oldest Existing Association
Football Club - Hallam FC 1860
Hallam Cricket Club were founded in 1804 and by 1859
had more than 300 members. In 1860, it would appear
that John Charles Shaw and Captain T. Vickers (who
was a member of Sheffield FC) formed Hallam and
Stumperlowe FC to keep the players together during
the winter months. Hallam FC are the second oldest
existing football club (Steele, 2010).

photo – Hallam FC
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The World’s Third Oldest Rules
- The Sheffield Rules 1858
The 1858 Sheffield Rules represent a codification of the
game which pre-date those of the Football Association’s
from 1863. Earlier rules of the game were formulated by
John Hope in Edinburgh in 1833 and the Cambridge Rules
in 1848. The Sheffield Rules also contributed to the development of the FA Rules and Sheffield’s resistance to
hacking and the carrying of the ball lead to the divergence of football and rugby.

1858 Sheffield Rules

The World’s Oldest Football
Ground - Sandygate
Guinness World Records officially recognise Sandygate
as the: “World’s oldest football ground.” The first
game was played on Boxing Day 26 December 1860
between Hallam and Sheffield FC with a victory for
Sheffield 2 - 0.

Guinness certificate
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Oldest Existing Derby Game
The oldest existing derby game is the one held between Sheffield FC and Hallam
FC which is known as the Rules Derby. The first encounter was on Boxing Day 26
December 1860 at Sandygate resulting in Hallam 0 Sheffield 2.

“Sheffield Football Club v Hallam and Stumperlowe Clubs – this match was played
on Wednesday upon the Hallam Cricket ground in the presence of a large number
of spectators. Owing to the severe weather several players were absent from each
side, but the spirit exhibited by those who were present prevented the game
from flagging or becoming uninteresting to the observers, who were extremely
liberal with their plaudits on the successful ‘charge’ or quiet ‘dodge’, and equally
unsparing in their sarcasm and country ‘chaff’ on the unfortunate victims of the
slippery ground or the ‘pure’ scientific…”
(Sheffield Daily Telegraph, 27 December 27, 1860).

Oldest County Football Association – Sheffield
and Hallamshire County Football Association
The Sheffield Football Association started in Sheffield in January 1867, with 1,000 members and sixteen clubs;
it was formed primarily to respond to the changes made to the playing rules recently altered in London by
the Football Association. Its support helped strengthen the London body at a crucial time when the F.A. was
struggling to attract clubs to become affiliated to the organisation. In 1877, the Hallamshire Football Association
was established to administer games for clubs under two years old and both associations merged in 1887 to
become the Sheffield and Hallamshire County Football Association which administers the game within a 20-mile
radius of Sheffield Cathedral. The first newspaper photograph of a football team is a Sheffield representative
team in April 1876 (Westby, 2018). It is the oldest regional football association in the world and is responsible
for 47,000 registered players, 1,000 referees and the establishment of the FA’s first Parklife Football Hubs: St
George’s Park, Sheffield Graves; St George’s Park, Thorncliffe; and St George’s Park, Westfield. Sheffield and
District Junior Sunday Football League is one of the largest leagues of its kind in Europe.
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Sheffield and Hallamshire County FA

The World’s Oldest Football
Trophy - Youdan Cup
On 5 March 1867, Hallam FC beat Norfolk (two rouges to nil) to win
the world’s first football trophy at Bramall Lane. Guinness World
Records acknowledge its pre-eminence: “The oldest soccer trophy
is the Youdan Cup, won in 1867 by Hallam FC in Sheffield South
Yorkshire, England. The trophy was sponsored by local theatre
owner and soccer enthusiast, Thomas Youdan.”

The Youdan Cup

The World’s Second Oldest Football
Trophy - Cromwell Cup
The final of the Cromwell Cup was held on 15 February 1868. This
was the world’s second oldest football trophy named after Thomas
Cromwell owner of the Alexandra Theatre. It was open only to teams
less than two years old and Sheffield Wednesday beat Garrick 1 – 0 with
a ‘golden-goal’ in extra time.

The Cromwell Cup won
by Sheffield Wednesday in 1868
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Second Oldest League Club:
Sheffield Wednesday FC
The Wednesday Cricket Club was established in 1820 and in
1867 some of the members formed the Wednesday Football
Club. They were called ‘Wednesday’ because many of the
players were free to play on that day. The club was renamed
Sheffield Wednesday in 1929. In 1868 they won the Cromwell
Cup and were founding members of the Football Alliance in
1889 becoming champions in its inaugural season. They are
the second oldest Football League club after Nottingham
Forest, who were established in 1865.

Hillsborough

First Football League
Team Called ‘United’
Sheffield United FC’s home is Bramall Lane and they
are the world’s first League Club to be called ‘United’.
Sheffield United hold the record as the only club to
field 10 England internationals in a league match (8
times in one season). (Westby 2018)

Sheffield United pictured outside
Bramall Lane Cricket Pavilion 1903/04
(Image © Martin Westby)

Oldest Professional Football
Stadium - Bramall Lane
Bramall Lane was originally opened as a cricket ground in 1855 and hosted its first football match on 29 December
1862 between Sheffield FC and Hallam FC to raise money for the Lancashire Distress Fund. Both Bramall Lane
and the Oval share the distinction of hosting England internationals, an FA Cup final and a test match. In 1901,
Bramall Lane was also the first commission outside of Scotland for football stadium architect Archibald Leitch
and civil engineer Harry Davies.
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Plaque from Bramall Lane

First use of Floodlights:
Bramall Lane
On Monday 14 October 1878 the first floodlit game of football
was held at Bramall Lane and was enabled by John Tasker’s
engineering company. The two teams, one in blue and one in
red, were captained respectively by Charles and William Clegg
with the Blues winning 2 – 0. The diesel generators from the first
floodlit game are now in the Naval Museum in Malta.

First Recorded Use of the Golden Goal
The committee which formulated the rules for the Youdan Cup wrote
that: “The first side to score in extra time win the match” (Harvey,
2005:136). This rule wasn’t necessary for the Youdan Cup but was used
for the final of the Cromwell Cup in 1868. Although it wasn’t called
a ‘Golden Goal’ this use of a sudden death goal enabled Sheffield
Wednesday to beat Garrick. The term ‘Golden Goal’ was introduced by
FIFA in 1992.
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The First FA Cup
The success of both the Youdan Cup and Cromwell Cups
encouraged the FA to begin their own competition and the
first ever Football Association Challenge Cup was made in
Sheffield by Martin, Hall & Co. It was awarded to Wanderers
who beat Royal Engineers 1 - 0 on 16 March 1872. In 1895,
the cup was stolen from a Birmingham shop where it was
on display and was subsequently melted down to make
counterfeit coins.
Early FA Cup won by Sheffield
Wednesday in 1896 and 1907 and
made by Martin Hall and Co, Sheffield
(Sheffield Archives, Picture Sheffield)

Sheffield Leads the Way
with Knock-out Football
Competitions
In addition to the Youdan Cup and Cromwell Cup,
Sheffield also created a number of other knock-out
football competitions:
•
Sheffield Association Challenge Cup 1876/77.
England’s first County Association Cup (held jointly
with Birmingham F.A.). England’s =4th
Oldest
Association Cup.
•
Sheffield New Association Challenge Cup 1877/78.
England’s =5th Oldest Association Cup.
Wharncliffe Charity Challenge Cup
1878/79 - England’s first Charity Association Cup, England’s =6th Oldest
Association Cup

•
Wharncliffe Charity Challenge Cup 1878/79.
England’s first Charity Association Cup, England’s =6th
Oldest Association Cup. (The Glasgow Merchant’s
Charity Football Cup started in 1877 in Scotland and is
the first charity challenge cup).
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Oldest Church Team in the World
Heeley (Christchurch) FC (1862 - 1899) was the first team to be founded in association
with a church. Heeley Parish Church was established in 1846 from part of St Mary’s parish
in Bramall Lane (Westby, 2018). Buried in Heeley Parish Church’s graveyard is Nathaniel
Creswick. Heeley FC was the predecessor of many well-known teams which were linked to
churches including: Birmingham City, Bolton Wanderers, Celtic, Everton, Fulham, Manchester
City, Southampton, and Tottenham Hotspur,

Oldest Pub Team in the World
The oldest pub team in the world is Howard Hill Steel Bank FC (Westby 2018) which was
founded in November 1862 and continued until 1864. The club was named after the Howard
Hotel on Steel Bank in Sheffield and was where the players changed before and after
matches and then quenched their thirsts. Many other teams have since made their homes
and meeting places in public houses.

Oldest Company Team
Lockwood Brothers was a cutlery and edge-tool manufacturing company based in Spital Hill
and Arundel Street, Sheffield. They established a football club in 1870 (Westby, 2018) and
Lockwood Brothers won the Sheffield Challenge cup in 1884 and 1885. They entered the FA
Cup four times and reached the fourth round in 1886/7 when they lost to West Bromwich
Albion. They were also a staunchly amateur team and during the 1880s professionalism
disputes refused to play professional Lancashire clubs.

First Charity Game
The first recorded charity game was held between Sheffield FC and Hallam FC on 28th
December 1861 at the Hyde Park sports ground. More than 600 spectators attended and the
funds raised from this charity benefit match supported the local hospital and dispensary.
The 14 Hallam players won by 2 goals to 1. A year later another charity game was held for
the Lancashire Mills Distress Fund which distributed support to those out of work and their
families. The game ended 0 - 0 in spite of it lasting three hours.
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1898 Sheriff of London Charity Shield
The Sheriff of London Charity Shield was an annual football competition between the
Football League champions or FA Cup winners and the best amateur club. It was first
contested between Sheffield United (Football League champions) and Corinthians FC the
premier amateur team on 9 March (0 - 0) and 4 April, 1898 (1 - 1). Both games ended in a
draw and the honour was shared. The competition led to the introduction of a new trophy
the FA Charity Shield which commenced in 1908 following the separation of the Amateur
Football Association from the Football Association. The Charity Shield is now known as the
FA Community Shield.

FA Amateur Cup
In 1885 professional football was recognised by the Football Association with the result that
professional teams began to dominate and be more successful than amateur teams. Sheffield
FC supported the amateur ethos and, in 1892, proposed a national cup solely for amateur
teams and offered to pay for it. The following year the FA introduced the FA Amateur Cup
which ran until 1973-74 when the distinction between amateur and professional teams was
abolished by the FA. The FA Vase is now competed for by amateur clubs.

Oldest Player Insurance Scheme
Sheffield and Hallamshire County Football Association introduced the first Players Accident
Fund society to which players contributed one shilling (5 pence) and if a football injury
prevented them from working they would receive 8 shillings (40 pence) per week. This
mutual society was established in 1867 and some of its practices were later applied by The
Professional Footballers Association which was established in 1907.

First Match Between Two Towns
Sheffield FC considered themselves football missionaries spreading the good word of
football by playing numerous games against other teams across the country. Their first
game against a team from another town was at Nottingham on 2 January 1865. The game
had eighteen players on each side in accordance with the Nottingham Rules. In general,
when two teams met, it was the home side rules which were adhered to.

First Match Between London
and Sheffield FC
On 31 March 1866, a London representative team played Sheffield at Battersea Park. It was
the first game played by a representative London team against that of another town. It was
won by London: 2 goals and 4 touchdowns v Sheffield: 0. Although the players endured
torrential rainfall and freezing hail Sheffield declined the offer to end the game early.
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First Inter-country Representative Games
On 14 March 1874, teams representing Sheffield and Glasgow played each other in a 2 - 2
draw at Bramall Lane. This was the first international representative game and was strongly
influenced by England’s oldest club Sheffield FC (1857) and Scotland’s oldest club - Queens
Park (1867).

Second Oldest Schools FA
Sheffield Schools FA was established in 1889 and is the second oldest schools football
association after South London Schools FA. It was founded to encourage engagement with
football and to organise the world’s oldest schools football tournament – the Clegg Shield.

Oldest State School Football Club
The oldest ‘state’ school football club in the World is All
Saints’ Night School FC founded in 1871 (Westby, 2018). The
second oldest was Hanover United FC in London founded
by Quintin Hogg and A.F. Kinnaird (later Lord Kinnaird) in
1876. Another state school football club as founded in 1876,
Goldthorn FC which became Wolverhampton Wanderers FC.
All Saints merged with Burngreave Victoria in 1876.

Thurlston School (Photo Chris Eyre)

Oldest Schools Trophy Still
Being Competed For
On 4 September 1889, a meeting was held at which a football
competition for elementary schools was discussed to mirror that
of one held in Birmingham. Subsequently, a trophy was donated
by William J. Clegg and the final was played on 29 March 1890
between Thurlston and Rotherham. Thurlston emerged 2 – 0
winners and when the champions arrived home carrying the
Clegg Shield they were met by a brass band.
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First Chairman of
the Football Association
Sir John Charles Clegg, known as Charles Clegg, was a hugely
influential figure in the early development of the game. He was
both chairman and president of the Football Association, Sheffield
Wednesday, Sheffield United, as well as chairman of Sheffield and
Hallamshire Football Association. He played in the first international
match between England and Scotland in 1872 and in his later years
refereed numerous games including two FA Cup Finals in 1882 and
1892, and an 1888 game between England and Wales.

Introduction of a Crossbar
In many of the early football games there were just two posts positioned in the ground and a
goal could be scored at any height if it went between the posts. It was not always clear whether
a goal had been scored and for this reason the 1856 Cambridge Rules specified the use of a
“string.” A string was not always practical and so the 1862 Sheffield Rules stated:
“In setting out the ground, the goal sticks must be placed 12 feet apart, and the
cross bar 9 feet from the ground.”

Corner Kick
In 1869, Sheffield introduced the use of the corner kick. This rule was proposed to the Football
Association who incorporated it on 17 February 1872. Prior to this, balls kicked beyond the goal
line had various rules including in the Sheffield game the scoring of a ‘rouge’ if there was a touchdown by the attacking team.
“Rule 8: when the ball is kicked over the bar of the goal, it must be kicked off by
the side behind whose goal it went, within six yards from the limit of their goal.
The side who thus kick the ball are entitled to a fair kick-off in whatever way
they please; the opposite side not being allowed to approach within six yards of
the ball. When ball is kicked behind the goal line a player of the opposite side to
that which kicked it out shall kick it off from the nearest corner flag. No player
shall be allowed within six yards of the ball until kicked” (Harvey, 2005: 173).
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Ball Returned to Play By the Opposite
Team To the One Which Kicked it Out
The 1868 Sheffield Rules were the only code which stated that the ball should be returned to
play by the team which had not kicked it out. This particularly applied to balls crossing the
goal line and lead to the introduction of corners. When the ball was kicked over the goal it
was always the defending team which took the goal kick.

Penalties
The concept of penalties originated in Sheffield as a form of punishment for fouls that had
caused a goal to be missed. The Sheffield solution was not to award a penalty kick but to
award a penalty goal. The concept of a penalty goal for fouls within 2 yards of the goal was
suggested at a Sheffield Football Association meeting in 1879:
“.. if a player fouls the ball within 2 yards of his own goal and in the umpire’s
opinion a goal would have been obtained but for such a foul, a goal shall be
given against the defending side.”
Penalties were discussed at a meeting on 18th February 1879 and subsequently rescinded.

The ‘D’ on the Penalty Box
In 1923 Burnley were playing Sheffield United at Turf Moor and the home team were awarded
a penalty. In response, Billy Gillespie, United’s captain insisted on the privilege of United
players forming a line along the edge of the penalty box. At the time there was no arc on
the penalty box. Bob Kelly the Burnley penalty-taker argued that this positioning impeded
him from taking a full run-up to the ball and also that the United players were not ten yards
away from the penalty spot. Kelly eventually took the penalty and scored. The game ended
2 - 0 to Burnley. A solution was proposed by Alex Leitch, a referee on the Sheffield and
Hallamshire CFA list, for the introduction of an arc outside the penalty box. The details were
described in the local sporting paper the ‘Green Un’. Leitch then submitted the proposal
to Sir Charles Clegg, the FA president, who said that it would be presented to the proper
authorities. Some fourteen years later, in 1937, it was adopted by the International Football
Association Board which oversees the Laws of the Game.
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Heading the Ball
In 1866, the first representative inter-city game was held
between London v Sheffield and the spectators were
amused to see the Sheffield players heading the ball which
is not how they played the game. The heading of the ball as
an alternative to catching it (which was allowed at the time,
although running with the ball was not) provides additional
evidence that Sheffield was very much a ‘foot ball’ city rather
than a base for what became rugby.

11 v 11, 90-minute game, Field
Dimensions and Ball Size
In the 1866 game between London and Sheffield
FC, the two sides determined that there should be 11
players on each side – at the time there was no law
on the number of players which each side might field.
Also, they agreed that the match last 90 minutes and
the dimensions of the playing area would be 120 yards
long and 80 yards wide. In addition they agreed to
play with a Lilywhite no 5 ball (Harvey, 2005: 122).

Free Kicks
The 1858 Sheffield Rules stated that: “Knocking or pushing on the ball is altogether disallowed. The side breaking
the rule forfeits a free kick to the opposite side.” Also, anticipating the FA by several years, the Youdan Committee
specified that the: “Referee has the authority to award a free kick if any club makes three fouls or kicks out when
the ball is thrown in, if he believe it intentional” (Harvey, 2005: 119).
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Neutral Referees
The Youdan Committee also introduced the use of a
neutral referee in Cup competition. Previously, two
umpires were used, one from each competing club.
They were subordinate to referee (Harvey, 2005: 120).

Referee’s Whistle and Shin Pads
The earliest reported use of a referee’s whistle was in 1874 in
a game between Nottingham Forest and Sheffield Norfolk in
1874. The whistle replaced the use of a white flag. During the
same match Nottingham Forest’s Sam Widdowson was the
first to wear shin pads to protect his legs and avoid injury so
that he could also play cricket for Nottinghamshire.

First Radio Broadcast
of a Football Game
The first radio broadcast of a football match was aired on 22nd
January 1927. It was a First Division match between Arsenal
1 v Sheffield United 1. To assist the listeners, the Radio Times
produced a plan of the pitch divided into eight numbered
rectangles. The expression: “back to square one” originated
from the commentary for football matches on the radio.
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First Black Professional Footballer
Arthur Wharton was an all-round sportsman who was born in
Accra, Ghana and then went to school in the UK. He was a holder
of the AAA 100 yards record and played cricket. He also enjoyed
playing football for Darlington, Preston North End, Rotherham
and Sheffield United – in the latter’s game against Sunderland,
Wharton became the first black professional player in the
Football League (Vasili, 1998)..

Arthur Wharton
St Georges Park. Statue by Vivien Mallock

First Professional Player
James J. ‘Reddie’ Lang was born in Scotland and played for Glasgow Eastern, Third Lanark, and Clydesdale for
whom he played in the first Scottish Cup final. He also played in an 1876 Glasgow v Sheffield representative
game and, as a result of his skills, was invited to join Sheffield Wednesday. He was formally employed by a
company owned by a Wednesday director but had no formal duties spending some of his time reading the
newspaper (Curry, 2004).

First Romany Professional Footballer
Rabbi Howell was born in 1867 in a camp in Dore, Sheffield and went on to become a
professional footballer for Sheffield United and England. He scored in his first game for
England in their 9 – 0 victory over Ireland in 1895 (Kay, 2014)

First Premier League Goal
The first season of the Premier League was held in 1992-93 and
was composed of 22 clubs. The first goal scored in the Premier
League was by Brian Deane in front of Sheffield United’s Kop
end in a 2 - 1 win against Manchester United at Bramall Lane.

Legends of the Lane
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Other Significant Contributions
to the Beautiful Game
In addition to the long list of significant contributions to the beautiful game, there are others:
•Sheffield suggested North v South matches when international matches
become more common - these were held alternatively in Sheffield and
London (Farnsworth, 1995)
•Sheffield’s Jack Hunter, first player / manager for Blackburn Olympic (Curry
and Dunning, 2015)
•Sheffield proposed that the first team out of the hat should have the choice
of ground regarding the FA Cup (Farnsworth, 1995).

Women’s and Girls’ Football
There are now more than 2 million women (16+) playing football in England; and in addition there are more
than 900,000 girls (aged 5 – 15) (FA, 2017). In spite of these substansial figures there are some who do not fully
acknowledge football as being a sport for all who choose to engage with it. Yet, the remarkable success of the
FIFA Women’s World Cup in 2019 has made these individuals fewer in number.
The Football Association’s (2017: 32) The Gameplan for Growth has charted a strategy mapping out the future
of the game for women and girls football. Among the objectives are: double participation rates by 2020:
“Change perceptions and social barriers to participation and following; Develop participation opportunities and
infrastructure; Increase the number and diversity of women coaching, refereeing and administering the sport at
all levels.”
Baroness Sue Campbell, Head of Women’s Football, said: “I came to this job, one, because I like football, but
two, because I believe football is the most powerful brand we have to effect change in society. That is because
it is something that is talked about in virtually every home” (Bachelor, 2019: 21).
In February 2019, Sheffield United FC hosted the FA Women’s Continental League Cup between Manchester
City and Arsenal with City winning 4 -2 on penalties. Sheffield will also host the 2021 UEFA Women’s Football
Championship.
Sheffield United Women play in the FA Women’s Championship and their home ground is the Sheffield Olympic
Legacy Park Stadium.
An example of a team with strong links in the community are AFC Unity (2019) women’s team which have
their own philosophy to: “encourage an ethos of unity, collectivism, inclusion, and positivity.” Allied with this
philosophy is the desire to support communities in Sheffield and to achieve this they initiated their Football for
Food campaign which encourages players, supporters and other teams to bring foot donations to games and
then the food bank is distributed across Fir Vale, Parson Cross, Firth Park, S2, and S20.
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A Unique Opportunity
Sheffield’s unique football heritage has the potential to benefit the city, country and be a focal point for the world.
Culture and sport provide numerous benefits including: education; health and wellbeing; reduction in crime;
social capital and contributions to the Exchequer (Taylor et al, 2015: 18) and these are discussed in other chapters.
Greg Clarke (Football Association, 2017: 4) Chairman of the FA, said: “The global game of football had its genesis
on these islands. The original Laws of the Game were codified here. Since then, the infrastructure around the
game in England has become the blueprint for many football governing bodies, national and international.”
Draft recommendation: Sheffield should be a focal point for clubs, administrators,
supporters, volunteers as a role model of best practice.

Carrying the Flame
The extraordinary range of contributions to the game which are described above continue to be built upon.
During the 1996 UEFA European Football Championship an exhibition, Football Expo ‘96, was held in Sheffield at
Kelham Island with support from various organisations, including Mars, Harrods, TOFFS, and Gremlin Interactive.
The Daily Telegraph described it as the most complete exhibition held in the country. It was intended to be
the springboard for the development of a National Football Museum in the city; however, the museum was
subsequently established in Preston without there being a proper consultation about where it might be located.

Football Expo 96
In 2013, a football competition was held at Hallam FC’s Sandygate ground using the 1858 Sheffield Rules. It was
supported and organised by Hallam FC, Sheffield FC, Sheffield and Hallamshire FA, Sheffield United FC, and
Sheffield Wednesday FC and involved two boys teams and two girls teams representing All Saints, Forge Valley,
Handsworth Grange and Westfield secondary schools (Marwood et al, 2019).
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The project was sponsored by the Heritage Lottery Fund and the medals and trophies, which had been designed
and produced by All Saints students, were distributed by TV historian Michael Wood. A video was made of the
event and this can be viewed on You Tube.
The project was hugely successful with pupils visiting and experiencing the various football grounds and being
educated by football historians. Before and after, the pupils undertook research, wrote projects and designed
artwork. Football shirts were commissioned specially for the event and pupils and staff dressed in Victorian style
flat caps and top hats. The games were umpired by former Premier League referee Uriah Rennie with two on-field
pupil referees.
The event attracted major media attention with articles in many national newspapers, and TV coverage from the
BBC, ITV News at Ten, Calendar, and Sky. The level of interest illustrates the potential which can be achieved with
a regular series of events. More details can be found at: www.homeoffootball.net
Sheffield FC play at the Home of Football Stadium and there is a Sheffield Home of Football App which can be
downloaded and used to trace the early development of football in Sheffield. The App was funded by Sheffield
Libraries and created by Martin Westby and John Wilson using the Situate App developed by Stephen Elliot
of Sheffield’s Llama Digital. It was narrated by Roger Bingham and recorded at Steelworks Studios. Also, each
autumn, Sheffield Walking Festival and Heritage Open Days present a Home of Football walking tour around the
city centre beginning outside the Crucible Theatre which stands on the site of the Adelphi Hotel where Bramall
Lane, Yorkshire Cricket Club, and Sheffield Wednesday were inaugurated and the 1858 rules written.
Sheffield is also the first place in the country to establish the FA’s Parklife Hubs at Graves, Thorncliffe and
Westfield. These are high-quality football pitches and facilities which will encourage successive generations of
footballers in the city to follow in the footsteps of England Men’s 2018 local players: Gary Cahill, Harry Maguire,
Jamie Vardy and Kyle Walker.
On 25 October 2018, the Sheffield Football Treasures’ festival was held at the Central Library and was opened
by the BBC’s Dan Walker and was curated by historian Martin Westby. Memorabilia including some of the oldest
football trophies in the world as well as the FA Cup were on display. Councillor Mary Lea, cabinet member for
parks, culture and leisure at SCC, said: “It’s simply not right that so many people still don’t know about Sheffield’s
role in creating the beautiful game as we know it. To see those historic rules alongside the FA Cup will show how
strongly we value Sheffield’s role in creating the world’s number one game” (The Star, 2018).
In 2019, Sheffield stalwart and internationally recognised musician Richard Hawley supported the Sheffield Home
of Football campaign. In his new album, Further, there is a track called Alone and the accompanying video shows
a young man who dreams and lives for football kicking a ball around at work, along the Sheffield Canal, and in a
street with his friends who hold up a painted sheet saying: Sheffield The Home of Football.
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To support all these developments a representative group has been convened including: Sheffield FC, Hallam FC,
Sheffield Wednesday FC, Sheffield and Hallamshire County Football Association, Sheffield United FC; Football
Unites Racism Divides, Sporting Memories, historians, academics, and other stakeholders. Building upon this
collaboration, a not-for-profit organisation - Sheffield Home of Football with trustees will consult with the
partners above on the draft recommendations contained in this document and, jointly, seek to implement them
with support from other organisations and agencies.
To celebrate the city’s proud heritage the ‘Sheffield Home of Football’ project has already successfully organised
the following events:
•Created a Football Heritage walking app -with 2200 downloads
•Held a Football Treasures Day at Sheffield Central Library attended by 2,000 people
•Organised a Centenary celebration of John Shaw’s life at Hallam FC’s Sandygate ground
•Installed a commemorative plaque at the grave of Sheffield FC’s founder - Nathaniel Creswick
•Presented Sheffield’s heritage credentials at the Annual International Football History
Conference in Manchester.

Conclusion: SO WHAT?
It is 162 years since Sheffield FC were founded in 1857, yet there is still little visible evidence of this heritage to
citizens of Sheffield and for visitors to our city. So, why hasn’t something been done to remedy this shortcoming
which would stamp Sheffield’s reputation on the world stage? There are a number of challenges.
At the moment there is little to see in the city centre which celebrates Sheffield’s unique and valuable football
heritage. This is the chicken and egg problem - if there is nothing to see, why would people come? As one tourist
specialist said: “Nothing to see on a wet Wednesday afternoon.”
In Chapter 5: Economic Development, Sport and Football a list of reasons are provided, including ‘market failure’
- there are multiple stakeholders each of which is focussed, quite naturally, on making their own operations a
success. This results in less time and fewer resources being available for a concerted investment which would
benefit all.
There is also the ‘free-rider’ principle in which an intervention / investment by one organisation or individual
benefits other stakeholders without their need to contribute. This discourages individual initiatives because, often,
the full rewards and benefits are diluted across a number of organisations e.g. an hotel investing in advertising
week-end breaks in Sheffield would not necessarily receive all the bookings.
These market failures and free-rider problems are common across many industries, especially those based on
tourism, one of the world’s biggest industries. Among the solutions to this situation is for the various stakeholders
to form an association and jointly contribute and invest. Another solution is for market intervention by national
/ local governments and other agencies to provide resources and infrastructure which enhance the ability and
capacity of the stakeholders to grow and build the demand - we know there were 3.572 billion viewers of the 2018
World Cup and that there are 265 million players, even a small fraction of these visiting or investing in Sheffield
would make an enormous impact.
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Draft recommendation: Stakeholders contribute financial and other resources so that all
may benefit. Stronger - Together should be the message.
Draft recommendation: National / local governments and other agencies (LEP etc) to
provide the common investment to benefit all stakeholders and local population.

Sheffield is the Home of Football
3.5 billion fans. 265 million players. 162 years of history. One home. Sheffield
Over a century and a half ago our city helped give the world its most popular sport. Football.
Sheffield is unique. We are home to the first and second oldest Association Football Clubs in
the world that are still in existence. We can proudly say our city is home to the oldest existing
ground to still be hosting Association football. We also gave birth to the oldest knockout
cups on earth and are home to many more Association football firsts.
We are Sheffield Home of Football.™ a collaboration of passionate organisations and
individuals committed to showcase our city at home and abroad as the crucible of the
modern game. Our focus is to celebrate our footballing heritage better deliver economic,
health, cultural, social and educational benefits across communities in the city.
Many make the claim. Many make the argument but there is only one home of football.
Sheffield. A city that helped make the modern game. The city that makes history.
Alexis Krachai.
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Chapter 3
Tourism, Destination
Branding and Football

“We are running in a global race, and the competition is getting tougher. Other countries have
recognised the potential of tourism for delivering growth and jobs in a tough economic climate.”
(VisitBritain, 2012: 7)

Introduction
Among the six economic objectives of Sheffield’s Economic Strategy (Sheffield City
Council, 2013: 25) is:
“A high profile city brand – that showcases the city’s vibrant culture, creativity
and energy, promoting Sheffield and the wider city region as a great place to live,
work, invest and visit.”
Sheffield is developing a strong ‘Outdoor City’ brand but competition from some
4036 other cities across the world makes it very hard to create an impact and make
the city stand out from the crowd. In the previous chapter, we highlighted that
Sheffield is the epicentre of the football universe and in this chapter we explore how
this unique selling proposition (USP) can make the city highly distinctive and visible
on the world’s stage.
In this chapter we will explore the following:
•
•
•
•

Destination branding.
Sheffield’s visibility and branding strategies.
How Sheffield has used sport to promote itself.
Signposting Sheffield.
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Destination and Tourism Strategies
The global tourism industry is one of the world’s largest industries which contributed (direct, indirect and induced)
$7.6 trillion in 2016 to the global economy, which is 10.2% of world’s GDP (Statista, 2018) (WTTC, 2017). Tourism
directly contributed $2.3 trillion to the world economy and supported 292 million jobs in 2016, which is 1 in 10 of
all the jobs worldwide, hence, it is key sector for economic development and job creation throughout the world
(WTTC, 2017).
Essentially, there are three main types of tourism: inbound (from other countries), outbound (to other countries),
and domestic. In particular, inbound tourism is important because it generates growth and economic benefits to
the host economies (De Vita and Kyaw, 2016) and so destinations seek to leverage its advantages by promoting
tourism (Rudkin and Sharma, 2017). In 2017, overseas visitors to the UK climbed to a record 39.21 million
(VisitBritain, 2018) and the UK’s inbound tourism sector is the third largest earner of foreign exchange after
chemicals and financial services (VisitBritain, 2012: 13).
Domestic tourism is also important because it contributes revenue to local economies. During 2016, £92 billion
was spent by people in England, and this represents 80% of the total visitor spend which supports 2.6 million
English jobs (VisitBritain, 2017). In Yorkshire, the tourism industry was calculated by Sheffield Hallam University
(2019) to be £9 billion providing 224,000 jobs, some 8.5% of all jobs in the county.
The Sheffield City Region’s (SCR) (2013: 66) Independent Economic Review estimated that sport, active leisure
and tourism exceeded £2 billion and supported more than 50,700 jobs. It acknowledged that these employment
levels were below the national average and other northern Local Enterprise Partnership economies. It therefore
identified the ambition of 4,800 net new jobs in sport, leisure and tourism, an area considered a priority sector.
The SCR’s vision was:
“To further develop Sheffield City Region’s reputation as a world-class destination for sport,
leisure and tourism businesses and talent, whilst continuing to grow a significant visitor and
tourism economy that will not only create jobs and wealth, but also provide a global platform
for marketing the region.” (Sheffield City Region, 2013: 76).

In 2008, Sheffield was listed as a “hot spot” and the number of employees in the visitor economy was 17,100
(VisitBritain, 2012: 14). And, by 2017, there were 17.45 million tourism visits to Sheffield and £1.26 billion was
generated through visitor and tourism expenditure (STEAM research for Sheffield City Council).
Sheffield possesses a growing tourism offer but does not punch its weight as England’s fourth largest city. In the
2017 International Passenger Survey conducted by the Office for National Statistics, Sheffield was not listed in the
top twenty towns for staying visits by inbound visitors (VisitBritain 2018). Moreover, the International Congress
and Convention Association 2018 rankings for conference meetings placed Sheffield 132th in the European
rankings.
And, furthermore, Visit England’s (2017) Annual Survey of Visits to Visitor Attractions which contained a list of the
twenty most visited paid and free attractions revealed that none of them were from Sheffield. The survey listed
Sheffield visitor attractions including the Millennium Gallery, Weston Park Museum, Botanical Gardens, Manor
Lodge Discovery Centre, Graves Art Gallery, and Heeley City Farm which are attractive places to visit but do not
register highly on the list of paid and free attractions in England.
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Destination Branding
“Many destinations now see place branding (which is broader than simply tourism and may
encompass all or some of the following: inward investment, exports, culture, sports, events,
education, and immigration) as a major part of their competitive armoury” (Morgan, Pritchard
and Pride, 2011: 5).
It has been calculated that there are 4037 cities in the world with a population of over 100,000 people (Brilliant
Maps, 2015) and many are in competition with one another for tourists, inward investment etc. As globalisation
intensifies political, economic, social and cultural power are tending to concentrate and some peripheral locations
are becoming marginalized and losing out in the race for investment, people and awareness (Evans and Norcliffe,
2016).
As this competition amongst destinations increases, it is becoming increasingly important to create a positive
image which will deliver a competitive advantage over other destinations (Baloglu and McCleary, 1999). This
image is the starting point for tourists’ expectations of a place and it influences tourists’ decision-making and
behaviour (Ryan and Gu, 2008). The successes of the 1977, ‘I New York’ and the 1983 ‘Glasgow’s miles better’
campaigns illustrated the powerful influence of image-building marketing practices. Since then there has been a
race to produce destination brands with most places employing image-building strategies.
A helpful definition of destination image is: “The sum of beliefs, ideas and impressions that a person has of a
destination” (Crompton, 1979: 18). And, this destination image not only advises tourists / visitors about what is
on offer but it also informs the supplier / provider about what, how and who to promote.
In their book, Destination Brands: Managing Place Reputation, Morgan, Pritchard and Pride, (2011: 103) emphasise
the importance of destination brand image and state:
“Destination brand is: “a name, symbol, logo, word mark or other graphic that both identifies
and differentiates the destination; furthermore, it conveys the promise of a memorable travel
experience that is uniquely associated with the destination; it also serves to consolidate and
reinforce the recollection of pleasurable memories of the destination experience.”
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Many countries and cities are developing distinctive brands so that when tourists think about them they generate
clear and distinct images. Brand image is the perspective of the tourists, and brand identity is the perspective
managed by the provider country, city etc. (Kapferer, 1997). Therefore, in order to enhance the image of
a destination, marketing and destination bodies need to be aware of an image(s) and then work carefully to
construct and shape it. These image-building approaches are also popular for a number of reasons:
•
•
•

they increase the ability of cities to compete;
they produce a strategic decision-making framework;
they increase stakeholder accountability (Morgan, Pritchard and Pride, 2011).

George Orwell (1937: 72) wrote in Road to Wigan Pier that: “Sheffield, I suppose, could justly claim to be called
the ugliest town in the Old World.” As we will see below, Sheffield’s reputation has substantially improved
from this negative description, yet it is largely neutral or invisible for many people beyond the city boundaries.
Progressively, Sheffield is building an identity which is essential to make it stand out from the 4036 other cities
in the world.
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City Destination / Place Branding
“Places compete in attracting visitors, residents, and businesses. A place with a positive
reputation finds it easier to vie for attention, resources, people, jobs, and money; a positive
place reputation builds place competitiveness and cements a place as somewhere worth
visiting. This means that places looking to build or maintain strong reputations must consider
a holistic approach to their brand which incorporates tourism, economic development, and a
sense of place” (Morgan, Pritchard and Pride, 2011: 3).

A brand image should signify a unique personality of a city which differentiates it from other competitors. For this
reason, city managing bodies should focus on the specific qualities of the destination which will get associated
with the city brand; and, the experience that people have will not only influence revisits but also recommendations
to friends and family (Gómez et al., 2018).
This image-making encompasses much more than tourism. Globalisation has resulted in the relatively easy
movement of capital, goods and people with cities competing to attract investors, residents and workforce
(Oguztimur and Akturan, 2016). A destination brand image is not only beneficial in attracting investment and
tourists, it also helps to reinforce local identity and reduce social exclusion (Kavaratzis, 2007).
Ideally, a destination image should provide both identification and differentiation i.e. something which makes
them unique, distinctive and worth visiting. The World Tourism Organization and European Travel Commission’s
(2009) ‘Handbook on Tourism Destination Branding’ explained that 82% of destination marketing organisations
had an official brand strategy and 75% believed they had unique positioning; however, Morgan, Pritchard and
Pride, (2011) questioned the accuracy of these figures.
The value of destination and place branding has also been recognised by Historic England which emphasised
the importance of attracting businesses, investment, people and talent. Historic England stressed the role of
heritage in helping to build destination and place branding and quoted Robert Merton Solow, economist and
Nobel Laureate:

“Over the long term, places with strong, distinctive identities are more likely to prosper than
places without them. Every place must identify its strongest, most distinctive features and
develop them or run the risk of being all things to all persons and nothing special to any.”

In 2017, Sheffield Chamber of Commerce and Industry organised a Bigger Brighter Bolder conference at which
a panel of experts and 150 businesspeople discussed development in Sheffield. Paul Sargent chief executive of
Queensberry, a developer of the Heart of the City II, warned the city not to try and copy its northern neighbours.
He said: “Differentiation is the only way forward,” and “Competing on a like-for-like basis means certain death.” In
a similar vein, Ranald Phillips, director at Ashcroft, which manages development on The Moor, said that Sheffield
needed its own identity (The Star, 2017).
Destinations which possess traditions e.g. Bath, Edinburgh and York enhance their authenticity and add to their
identity and reputation:
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“Tradition is the alchemical ingredient which distinguishes the bland from the unique place; it
is the philosophers’ stone which transforms the narratives and stories of a destination into a
relevant and appealing identity” (Morgan, Pritchard and Pride, 2011:12).

Brand Identification and
Differentiation – Is Sheffield Visible?
“Any Country is everywhere’s best kept secret. It’s so close to home, yet a world apart…
Whatever you’re looking for Any Country has it all. From mountain biking or walking to surfing
and sailing. And wherever you go you’re sure of a warm Any Countryish welcome. What are you
waiting for?” (Morgan, Pritchard and Pride, 2011:7).

The quotation above parodies numerous country destination adverts which contain marketing similarities. In
their haste to attract tourists they have grouped generalized attractions which become bland, homogenized and
anonymous. Currently, the over-use by many towns and cities of ‘independent’ signifies little for many visitors.
For example, ‘independent’ is used by Manchester, and Sheffield uses both ‘independent’ and ‘authentic’ building
upon political radicalism and genuine friendliness and manufacture; however, in a comparison of Essen and
Sheffield branding strategies, one survey respondent in Sheffield stated:
“That strategy is fine to have but I don’t know another city in the world that wouldn’t want to
write that.” ... Do you know what our USP is?” (Henninger et al, 2016: 295).
Most cities and destinations have created brands which serve two purposes, identification and differentiation (Qu,
Kim and Im, 2011). Destinations must be distinctive if they want to stand out from the crowd and for this they need
to possess a unique selling proposition (USP). This can be seen in Sheffield’s City Centre Plan 2018-28 (Sheffield
City Council. 2018: 8) which envisaged:

“A proudly unique place which celebrates its distinctive 900 year history, Pennine landscape,
unique architecture and renowned friendliness and warmth.”
It also stated that:
“The city centre is key to all of this. On first impression and in daily use it must convey the
essence of the place, our past and our future, that authenticity and distinctiveness alongside
the new and diverse.” (p. 4).
There is no mention of football which is a unique ‘essence’ of Sheffield, even more so than Henderson’s Relish
which is celebrated in sculpture.
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Henderson’s Relish sculpture’

Draft recommendation: Make a city centre sub-section in the Sheffield Home of Football
walking app.
Sheffield City Region’s Independent Economic Review also advised the need to focus on USPs which had strengths
and opportunities. Yet, a TBR / University of Sheffield report (2014: 27) observed that the nine economic sectors:
“do not adequately differentiate it from the other thirty-eight LEPs” and “the five ‘USP sectors’ are not sufficiently
unique, and therefore do not serve to exemplify the strengths and assets of the City Region.”
Countries, cities and destinations need to stand out or be lost in the crowd if they don’t possess clear and
distinctive brands. This is fundamental to destination branding which is defined as: “the process used to develop
a unique identity and personality that is different from all competitive destinations” (Morrison and Anderson,
2002: 17).
Destination brands have two main functions, that is, identification and differentiation (Qu, Kim and Im, 2011).
Identification is where an explanation of the product is done for the consumers. But unlike products which are
modifiable physical offerings, destinations as products are big entities which may possess tangible attributes
such as ancient monuments or mountains or deserts and intangible attributes such as culture, history, heritage
etc. (Florek, 2005).
The second major element of destination brands is differentiation and Qu, Kim and Im, (2011) suggest that
destinations differentiate themselves from rivals based on the special meaning, associations and attachment given
by consumers. They suggest that it is very important to know which associations and attachments will give an
edge over competitors i.e. points of difference. According to Keller (2008: 107) “Points of difference associations
help consumers positively evaluate the brand and attach to the brand.” He further says that consumers look for
differences in brands and a brand perceived unique cannot easily be replaced by other brands. Heritage of a place
is one such element which is unique to that particular destination.
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Visit England’s (2011: 10) Strategic Framework for Tourism in England drives home the importance of identification
and differentiation. The Framework identified four interdependent objectives with Objective 2: “To offer visitors
compelling destinations of distinction,” highlighting the importance of differentiation from other competing
destinations.
It is evident that while UK cities such as Edinburgh and Liverpool have distinctive identities others such as Leeds,
Manchester, Birmingham etc. are still developing theirs. Even Manchester acknowledged this and stated:
“Distinctiveness – Manchester does not have a Great Wall or a Grand Canyon – an icon that acts
as our primary draw. However, we must champion our most distinctive attributes, our sporting
and cultural strengths as well as our independent retailers and restaurants, and we must
encourage initiatives that will help us to create a stronger sense of place” (Greater Manchester,
2013: 3).
But, Manchester has the global brand of Manchester United FC (despite the first Football League club with
United in its name being Sheffield United) and promotes itself nationally and internationally including placing
advertising leaflets in Tesco’s Abbeydale Road store. Plus, there is the growing brand of Manchester City backed
by Qatar’s Etihad. Sheffield is less visible on the world stage and the following quotes illustrate this:
“We are a city in transition: trying out new identities and seeing what sticks” (University of
Sheffield, 2017: 9 Digital).
“We are the North’s best kept secret” (University of Sheffield, 2017: 9 Digital).
[Tourists] “Often can’t imagine beyond London. English regions and place-names usually mean
very little, even if they’re recognised” (oneminutetomidnight, 2018).
“You hear talk of people having a negative impression of the city from The Full Monty, but
millennials weren’t even born when that was released. They don’t have a negative impression;
they have no impression at all” (Sheffield Council’s Director of City Growth, The Star, 15
December 2017).
“&Co submitted a City Perceptions Study in September 2015. This showed a relatively low
perception of Sheffield’s attractiveness, cultural buzz and especially its authenticity compared
to other regional cities” (Art Council / VisitEngland, 2017: 41).
It is generally recognised that Sheffield has not broadcast its qualities widely or loudly enough (Sheffield City
Council, 2015: 11) and that:
“Many people have either no perception of Sheffield (we are not on their radar) or outdated
perceptions of the city” (Welcome to Sheffield, 2016).
“One of the difficulties in selling Sheffield, it was discussed, is that there is no single stand-out
attraction. The city’s strength lies, rather, in the diversity of independent creative venues to be
explored.” (Panel of tourism experts, Sheffield Star 15 December 2017).
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Sheffield attracts 17.2 million visitors / year including more than 2 million overnight stays and these visitors spend
£1.2 billion, yet even in Yorkshire:
“We don’t compare to Leeds and York” (Destination Sheffield, The Star, 2019: 8).
There is little doubting that Sheffield is not on the radar for many people in this country and this is amplified for
those living in other countries.
“Sheffield summons a huge amount of pride and respect from those who know it best. However,
alongside this romantic view, most people are clear about the gaps between ideal and current
reality.” (University of Sheffield, 2017: 30 Digital)
One former Sheffield resident said:
“In France, where I have lived for 30 years, there is almost no mention of Sheffield on television
and radio. The only time I hear Sheffield mentioned is in connection with football and its
football history.”

So, what is to be done to make Sheffield visible and distinctive? A case study of Sheffield recommended:
“Promote Sheffield’s unique selling points and sector strengths” (Lane, Grubb and Power,
2016: 31-32).
Similarly, the University of Sheffield’s (2016: 2) Digital report said that:
“All cities tell their unique stories through their people, buildings, leaders, economic profile and cultural assets.”
Football is a global brand and Sheffield desperately needs a global brand. The answer is clear:
Draft recommendation: Use football heritage to promote Sheffield’s uniqueness on the
world stage.
Draft recommendation: Globally market Nathaniel Creswick’s grave at Heeley
Parish Church to make it a ‘bucket-list’ experience of visiting the grave of the father
of Association football. Reach out to work with Sheffield General Cemetery to add a
graveyard walk to the Home of Football app showing the graves and history of Prest,
Chambers, Chesterman and Youdan - or let them do it themselves as annual walks.

65

Tourism, Destination Branding and Football

Nathaniel Creswick’s grave Heeley Parish Church]

Sheffield’s Brand Identity
An early description of Sheffield was the ‘Dirty city in a golden frame’ symbolising the impact of industrialization
and that it was surrounded by beautiful green countryside. It was and is still also known as the ‘steel city’ (Lamb,
1956) because of its significant role in steel production and Harry Brearley’s discovery of stainless steel. The Clean
Air Act (1956) assisted Sheffield to transform and proudly described itself as ‘The Clean Air City’ and later during
the 1980s as a ‘Green City’ (Bownes, Riley, Rotherham, Vincent, 1991).
In 1966, Sheffield hosted four World Cup matches including the quarter-final between West Germany and Uruguay
at Hillsborough. This provided an attractive opportunity to change national and international perceptions with
Sheffield Wednesday FC General Manager and Secretary, Eric Taylor (1966), stating: “Sheffield, to say the least,
by the nature of its industries has hardly been looked upon as a mecca for tourists.” Perceptions were changed
and the Swiss Sports Editor of Tribune de Lausanne, Valentin Borghini declared:
“For among all the people I have met during my life I have never seen any who are so naturally
kind and willing to help as the inhabitants of Sheffield” (Warwick, 2017: 102).
Warwick (2017: 103) concluded:
“World Cup fortnight in Sheffield undoubtedly succeeded in creating positive perceptions
of the “Steel City” as a result of articulating traditional, industrial northernness that brought
praise from visitors to the city, the business community and Sheffielders alike.”
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In the 1970s there were 125,000 manufacturing jobs but globalisation and economic restructuring reduced this to
80,000 by the 1980s, before falling further to 25,000 in 2010 (Lane, Grubb and Power, 2016). The economic and
social damage created by this collapse were captured in films such as ‘The Full Monty’ and ‘Brassed Off’ which
were located in the region. To address some of these impacts a sporting strategy was developed with the building
of a range of facilities including Ponds Forge swimming complex; the Sheffield Arena; and Don Valley athletics
stadium for use in the 1991 Universiade, an international multi-sport competition for students. This resulted in
Sheffield being selected to host the English Institute of Sport leading to being branded ‘The First City of Sport’
(Bramwell, 1998).
One of the challenges faced by this ‘City of Sport’ brand was that it wasn’t sufficiently distinctive. By 1900, most
cities possessed long-established connections to sport and had their own cricket, football and rugby cultures and
stadia. Sport was considered: “a pervasive feature of everyday urban life” (Karp and Yoels, 1990: 7).
In a study of UK cities which marketed themselves around sport, it was found that only 12% of spectator sport
samples considered Sheffield to be closely associated with sport (Smith, 2005). Those who were aware of
Sheffield’s sporting facilities were impressed and believed they represented a progressive modern city (Smith,
2005).
In 2010, a new marketing brand was unveiled using the word ‘Sheffield’ depicted in a newly designed font for
the UK City of Culture 2013 bid. There was no strapline, rather the emphasis was on highlighting Sheffield’s
independent spirit and the key themes of Trade, Talent and Tourism (BBC, 2010).
“Made in Sheffield is one of the World’s great brands, made famous internationally as a mark of origin and quality
on the city’s manufactured products,” (Made in Sheffield, 2019) and Trade, Talent and Tourism connect well
with it. Building upon this designation the concept was broadened to include a ‘city of makers’ and: “The word
‘making’ has a powerful galvanising effect locally and translates well with audiences less familiar with Sheffield.
It is inclusive and applicable across a range of sectors, and it can be interpreted in so many ways” (University of
Sheffield, 2017: 16 Digital). Yet, making is associated with many towns and cities across the world: Birmingham,
Glasgow, Seattle, Munich, Sao Paulo, Singapore, Shanghai, Toronto etc. There are also other cities which have
adopted this ‘making’ approach including the North-East of England with its ‘Made in the North-East’ (MINE)
campaign and awards.

The Outdoor City
In 2013, Objective 6 of Sheffield’s economic strategy document: Bigger Economy, Better Business, Faster Growth,
identified the need for a “high profile city brand” (Sheffield City Council, 2013: 25) which maximises the impact of
the Sheffield brand (Lane, Grubb and Power, 2016: 30). In October 2015, Sheffield City Council (2015a) launched
its ‘Sheffield The Outdoor City’ strategy at the European Outdoor Summit conference held in the city. This strategy
built upon the earlier core themes of the natural environment and sport by focussing on the attractions of the
greenness of the city (see Sheffield State of Nature 2018, Sheffield and Rotherham Wildlife Trust) Peak National
Park, and core outdoor activities of Run, Walk, Climb, and Ride. The vision stated:
“Sheffield: The Outdoor City will be internationally renowned for its unique people, places and
outdoor offer.”
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And the Mission:
“To grow the brand ‘The Outdoor City’ by investing in places that appeal and attract, aligned
with supporting infrastructure that enables residents, businesses and visitors to have easy
access to high quality outdoor recreation experiences.”
(Sheffield City Council, 2015a: 10).
This strategic vision built on research conducted by the Sport Industry Research Centre (2014: 4) at Sheffield
Hallam University which investigated ‘outdoor recreation’ and the strategies used by Portland and Oregon, USA,
in leveraging their natural assets. The Sport Industry Research Centre also identified walking, running, cycling
and climbing as four key activities which were synonymous with Sheffield due to their participation rates and
economic importance. But there was no discussion of football.
The combination of the outdoors and city centre culture appeal to multiple audiences and contribute to developing
an identity. VisitBritain (2013: 7) confirmed this perspective by stating that:
“Destinations offering rural locations or outdoor activities appeal to particular groups of
visitors as do those where it is possible to watch football or other live sport.”

Stanage Edge Millstones
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It has been said that: “This is a chance for us to have an identity that other places can’t replicate because they
haven’t got the natural assets we have.” However, although these outdoor assets are attractive they do not fully
comprise “unique selling points” (Sheffield City Council, 2015: 11). The Welsh city of St David’s is fully surrounded
by the Pembrokeshire National Park; Glasgow has Loch Lomond and the Trossachs National Park nearby. Fort
William (2019) describes itself as the ‘Outdoor Capital of the UK.’ And, Leeds with the Yorkshire Dales on its
doorstep describes itself as: “One of the greenest and most attractive places to live in Europe” (Leeds City
Council, 2019).
The Sport Industry Research Centre (2014:13) research also identified over 300 different community and large
outdoor events on Sheffield City Council’s event list. When these are combined with Cliffhanger outdoor festival
and Sheffield Adventure Film Festival (ShAFF) they add up to a critical mass of attractions which create a strong
image for the city. Extreme’s plans for the re-development of the Parkwood site with a ski-lodge and mountain
bike trails etc. will further add to the critical mass of outdoor attractions of the city.
Moreover, and significantly, the Advanced Wellbeing Research Centre at the Olympic Legacy Park, and the
National Centre for Sport and Exercise Medicine will contribute nationally and internationally to enhancing
Sheffield’s reputation.
This combination of outdoor adventure and city centre culture is attractive to the local population as well as
tourists. With approximately one-third of the city’s boundary within the Peak National Park it is possible to leave
work in the city centre and be climbing on Stanage Edge less than 30 minutes later. In addition, a 2014 BBC (2014)
Countryside poll for the ‘Best UK City for Countryside Lovers’ resulted in an overwhelming vote for Sheffield as
number one. With some 250 parks and green spaces and one-third of the city boundary within the Peak District
National Park it is unsurprising that the city decided to adopt ‘The Outdoor City Brand’.
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The Outdoor City brand began with a focus on four core activities: run, walk, climb and ride, and these have
expanded to include a variety of other activities on the website including:
•
•
•
•
•

Canoeing – Canoeing in the Outdoor City
Farm Visits – Family days out in Sheffield’s city farms
Sailing – A guide to Sheffield’s sailing clubs
Sculpture – Stoneface Creative: A magical gallery hidden between the trees.
Swimming - Wild swimming spots

The appeal of outdoor activities can also be combined with the attractions of a vibrant city culture and the
Outdoor City website illustrates some of the offerings:
•
•
•
•
•
•
•
•
•

Ale – Follow the ale trail through Kelham Island
Antiques – Hunt for treasure in the Antiques Quarter
Cinema – Take in a film at one of Europe’s biggest indie cinemas
Food – Eat your way around the world without leaving Sheffield
Museums – Meet Spike the woolly mammoth at Weston park Museum
Music – revel in culture at a citywide festival
Shopping – Hit the independently-minded Devonshire Quarter
Theatres – Spend an evening in theatre-land
Winter Gardens – Enjoy quiet time in a tropical greenhouse (Outdoor City, 2018)

These attributes are important because they attract innovators, investors and visitors helping Sheffield become a
magnet city (KPMG, 2014). Many people make decisions about where to do business, live, study and work based
on lifestyle factors such as cultural experiences, leisure and the outdoors. Magnet cities also have a definable city
identity and Sheffield is building this.
The strength of the Outdoor City brand has resulted in it also being adopted by Sheffield City Region because
of the green assets which it possesses. “The region will be known for the high quality of the environment and
lifestyle – an outdoor city region” (Sheffield City Region 2017: 20).
Draft Recommendation: Football fits well within the Outdoor City brand and should be
incorporated more powerfully within it.
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Creating a Distinctive Image
and Sense of Place
Sheffield City Council’s (2018: 4) report: This is Sheffield: Our City Centre Plan 2018-2028, described a vision for
the city’s development over the coming decade and stated:
“The city centre is key to all of this. On first impression and in daily use it must convey the
essence of the place, our past and our future, that authenticity and distinctiveness alongside
the new and diverse.”
Urban areas are complex and difficult to comprehensively describe or represent; hence, visual icons such as San
Francisco’s Golden Gate Bridge; London’s Tower Bridge; Newcastle / Gateshead’s Angel of the North etc. are
sometimes used to represent the much larger reality. This use of a single memorable image to portray a larger
whole is called ‘synecdoche’ and is often used by companies with their trademarks and other images.
“The imageability of sport initiatives may allow cities to develop new synecdochical images…
Because of their symbolic capacity, media exposure, contemporary significance, and popular
acclaim, sport initiatives may provide valuable synecdochical images… The popularity of sport
in contemporary society may allow sport initiatives to infiltrate the tourist imagination more
effectively than strategies based on more obscure themes” (Smith, 2005: 222).
In a similar manner, the emotional power of sporting images has long been used by marketing organisations
and can be effectively used by destinations. The physical impact of a stadium on a city can be profound and
distinctive evoking a powerful sense of place (Raitz, 1987). For instance, the arch above Wembley stadium is a
significant visual beacon and graphic identity. “It is the floodlights of the stadium, not the spire of the cathedral
that more often than not act as urban landmarks and points of reference” (Bale, 1993: 3).

71

Tourism, Destination Branding and Football

The essence of a place can often be distilled through the use of visual images which are frequently based on
heritage (Seraphin et al., 2018). Sheffield has a football heritage and it also has powerful associations with The
Crucible and World Snooker. In the Peace Gardens there are stainless steel balls and the image of a ball can be
readily incorporated into design in a variety of ways. This circular image might also be applied to other sports
including cycling and this is done to great effect, for example, with the drystone wall Tour de France bicycle in
Hoylandswaine.

Peace Gardens stainless steel balls

Melbourne’s AAMI Stadium

Roundabout sculpture, Crawley.
Draft Recommendation: Employ the image of a ball or circle to architecture, art, design,
horticulture, sculpture etc.
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City Centre Development
and Retail Change
In 2011, Mary Portas (2011: 2) conducted: An independent review into the future of our high streets, and concluded;
“I believe that our high streets have reached a crisis point.” Of particular concern was the steadily increasing retail
vacancies in city centres and their decline in attractiveness to potential shoppers. This review was followed by
retailer Bill Grimsey’s (2013: 4) review: An alternative future for the high street, which suggested that city centres
needed to reposition themselves and provide other attractions to complement retail. The review stated:
“One thing is certain. The high street and town centre landscape has irrevocably changed and
there is no point clinging on to a sentimental vision of the past.”
In 2018, Grimsey (2018: 6) produced another review: It’s time to reshape our town centres, which described the
collapse of many high-profile high-street retailers. Once again, it argued for a change in the mix of what town and
city centres provide. Among the findings it stressed:
“The curating of a place based on its distinct heritage is multi-dimensional and complex but
should feature strongly when developing the “offer”: Why would people want to live, work,
play, visit and invest in the “place”? What does it stand for?”

In many ways Sheffield can be considered the focal point of the football world with its multiple contributions
to the modern game. This central position needs to have a physical presence which can be achieved through a
variety of strategies such as a heritage sculpture trail, exercise trail etc. which are discussed elsewhere. Heart
of the City II is producing high quality public domains such as that in Charter Square which draws inspiration
from the millstone grit edges of Burbage, Curbar, Stanage etc. This echoes the design brief for the Gold Route
wich runs from Sheffield Midland Station to Devonshire Green and incorporates a family of common themes and
materials including Pennine sandstone, flowing water, highly crafted metal – “the fundamentals of Sheffield’s
history and character” (Sheffield City Council, 2009: 2).
We know that a ‘fundamental of Sheffield’s history and character’ is our football heritage which provides another
potential theme for the public realm areas of Heart of the City II. As part of the developments there is also
potential for a world map with the national flags of 211 FIFA member associations embedded in the pavements,
and public domain areas showing Sheffield’s bond with them through football. This would give visitors a serious
impression of the city’s importance and provide more reasons for people to visit, shop, study and do business in
the city.
Encouraging more visitors is also one of the key objectives of Sheffield City Centre Business Improvement District.
To achieve this, numerous strategies have been developed including: the Herd of Sheffield elephant sculpture
trail, Cliffhanger, Fringe at Tramlines and Bricktropolis. Increasing and enhancing the visitor experience and sense
of place might also be assisted by using football heritage to attract more visitors.
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The members of Sheffield Property Association (S-PA) and other developers possess great opportunities to
incorporate tasteful and stylish artistic interpretations of football into their developments. This has already
happened with the new HSBC offices in Grosvenor House, Wellington Street, which include some of Sheffield’s
football heritage designs within the building. S-PA’s vision states: “We want to have a meaningful impact on the
built environment in Sheffield and further afield” and at their Galvanise Sheffield event attendees were told to
be ‘BOLD’ and “audaciously optimistic.” So, rather than opting for neutral vanilla designs which could be found
in any city, football provides a unique, distinctive opportunity for developers to create something authentic to
increase footfall with visitors from outside the region and internationally.
Draft recommendation: Ensure that Heart of the City II incorporates football and
geographic dimensions into the public realm. Likewise, plans for Fargate and High
Street linked with the Future High Streets Fund should incorporate international football
themes.
Draft recommendation: Sheffield Property Association and developers should be
“BOLD” and “audaciously optimistic” in using football heritage to develop a city-scape
which is authentic, distinctive and unique.

Case Study: Sheffield and Snooker
“The Crucible stands in the middle of Sheffield city centre. For 50 weeks of the year this theatrein-the-round stages great dramatic works, but for 17 days annually it becomes a sporting hub
where careers are defined and dreams are made or shattered.”
(Nunns and Hendon, World Snooker, 2019)
The Crucible is now recognised as the spiritual home of snooker yet this was not always the case. Before snooker
cued in on the Crucible in 1977 it had a low profile but was revived by local sports promoter Mike Watterson who
hired the theatre and turned it into hugely successful event. In 2019, the top prize was worth £500,000 and there
were approximately half a billion viewers across the world with China being particularly enamoured with the
game (Nunns and Hendon, 2019).
It was not only snooker which benefited from the Crucible and its Colosseum style amphitheatre and atmosphere,
the city of Sheffield did so as well. A study of the 2002 World Snooker Championship identified an economic
impact of £2.26 million directly related to the snooker; plus, an additional £3.21 million notional value to the place
marketing effects of media coverage if advertisements were bought commercially (Shibli and Coleman, 2005:
24).
A 2009 report on the impact of the snooker championships identified that the economic impact spread across
numerous areas including accommodation, food and drink. In particular, visitor perceptions of the city were high
with 21% rating it excellent and 57% good (Sport Industry Research Centre, 2009: iii). During the BBC’s 126 hours
of coverage ‘Crucible Theatre’ was mentioned 464 times and ‘Sheffield’ 170 times.
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There was a time when the future of the World Snooker Championships at the Crucible was in doubt supporting
the observations by Shibli and Coleman (2005: 27) that: “there is no room for complacency, and Sheffield should
do all it can to develop the ‘jewel’ in its event crown.” Sheffield responded positively by developing a snooker
academy and promoting festival style events around the Championships. In 2017, Barry Hearn extended the
contract and confirmed that the Championships would remain until at least 2027.
In 2017, Sheffield Hallam University’s Sport Industry Research Centre was commissioned by BBC Radio Sheffield
to conduct further research into the World Snooker Championships and it was identified that, since 1977, snooker
had boosted the economy by £100 million (Sports Industry Research Centre, 2017). In addition, there had been
1.2 million paid spectator admissions and each year there were 21,000 bed nights accommodating spectators,
three-quarters of whom come from outside the city.
Snooker has also impacted on art in the city. During the Championships there are topiary snooker players outside
the Crucible entrance and in the Mercure St Paul’s Hotel there is a large geometric artwork ‘Perfect Game’ by
Michael Myers which depicts a 147 break by Cliff Thorburn against Terry Griffiths. In 2016, snooker was also turned
into theatre with The Nap performed at the Crucible with Mark Addy (who starred in The Full Monty) as the lead
actor.

Crucible Snooker - Herd of Elephants

It is clear that snooker has had a positive impact on Sheffield in so many dimensions with the result that: Sheffield
is well established as the home of snooker, and is regularly called “Snooker City” (Sport Industry Research Centre,
2017a).

Challenges for Destination Marketing
Tourism and destination marketing are not easy and they present a number of challenges. At the national level
VisitBritain (2012) identified that the tourism industry is fragmented with over 200,000 SME tourism businesses as
well as multiple sectoral interests. In addition, the EU Commission’s Communication on the Future of EU Tourism
(2001: 5) highlighted the “extremely fragmented supply chain” with the numerous links of “travel agencies, tour
operators, carriers, hoteliers, restaurants etc.” In addition, there are other actors including: government agencies;
infrastructure departments; cultural organisations, businesses; and communities etc. Moreover, the ever-growing
power of social media and consumer sites such as Trip Advisor result in destination management organisations
having limited opportunities to shape communication messages (Epperson, 2009).
There are also numerous stakeholders involved with city branding and they may not always have similar
perspectives, understanding of the dimensions, nor buy-in (Moilanen 2015). It is very clear that coordinating these
disparate elements of destinations is a difficult challenge which is not within the power of any one organisation
including destination management organisations. For this reason, VisitBritain (2012) considered its role is to
communicate, coordinate, encourage and support the various offerings to visitors. At the local level, destination
management organisations: “are brand stewards who lead, guide and coordinate activities” (Morgan, Pritchard
and Pride, (2011:5).
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Fortunately, although there are challenges, there is a positive upside:
“Developing a strong brand requires tenacity and commitment but if those responsible can
align the agendas of tourism and investment promotion agencies, exporters, policy-makers,
and cultural organisations in a long-term stewardship strategy, then they can build a real sense
of purpose and vision” (Morgan, Pritchard and Pride, 2011:5).
Draft recommendation: Destination Sheffield has further opportunities to promote
Sheffield Home of Football and through the creation of The Football Archive: Education,
Exhibition and Research Centre in Sheffield.

Sports Tourism
Sports tourism is: “All forms of active and passive involvement in sporting activity, participated
in casually or in an organized way for non-commercial or commercial reasons and necessitating
travel away from home” (Gozalova et al 2014: 93).
Sport and tourism have been associated since the original Olympic Games in Ancient Greece. They became more
popular with the building of railways in the UK and this:
“…improved transport, the widespread adoption of a national code of rules, the emergence
of the professional player and the growth of intense competition and rivalry all combined to
establish the beginnings of one of the most significant forms of sports tourism”
(Weed and Bull ,2004: 6).
Since these times sports tourism has grown significantly and the majority of large cities now use sport in
some form in their tourism marketing strategies (Smith, 2005). The US cities of Baltimore, Cleveland, Denver,
Indianapolis, Kansas City, and Philadelphia have embraced economic regeneration strategies based on sport
(New Economy, 2013: 14). Perth (Australia) promoted itself as the ‘City of Sporting Events’ and Lake Placid as
‘Winter Sports Capital of the United States’ (Kurtzman, 2001). Some cities have become almost synonymous with
sport e.g. Barcelona, Indianapolis, Le Mans, Monaco etc.
In England a number of cities were designated as ‘National Cities of Sport’ with Sheffield particularly adopting
this title (Smith, 2005) and developing a Major Sports Events Unit to attract sports to the city. The importance of
sport is clear; the BetFred World Snooker Championships has an annual economic impact of about £2.6 million
as well as the providing valuable media attention, particularly in China (see Case Study: Sheffield and Snooker).
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Sports tourism includes any activity which attracts people to a destination either to participate in or to watch
any sports-related activity (Deloitte, 2015). The global sports tourism market was worth 1.4 trillion U.S dollars
in 2016 and is expected to grow more than 41% between 2017-2021 (Mms.businesswire.com, 2018). In a similar
way to general tourism, sports tourism has a direct impact on the host destination’s economy. The visitors and
participants come, they stay and they spend with this money entering the local economy benefitting the local
businesses and producing new jobs and taxes (Schumacher, 2015).
According to a report by World Travel and Tourism Council, 25% of tourism receipts globally are generated from
sports and 76% of travel plans were planned around a sporting event (Pereira, 2017). A study by Deloitte (2015)
on the economic impact of sports and sports tourism in Dubai, recorded an overall annual expenditure of $1.7
billion related to sports. Similarly, research on the sports tourism industry of USA by National Association of
Sports Commission in 2014 reported that, there were 25.65 million sports visitors in 2014 to the USA, and visitor
spending was $8.86 billion (Schumacher, 2015).
The UK has benefitted economically from football tourism for a long period. In 2014, overseas football fans
visiting the U.K rose to 800,000 and they collectively spent $921 million (BBC Sport, 2015). Football is a
significant driver of tourism to Manchester and the city has successfully leveraged the presence of high-profile
football clubs Manchester United F.C and Manchester City F.C to boost its tourism and attract overseas visitors
(Neweconomymanchester.com, 2013).
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Four categories of major sports events have been identified (Gratton, Dobson, and Shibli, 2000) and to these
can be added the further dimension of small-scale sports events (Wilson, 2006). Major events have significant
impacts on economies but even smaller events contribute a variety of benefits including: generating reliable
visitor flows; using existing infrastructure; requiring little public funding; and are sustainable etc. (Higham, 1999).
For example, it is not just snooker which has a positive impact on Sheffield. The 2017 Special Olympics GB
National Games held in the city brought 2,600 competitors and 7,500 spectators and had an economic impact of
£3.28 million (Sport Industry Research Centre, 2018).

Figure 3.1: Five categories of Sports Events

All these five types of sports events can be considered as: “involving some form of activity, be it formal or
informal, competitive or recreational, active or passive” (Gozalova et al, 2014: 93). In addition to these active or
passive participants there are co-travellers and hosts who also spend in the local economy and often require hotel
accommodation. This tourist spending tends to remain and reverberate in the local economy with: “a multiplier
effect of five or six times the original spend level” (John, 2002: 54).
In addition to the five categories, there are also different types of sports tourism which involve: a) tourism with
sports content i.e. general tourism which incorporates sports events; b) sports participation tourism, c) sports
training and d) sporting events. Furthermore, Gozalova et al (2014) maintain that all these types may have active
and passive participation

Figure 3.2: Categories of Sports Tourism (adapted from Gozalova et al, 2014)
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The destinations consist of manmade (museums, stadiums, stores) or natural (parks, mountains, wildlife)
attractions. A list of general characteristics of sports facilities includes:
1) “state-of-the-art sports facilities and/or unique sports facilities that generally house
sporting events, such as stadiums, arenas and domes.”
2) “sports museums and hall/walls of fame dedicated to sports heritage and to honouring
sports heroes and leaders.”
3) “sport theme parks including water parks, summer ski jumps, bungee jumping.”
4) “hiking trails developed for exploring nature.”
5) “sports retail stores” (Gozalova et al, 2014: 94)
Sports infrastructure and events have been used strategically to encourage economic re-development in many
areas and cities. For example, North Carolina, like many industrial regions across the world, has been economically
hit by the forces of globalisation which have undermined its traditional backbone industries of furniture, tobacco
and textiles. To assist in regeneration there has been an extensive focus by Destination Marketing Organisations
(DMO) on strategies to counter these economic storms and one popular route has been to focus on sports related
tourism. It is not just large sporting events which are considered but also smaller-scale events, amateur sports,
disabled sports and Masters sports (Higham, 1999).
An examination of the process and strategic frameworks used by Destination Marketing Organisations (DMO)
(Pouder, Clark and Fenich, 2018) identified three main steps that might be considered in deciding which
sport(s) to pursue. The first step involves infrastructure consideration in order to know the current availability of
infrastructure and to identify needs and potential.

Figure 3.3: Infrastructure Considerations
The second step involves the identification of a target sports market(s) from among three main categories:
traditional, niche, and emerging.

Figure 3.4: Identifying Sports Market to Target
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Finally, the third step involves identifying current sports tourism market opportunities.

Figure 3.5: How Destination Marketing Organisations Identified Sports Market Targets
There are also a further two considerations which can be used to decide an entry approach in a chosen sport
market. The first involves leveraging the financial and physical assets available and the second involves leveraging
skills and knowledge which include knowledge of sales and marketing tactics and networking tactics.
In addition to sporting events and attractions being primary reasons for travel and tourism, they may also be
deciding factors upon the choice of destination. Where a number of locations are being considered for a visit,
sport may offer a unique selling proposition (Weed, 2008).
A survey of Destination Market Organisations in the USA (Pouder, Clark and Fenich, 2018: 190) highlighted that:
“A majority of interviewees felt it was critical to consider how to build and maintain a sports
brand such that their community was identified in the minds of some sports groups as the
community when it came to a particular sport.
Significantly, it is not just the experience of the stadium but the wider ‘associated experience’ of the journey,
social activities and stay also enhance the visit and embed more strongly in positive memories. “The interaction
of activity, people and place is seen, once again, as contributing significantly to the sports tourism experience”
(Weed and Bull, 2004: 63). This is important for Sheffield as it can provide a range of activities in addition to
sporting ones.
Increasingly, cities are using sport as part of the branding process and: “must choose the image that fits their
tangible and intangible assets best” (Herstein and Berger, 2013: 39). Cities which use sport benefit from three
main advantages:
1. Sports events communicate more widely than other themes and therefore are easier to promote.
2. Sports events have a powerful emotional impact and people engage with their favourite teams and sports
people.
3. A city’s image is leveraged over the long-term by sports events. Fans and general spectators worldwide
can connect; local residents feel proud to associate themselves with the events; the media have multiple
opportunities; and, investors recognise the associated business opportunities.
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“Typing in Barcelona on Google Images, for example, brings up countless images of the city’s
team and its top players, whereas doing the same with the names of other cities brings up
images of these cities’ most famous places. City planners wishing to implement this strategy
should create a unique atmosphere that makes sports tourists/fans feel like they are coming
home each time they return to the city. Some cities have succeeded in creating this feeling.
The FC Barcelona Museum, part of Barcelona Stadium, is the second-most-visited museum in
Catalonia, with more than 1.2 million visitors each year.” (Herstein and Berger, 2013: 42)
Draft recommendation: Create other attractions to build upon the existing football
related attractions of Bramall Lane, Hillsborough, Sandygate, and Sheffield FC’s Home
of Football stadium and across the grassroots of Sheffield football with Sheffield and
Hallamshire County Football Association.
Draft recommendation: Build on the success of the walking app and expand to include
more details including video links etc.
Draft recommendation: Invite Wednesday and United to include announcements that
‘Sheffield is the Home of Football’. The EPL is carried by 80 broadcasters in 175 territories
worldwide, and an average game is watched by over 12 million people.

Tourism is acknowledged as an important driver for sustainable economic growth helping to create global
distinctiveness. “The [Manchester] city-region has continued to strengthen its identity through sport, most
recently hosting Olympic football matches in 2012.” (Greater Manchester, 2016: 10). In addition, it hosted the
2002 Commonwealth Games; has Manchester United and Manchester City in the Premier League and Champions
League; the National Football Museum; Ashes cricket at Old Trafford; NBA Basketball; Great City Games; the
National Cycling Centre; and the Manchester Aquatics Centre. Yet, despite these attractions, Manchester has
recognised that: “Our attractions are good and have great content but in global terms they are not strong enough
(apart from the global brand profile of Manchester United).” (Greater Manchester, 2013: 11).
In 2017, Visit England created a Discover England Fund whose purpose was to ensure that England remained
competitive in the global tourism industry by supporting initiatives and new markets. The Fund awarded
Marketing Sheffield £500,000 to support the development of adrenaline-fuelled city breaks based around
climbing, mountain biking and cycling for young inbound tourists especially from Europe. This project illustrates
the valuable contribution a strong brand such as the Outdoor City brings as well as the potential to attract
funding around football heritage.
In February 2019, Sheffield United FC hosted the FA Women’s Continental League Cup between Manchester City
and Arsenal with City winning 4 -2 on penalties. In July Sheffield hosted the Team UK Invictus Games Trials 2019;
and in 2021 will welcome the UEFA Women’s Football Championship; and, the 2021 Rugby League World Cup.
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Rugby League World Cup
Draft recommendation: Use Sheffield’s football heritage as a hook to encourage more
major events and for grant applications e.g. Future High Streets Fund application for
High Street and Fargate.

AIDA Model:
“Few arenas receive as much media coverage (and replay) as sport”
(Ramshaw and Gammon, 2005: 238)
The old marketing adage: “Build a better mouse-trap and people will beat a path to your door,” is a well-known
fallacy because, firstly, people must know about the mouse-trap and this requires a communication and marketing
strategy. The same principle applies to destinations because with over 4,000 competing cities and countless
other locations a destination needs a prominent and visible image to stand out. “We are the North’s best kept
secret” is unlikely to unlock investment and tourism.
One strategy for marketing is to use the Attention – Interest – Desire – Action (AIDA) marketing model which was
originally conceptualised in the USA by Elias St. Elmo Lewis in 1898 (Li and Yu, 2013) and popularised by Strong
(1925). This AIDA acronym represents the four steps of the psychological journey a consumer goes through
before making a purchase decision.

Figure 3.6: Marketing’s Attention – Interest – Desire – Action Model
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a) Attract Attention:

For example, the landing of Doctor Who’s Tardis outside Park Hill flats and Time Lord Jodie Whittaker’s sonicscrewdriver forged in Sheffield have increased the exposure of Sheffield to national and international audiences.
Drawing on this, The Times (2018) exclaimed in a headline: ‘Sheffield: Northern Capital of Cool’. This attention
and interest is valuable. The internationally positive publicity around the BBC’s Doctor Who being centred on
Sheffield is an indication of the power of a strong brand and its ability to create a strong instantly recognisable
connection for people. A recent music video by Richard Hawley featured the Sheffield Home of Football brand.
And, HSBC’s advertising campaign recognised Sheffield’s football heritage stating: “You’re the birthplace of
the beautiful game.”

The presence of Sheffield United in the Premier League will also increase the level of exposure internationally.
An investigation of European capital cities’ branding concluded that brand awareness is a major component of
brand equity, and that brand equity is nothing in the absence of awareness (Gómez et al., 2018). Football has
a massive presence across the world and Sheffield’s football heritage has the potential to leverage that global
attention.

b) Maintain Interest:

“Few arenas receive as much media coverage (and replay) as sport” (Ramshaw and Gammon, 2005: 238). There
are multiple approaches about how to keep a product fresh in the eyes of potential consumers and football is a
continuing source of new competitions, tournaments and social media engagement. Naturally, football isn’t for
everyone, but the association of Sheffield and the Home of Football lodges this idea in people’s minds and helps
make it distinctive.
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c) Create Desire:

According to Ghirvu, (2013: 95) “Desire is considered the actual aspiration to a particular product, service or
brand,” At this step in the AIDA process potential consumers need to be presented with football attributes which
make people want to engage with the offering.

d) Get Action:

In 2017, over 400 German football supporters of FC Koln and Borussia Dortmund travelled to Sheffield and
watched a game against Sheffield FC. Matt Rapinet of Sheffield FC explained:
“A group of hardcore FC Köln fans were celebrating a friend’s birthday during the international
break and wanted to go somewhere which was good for the football romantics and also a cool
place to visit, so they chose Sheffield.” (The Star, 2017).

The reason why FC Köln fans and many others visit the city is because of this football heritage. This active
example of AIDA in operation is repeated multiple times every year with football fans, journalists and TV crews
visiting the city to explore its football heritage. Sport tourism is big business as the discussion above illustrates.
The Case Study: Sheffield and Snooker illustrates a number of ways in which sport can be used for economic and
other purposes.

Tourism Strategies and Football
“Sporting clubs are able to advertise place in a way that place marketers can only dream
about, through national and international exposure in the print and electronic media. Even a
lowly club such as Accrington gets a name check each week on BBC TV in its classified sports
results. Many cities around the world have become synonymous with sports clubs, for example:
Boca Juniors in Buenos Aires, the Bears of Chicago, and Manchester, because of its association
with United. Sports stadiums such as the Nou Camp in Barcelona, the San Siro in Milan and
the Maracanã in Rio de Janeiro are landmark icons that symbolize place, tourist destinations
in their own right with their own museums, tours and retail outlets” (Edensor and Millington,
2008: 178-179).

The Premier League is screened in 175 countries and this widespread appeal has been used by VisitBritain with
its ‘Football is GREAT’ marketing campaign. VisitBritain (2015) also produced a report: ‘Football tourism scores
for Britain’ which investigated inbound visitors who went to watch games. It highlighted that over 800,000 fans
visited Britain and contributed £684 million to the economy with the highest number of visitors from the Republic
of Ireland (121,000); Norway (93,000); Sweden (58,000); and USA (53,000). Almost 11% of visits to North-West
England also involved a live match and Tracey Crouch, tourism minister, welcomed these numbers as evidence of:

“The positive role football is playing in showcasing key destinations in many different regions
… It’s great for local economies, great for football and great for the UK’s tourism industry.”
(The Guardian, 2015).
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VisitBritain (2019b) also commissioned research into which ‘dream’ activities people from 17 countries would like
to engage with if they visited Britain. Among the highest scoring activities were watching a live Premier League
match or watching a game in a pub with friends. Other research for VisitBritain (2019c) revealed that buzzseeker
explorers and adventure seekers were strongly interested in experiencing football. This market segment is the
same as those targeted by Destination Sheffield’s adrenaline fuelled breaks.
Manchester United FC has a global “placeless” brand which attracts many football fans, and to counter this
Manchester City FC created its “Our City” marketing strategy which articulated its ‘locality’, ‘authenticity’,
‘community’, ‘coolness’, class and ‘Manchester’” and how: “the strategies this branding campaign adopts depend
on the historical, cultural and economic embeddedness of football” (Edensor and Millington (2008: 172). See
Chapter 5 for a case study describing the importance of football to the economy of Manchester.
Near neighbours in North-West England are Liverpool FC who have leveraged football to great effect to increase
tourism and boost their economy. Evans and Norcliffe (2016: 219) observed: “The increasing importance of
football to Liverpool’s economy results from a footballing city taking advantage of the sport as a globalized
cultural commodity ”(Giulianotti, 2000). See Chapter 6: Culture, Art and Football for a case study about how
Liverpool has used football to enhance its cultural reputation and build upon its European City of Culture status.
Soccer events in the USA are now considered to be year round opportunities and not just during the summer
and autumn (Pouder, Clark and Fenich, 2018). For example, a study of spectators at Virginia, USA youth soccer
tournaments found that at least one other person accompanied the player and that 72% of survey respondents
said they sometimes planned vacations around a tournament (Russo and Zarick, 2010).
Football can no longer be considered a male oriented sport. For example, a football / soccer tournament held
in Florida for girls between 9 – 18 resulted in high overnight accommodation levels and for travel groups of 2
– 4 people the average spend was $649.87 producing a net income to the community of $2,302,298 (Gibson,
Kaplanidou, Kang, 2012). It was also noted that girls’ sports events tend to generate higher net spend (Schumacher,
2007).

Signposting Sheffield
“It should be a rule of modern diplomacy that a British embassy can never have too many
pictures of David Beckham on the wall. Ditto Argentina and Messi, Portugal and Ronaldo. When
I was a UK Ambassador, we never missed the chance to fly the largest flag we could find over a
Bond car, super yacht, Royal Wedding, iconic brand, Premiership footballer, or visiting celeb.
This was not because we were star struck, though perhaps we were a bit. It gave us the best
possible platform for our message about Britain’s global role. This was not treaties, Ferrero
Rocher, or protocol. But it was diplomacy.” (Fletcher, 2017: 115).
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In England there are 157 destination management organisations which all have the responsibility for encouraging
visitors (VisitBritain, 2019a). To stand out from this crowd, destinations need to attract attention and provide
a distinctive brand and in Sheffield this is the responsibility of the Brand Partnership. The Partnership includes
Hospitality Sheffield, both universities, Sheffield BID, the Culture Consortium, Sheffield City Council and Marketing
Sheffield.
To get Sheffield noticed on the world map its football heritage needs to be signposted via multiple dimensions
and media. Social media especially are key in transmitting these messages and so too are more physical means.
For example, daily, there are thousands of vehicles which pass Sheffield on the M1 and continue onwards; if there
were a strong enough attraction then people might decide to explore the city and surroundings. We know that
when people visit Sheffield they are positively surprised by what they find, we must provide a reason for them
to take the slip road and discover Sheffield. Placing brown heritage road signs on the motorway and other main
arterial roads saying: Sheffield Home of Football, will enhance the promotion and soft power of the city.
Draft recommendation: Position heritage signs on M1 and other arterial roads to raise
awareness of Sheffield the Home of Football. 2 Goals over the M1 north and south and /
or Parkway saying welcome to Sheffield Home of Football.
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Conclusion
Sheffield and its Unique Selling Points
We have seen that there are more than 4,000 cities in the world and many are competing
with each other to attract investment, tourists, and residents. To do this they need to have an
identifiable image which is unique and distinctive. Many places use sculptures to celebrate
local ‘claims to fame’ which attract tourists and encourage local pride and community e.g.:
Wakefield promotes its rhubarb; Burton its brewing and Marmite; Rugby the William WebbEllis statue; St Andrew’s golf; Lord’s cricket; Newmarket horse racing etc. etc.
Significant as these sculptural images are they do not represent the same potential that
football posseses with the 2018 FIFA World Cup being viewed by 3.57 billion people from 210
countries. If many of these people associated football with its home in Sheffield there would
be a substantial increase in attention and interest in the city.
Among the six economic objectives of Sheffield’s Economic Strategy (Sheffield City Council,
2013: 25) is: “A high profile city brand – that showcases the city’s vibrant culture, creativity
and energy, promoting Sheffield and the wider city region as a great place to live, work, invest
and visit.” This can be assisted with the Outdoor City brand; World Snooker Championship,
Harry Brearley and stainless steel; but they are not enough. Lane, Grubb and Power (2016:
31-32) stressed the need to: “Promote Sheffield’s unique selling points and sector strengths”
and the most powerful of these is ‘The Home of Football’ which is both unique and distinctive.
Draft recommendation: Create sculptures which solidify Sheffield’s contributions to the
beautiful game. There should be statues at the gateways to the city including Midland
Station and in the city centre.
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Chapter 4
Heritage, Tourism
and Football
“Heritage is not history at all; while it borrows from and enlivens historical study, heritage
is not an inquiry into the past but a celebration of it.”
(Lowenthal, 1998: x).
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Introduction
In this chapter we explore the importance of heritage tourism and its three main
dimensions of natural, cultural and built and consider Sheffield’s heritage offer. We
also look at the Department for Culture Media and Sport’s (DCMS, 2015) eight types
of heritage site and particularly: “A site connected with sports heritage” which
connects powerfully with Sheffield’s footballing heritage. There is a discussion of
sports heritage tourism and the four main dimensions of tangible and intangible
heritage and how these might be applied to the city’s football heritage.
In this chapter we will explore the following:
•
•
•
•

The three forms of tourism; natural, cultural and built.
The eight types of heritage site.
Football heritage tourism.
Sheffield’s tangible and intangible football heritage.
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Heritage
Heritage enables us to understand the sense of continuity from the past, its relevance in the
present, and forwards to the future providing a sense of understanding, meaning and direction
in our lives. And, because people value heritage so much they are willing to travel and engage
with it thereby creating tourism opportunities for those places which are fortunate to possess
heritage resources. “Heritage tourism is, as an economic activity, predicated on the use of
inherited environmental and socio-cultural assets in order to attract visitors”. (Fyall and Garrod,
1998: 213). “Simply, heritage can be described as a present use of the past” (Timothy, 2011;
Ramshaw and Gammon, 2016).
Heritage tourism can be divided into three main areas (VisitBritain, 2010):
• natural tourism: natural landscapes, flora and fauna;
• cultural tourism which involves heritage tourism e.g. Shakespeare; contemporary culture
e.g. modern art, theatre; and festivals arts / crafts etc. which combine both; and,
• built tourism such as historic buildings, monuments etc.
If a destination does not possess one or more of these areas it is unlikely to attract attention
from tourists when they have the world to choose from.

Figure 4.1: The three main dimensions of heritage tourism
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In Joined up Heritage Sheffield’s (2017: 11) A Framework for Sheffield’s Heritage Strategy it noted that the Royal
Society of Arts (RSA) ‘Heritage Index’ showed:
“Sheffield scores in the bottom 3% of authority areas for the Historic Built Environment, the
bottom 25% for industrial heritage, the bottom 38% for parks and open space, the bottom 46%
for museums, archives, and artefacts. It is ranked in the top 44% for culture and memories, and
the top 8% for landscape and natural heritage.”
Of the three main areas of tourism: built, natural and cultural it is evident from the Heritage Index that there is
little built heritage in Sheffield to attract tourists. It scores much higher for landscape and natural heritage which
reflects the appeal of the Peak National Park and the cities green spaces and explains the emphasis given by
Outdoor Sheffield. For the final area of cultural heritage, Joined up Heritage Sheffield (2017: 11) observed that:
“Middling ranks for culture and memories and museums are actually poor when compared to similar sized city
areas.” However, although it may not possess much built heritage,
“Sheffield is one of the UK’s most vibrant cities. It has a distinctive and well-recognised culture
and an established reputation as a historic industrial powerhouse – but it is much more than
just the ‘Steel City’. Sheffield is a contemporary hotbed for culture, it is celebrated for its
contribution to sport and music” (Joined up Heritage , 2017: 21).
The Nations Brand Index (2009) identified that a country’s natural scenic environment was important for 70% of
survey respondents. Yet, research for the Heritage Lottery Fund identified that although the natural environment
was a motivator for visits to Scotland this did not hold overall for the UK whose historic environment was
considered more important (Maeer, Robinson and Hobson, 2016).
The image of a country has a major impact in encouraging tourists and the UK’s historic environment is considered
world class for culture and heritage. In a ranking of 50 countries’ museums, galleries and historic environment,
Britain was placed fourth with 30% of overseas visitors stating that heritage is the biggest motivating factor in
choosing to visit (Maeer, Robinson and Hobson, 2016).
Domestic tourism by people living within a country is also important and Heritage Lottery Fund research into the
values and benefits of heritage identified that: “72.6% of the UK’s population have visited the historic environment
in the last twelve months equating to 81 million tourism day visits” (Maeer, Robinson and Hobson, 2016: 10).
Heritage based tourism was estimated to produce 742,000 jobs (Oxford Economics, 2013).
When Sheffield is assessed against the three dimensions of natural, cultural and built heritage we find the
following:
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Figure 4.2: Sheffield’s tourism categories
Heritage also consists of a range of dimensions and the Department for Culture Media and Sport (DCMS) (2015:
63) identified eight types of heritage site:
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The first seven categories in the table above illustrate that Sheffield possesses a substantial number of heritage
elements but there are few which are truly international attractions (Bramwell, 1998). If they were to be combined,
as the Joined Up Heritage Strategy (2017) proposed then they would create a greater critical mass and offer a
more attractive proposition.
It is the 8th and final category which is of especial importance to Sheffield: “A site connected with sports heritage
(not visited for the purposes of watching sport)” (Department for Culture Media and Sport, 2017: 2). This is the
role Sheffield played in the development of the rules and governance of the game of football which has true
global significance and importance. This will be covered in more detail below.

Virtual Heritage
Heritage is both tangible - historic buildings, artefacts etc., and intangible – culture, memories etc. and these
are becoming increasingly intertwined through the use of IT, communications technologies and virtual reality in
what is called virtual heritage. For example, the Jorvik Viking Centre in York grew out of the discovery of a Viking
settlement during excavations. In general, the foundations held limited public interest but they were enhanced
through a narrated ride, reconstructions of Viking life and even smells.
One of the key findings of the Jorvik archaeological investigations was an Anglo-Saxon helmet but this was not
originally displayed in Jorvik, instead a hologram was created and the original Coppergate helmet is now housed
in the Yorkshire Museum in York. The 8th century Coppergate helmet was used as a logo for Jorvik and is one
of only six surviving helmets, another one being the 7th century Benty Grange helmet displayed at Sheffield’s
Weston Park Museum. In spite of possessing limited tangible artifacts Jorvik attracted 420,000 visitors in 2017-18
indicating the potential to bring to life heritage which has mostly visibly disappeared but which, like Sheffield’s
football heritage, can be reconstructed and given enormous tourist potential. As the Department for Culture,
Media and Sport (2016: 38) noted: “Technology is expanding the ways in which we make and experience culture;
the digital dimension is becoming a ‘place’ in itself.”
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Draft recommendation: Expand, enhance and develop the Sheffield Home of Football
App with ‘blue plaques’ and website: www.homeoffootball.net.

Joining Up
Sheffield’s Heritage
Many of Sheffield’s heritage offerings have limited tourist appeal and there is no primary visitor attraction
(Bramwell, 1998); however, when they are connected together they create a critical mass which becomes attractive
to local residents and visitors alike. For this reason, Joined Up Heritage Sheffield (2017: 3) was established:

“…to champion the city’s rich heritage. We share a desire to empower everyone in Sheffield
to take an interest in the city’s diverse and fascinating heritage, understand their city’s past
and shape their desire and ability to influence the future development of this important local
resource.”
Among the core strategic goals of Joined up Heritage Sheffield (2017: 6) was:
”Describe a broad spirit of place, to clarify Sheffield’s distinctive heritage offer and describe
how this can contribute to the achievement of economic benefits for the city, as well as to
environmental, social, and cultural benefits (such as increased heritage tourism, regeneration,
health and wellbeing, and community cohesion and pride).”
Joined up Heritage Sheffield (2017: 8) continued:
“There is a wealth of evidence at a national level demonstrating the strong case for investment in heritage. This
evidence shows that heritage is an issue which the vast majority of people care about; which delivers social
and cultural benefits; and is key to revitalising local environments and stimulating local economies. This means
that heritage is something which is an important part of a tourism offer of a major city like Sheffield, but also
an intimate part of the civic pride felt by local residents and communities in the city’s many neighbourhoods.”
Draft recommendation: Football could be a major attractor and anchor which is used to ‘hook’
visitors and then they could be encouraged to visit many other heritage attractions.
Draft recommendation: Use key heritage locations e.g. Sandygate, Bramall Lane, Heeley Parish
Church, Sheffield FC to provide a critical mass of attractions for visiting football fans, players,
historians etc.
Draft recommendation: Create a SHOF membership scheme that would include heritage
information and a discount card to SHOF events and football matches at the 4 clubs and across
grassroots football.
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Sports Heritage Tourism
“Sport heritage attractions are potent creators of both cultural and economic capital.
Sport heritage is a globally disseminated and consumed commodity”
(Ramshaw, 2011: 1 and 5).
Traditionally, sport and heritage have been considered separate domains, but in recent times the two have been
combined as has been demonstrated through an influx of public and media interest in sports museums, hall
of fames, stadium tours, and collections of sporting art and memorabilia over the past few decades (Wood,
2005). Furthermore, public programs such as British Sporting Trust, British Society for Sports History, Heritage
Lottery Fund, and Sports Heritage Network have invested heavily in the development of sports heritage in the
UK. In addition, there are 102 listed museums and sports halls of fame listed on the International Sports Heritage
Association website (http://www.sportsheritage.org/isha-members/). This listing is far from comprehensive e.g.
the Scottish Football Museum and National Football Museum are not included.

Authenticity is important for sports tourists and heritage provides this. A study of the Scottish Highland Games in
North Carolina, USA concluded that higher perceived authenticity results in higher tourist satisfaction and higher
spending by tourists (Chhabra, Healy and Sills, 2003). This authenticity is particularly enhanced in Britain where
many sports originated and VisitBritain (2010: 56) noted:
“Britain is also the birthplace of many sports (football, tennis, horseriding, rugby) which again
makes them appealing to watch whilst in Britain. It is not only the thrill of watching sport that
attracts overseas visitors, many make a pilgrimage to Britain in order to participate in amateur
sport, ranging from a round of golf on a Scottish links to getting covered in mud during the
Three Peaks Challenge.”
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“Sport can act as an important legacy for individuals, regions and nations. Perhaps few other
links to the past are as passionately expressed as those for sport and its heritage. Fans identify
with the past of their team, even if that past does not exist in their living memory, while others
see sport as a continuity of a national, regional or personal legacy and identity” (Ramshaw and
Gammon, 2005: 232).
Heritage, Tourism and Football
Four types of sport heritage have been identified (Ramshaw and Gammon, 2005) and these provide a framework
for examining sports heritage:
“Sport can act as an important legacy for individuals, regions and nations. Perhaps few other
links to the past are as passionately expressed as those for sport and its heritage. Fans identify
with the past of their team, even if that past does not exist in their living memory, while others
see sport as a continuity of a national, regional or personal legacy and identity” (Ramshaw and
Gammon, 2005: 232).

Four types of sport heritage have been identified (Ramshaw and Gammon, 2005) and these provide a framework
for examining sports heritage:

Case Study: Much Wenlock
Much Wenlock is a small town of 3,000 people in Shropshire and apart from its ruined 12th century Priory and
Guildhall there is little to distinguish it from many other small towns and villages across the UK. However, in
1850. Dr William Penny Brookes established the Wenlock Olympian Society, and in 1866 the National Olympian
Games. The purpose of the games was to: “to promote the moral, physical and intellectual improvement of the
inhabitants of the Town and neighbourhood of Wenlock.”

Case Study: Much Wenlock
Much Wenlock is a small town of 3,000 people in Shropshire and apart from its ruined 12th century Priory and
Guildhall there is little to distinguish it from many other small towns and villages across the UK. However, in
1850. Dr William Penny Brookes established the Wenlock Olympian Society, and in 1866 the National Olympian
Games. The purpose of the games was to: “to promote the moral, physical and intellectual improvement of the
inhabitants of the Town and neighbourhood of Wenlock.”
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In 1890, at the Wenlock Olympian Games dinner, the guest of honour was Baron Pierre de Coubertin, founder
of the International Olympic Committee. The Much Wenlock Games were the inspiration for de Coubertin to
encourage the development of the Modern Olympic Games, and, Dr Brookes is acknowledged as the founding
father of the Modern Olympics. During the 2012 Olympics, one of the mascots was named Wenlock, and the
Olympic Flame was carried through the town to honour its contribution to the Olympics.
Much Wenlock has embraced its remarkable heritage and the Tourist Information and Leisure Guide website
proudly describes itself as: “The town that inspired the modern Olympic Games” (Much Wenlock, 2019). Each July
the Much Wenlock Games are held with a variety of competitions as well as a ‘Live Arts Festival’. This arts festival
is not a new addition but one which Dr Brookes had previously encouraged because this was what happened
during the Ancient Olympics, saying it was: “to provide annual competitions in sports and the arts for people of
every grade.”
Copies of letters from de Coubertin to Brookes are displayed in the Raven Hotel and the Wenlock Olympic Games
are still celebrated across multiple sites in Shropshire and Much Wenlock. The museum celebrates the life of Dr
Brookes and it contains a range of Olympian artefacts.

Football Heritage Tourism
Under the title: ‘Britain the Home of Football’, VisitBritain (2010: 53) praised the popularity of football and how
it had been disseminated across the world by British workers e.g. the first football game to be recorded outside
Europe happened in Argentina in 1867. In more recent times, the manager of the Argentinian football team, Alex
Sabella, brought the national team to Sheffield to visit Sheffield United FC, and Hallam FC’s Sandygate stadium
because of their heritage.
“It is for reasons like these that football can arguably be considered the greatest export in
Britain’s long history. Britain has had an incredible influence on the development of modern
football; laying down the original regulations, establishing the basic competitions and
spreading the game quite literally worldwide. It is this foundation which the beautiful game
as we know it today has been built upon, and has led to the development of the most watched
league in the world” (VisitBritain, 2010: 53).
In the VisitBritain report (2010: 55) going to a football game was undertaken by:
• 3.0% of Holiday visitors
• 3.4% of visiting friends and relatives visitors
• 0.9% of Business visitors
• 15.6% of Miscellaneous visitors
• 7.7% of Study visitors”
Watching a football match was ranked Britain’s 13th best activity and some nations: Denmark, Ireland, Malaysia,
Norway, Singapore and Sweden, rated it among the best activities.
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Sheffield The Home of Football
The city needs to be proud of its heritage and really needs to go out there and tell the world.
Other cities claim to be home of football, but our facts are recognised by FIFA, we have a
genuine credible claim and we have to celebrate it” (Sheffield Football Stakeholder)
Given that Sheffield possesses so much original football heritage it is surprising that it has not made more of
this unique and distinctive resource. At the moment there is, to some extent, a vacuum which other cities are
expanding into, for example, the city strategies of both Manchester and Liverpool intentionally use football to
encourage tourism to boost economic regeneration (see Case Studies in Chapters 5 and 6).
In interviews, even key football stakeholders confirmed that in spite of the football tourism market being huge
in the UK, and Sheffield having a very rich football heritage, it has so far proved unsuccessful in leveraging its
heritage and generating considerable economic benefits. Comments included:
“The city has forgotten about its football heritage and does not celebrate it enough, as it
should be.”
“It is unfortunate that the city has not been able to market and leverage its great football
heritage”
There is a long list of ‘football firsts’ and contributions to the game which Sheffield possesses and this is a clear
indication that it is ‘The Home of Football’ (see Chapter 2). The challenge for the city is that much of this heritage
is intangible and often invisible, especially for visitors to the city centre. There has to be a supply side of artefacts,
places, experiences etc. in this equation if visitors are to come. For heritage tourism to happen there need to be
heritage assets which are visible and accessible, because without these people would just be ordinary tourists
(Fyall and Garrod, 1998). In some ways, there is a negative cycle in operation – without visible football assets
football tourists are less likely to come and because they don’t come there is less incentive to invest in football
assets. This perspective is also voiced by a stakeholder who stated: “It is necessary to ensure visiting the ‘Home
of Football’ does not disappoint visitors and deter future tourism.”
A number of Sheffield’s football heritage assets are intangible such as the: first derby game; crossbar; first
insurance scheme for footballers etc. These need to be made tangible and ‘concrete’ in some form e.g. statues,
interpretation boards, virtual reality etc. It has been successfully applied in the Jorvik Centre and many of the
lessons from there and elsewhere can be used to great effect in Sheffield. The Sheffield Home of Football App
has made a start on making the intangibles visible and engaging.
Sheffield’s football heritage can also be examined through the use of the four types of sport heritage (Ramshaw
and Gammon, 2005) and examples are provided in the table below:
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Another tangible example of football heritage is the spectacular annual Royal Shrovetide Football Match held in
Ashbourne, Derbyshire on Shrove Tuesday and Ash Wednesday. This game involves hundreds of players on each
side attempting to goal a ball in the goals which are 4.8km apart (Azara, Wiltshier and Greatorex, 2018). Although
this is not held in Sheffield there is the potential for links to be made with Sheffield’s football heritage traditions.
Hallam FC’s Sandygate ground (recognised by Guinness World Records as the oldest football ground still in use)
is an example of tangible immovable sport heritage and for this reason can be considered a ‘special site/sight of
sporting significance’:
“Tangible immovable sport heritage refers to spaces with particular relevance to the sporting
past; what Gammon (2004) refers to as special sites/sights of sporting significance…. Sites
where particular sports originated also fit into this category, though often there is fierce
competition between cities to be called the ‘home’ of a particular sport (especially if the sport
is considered culturally significant in that region / country” (Ramshaw and Gammon, 2005:
233).

Sporting heritage combined with the region and landscape of the hosting destination may motivate international
active sports tourists to participate as well as watch (Derom and Ramshaw, 2016). Furthermore, a study by
Ramshaw and Gammon (2010) emphasised that the narrative “home” used in relation to sports events and
venues is powerful both from heritage and tourism perspectives. They argue that “home” suggests certain
heritage precedence as well as giving a competitive tourism advantage. They further argue that:
“The heritage of home is particularly powerful from both personal and collective perspectives, as the sites,
artefacts, rituals and traditions associated with home construct notions of continuity and identity. For heritage
tourism, notions of home are important in legitimising particular heritage narratives, as well as in acquiring a
competitive advantage over rival sites” (Ramshaw and Gammon, 2010: 87).
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Draft recommendation: Build a research centre which provides for schools, historians
etc etc.
Draft recommendation: Establish information boards, art work etc. to make the intangible
football heritage assets ‘concrete’.
Draft recommendation: Sculpt a bronze statue of Nathaniel Creswick and John Charles
Shaw challenging for the ball in the first derby played in 1860.

John Curry statue by Stanley Taub, Ice Sheffield.

100

Celebrations of Sheffield’s
Football Heritage
There have been a number of relatively small, temporary events celebrating Sheffield’s football heritage. In 1996,
Football Expo ’96, linked to the European Championships, was held at Kelham Island Museum and this was
described by The Daily Telegraph as one of the main attractions held in the country (Dobson et al, 1997; Dobson,
2000).
In 2016, the fiftieth anniversary of the World Cup was marked by BBC Radio Sheffield which revisited the role
Sheffield played in the tournament. The Star also supported a ‘Football’s Coming Home’ exhibition held in
Sheffield Moor Market and Sheffield City Libraries partnered with the Sporting Memories Network to hold public
events (Warwick, 2017).
Heritage Open Days are increasingly popular across the country and in Sheffield a Home of Football walking tour
has been led for the past four years. This has also encouraged Marcus Newton to add football tours to the other
itineraries of Sheffield City Walking Tours.
A ‘Sheffield Home of Football’ walking tour app has been developed based on the Heritage Open Days tours;
Martin Westby’s book (2018) A History of Sheffield Football 1857 – 1889 ‘speed, science, bottom’; and financial
support from Sheffield Libraries and Archives. The tour describes some of the early developments in football
and identifies them on both a present-day map and one from 1855. The textual information is complemented by
images from Sheffield Archives and Picture Sheffield, as well as spoken narration from local actor Roger Bingham.
To add to this Made in Sheffield project, the Situate app was developed in Sheffield by Llama Digital’s Stephen
Elliott.
Draft Recommendation: Build on the current attractive assets to provide a wider appeal
to tourists.
Sheffield lacks a single centre that would hold some of Sheffield’s football heritage artefacts which are currently
distributed and in the possession of different bodies. Stakeholders commented:
“I believe the National Football Museum should have been placed in Sheffield instead of
Manchester. Nonetheless, Sheffield possess some rare artefacts, but they do not belong to
one single organisation. Somebody, has to bring everyone together and try to build one single
centre that celebrates Sheffield’s football heritage.”
“There should be a football hub, home of football hub, right in the city centre. Get your
directions here, get your maps here, buy your tickets here. Do whatever you got to do, it starts
here.”
“Back to square one is a famous phrase. It was first used in a radio broadcast of the match
between Sheffield United and Arsenal. It’s a very famous phrase but, not many people know
about its origin, and Sheffield does not shout enough about it”
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Draft recommendation: The National Football Museum in Manchester could be
complemented with The Football Archive: Education, Exhibition and Research Centre
in Sheffield which tells the story of Sheffield’s football heritage and contains many
of the original artefacts and replicas of the early game. It can also act as place to buy
merchandise and tickets etc. for all the main clubs in the city.
Draft Recommendation: Sheffield’s football heritage needs to have a higher profile on
public websites such as ‘Welcome to Sheffield’ perhaps with key pages telling our story.
Draft recommendation: An annual football film festival held off-season of mainstream
football. This could be held with in conjunction with Sheffield Doc / Fest.
Draft Recommendation: Greater support for Sheffield FC and Hallam FC initiatives which
enhance their unique offerings to a wider market.
Draft recommendation: Sheffield City Region LEP should support football heritage
initiatives in order to deliver on its objectives of increasing employment in the tourism
industry.

UNESCO World Cultural Heritage Status
In 2016, Sheffield FC applied for UNESCO World Cultural Heritage status for the Olive Grove ground; however,
since then the plan to move from Dronfield to Olive Grove has changed. In spite of this, there are multiple heritage
justifications for all the main stakeholders in Sheffield to apply jointly for this classification.

Conclusion
The 2018 World Cup tournament was viewed by 3.57 billion people in 210 countries (FIFA,
2018). Sheffield can lay claim to being the epicentre of where it all began and being the home
of the beautiful game yet it currently does not exploit this vast potential. Much more needs
to be done to enhance this opportunity.
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Chapter 5
Economic Development,
Sport, and Football
“A combined 3.572 billion viewers – more than half of the global population aged four and over –
tuned in to world football’s ultimate competition, according to audience data for official broadcast
coverage of the 2018 FIFA World Cup” (FIFA, 2018).

Economic Development, Sport and Football

Introduction
The Department for Culture Media and Sport’s strategy document Sporting Future (2015) stipulated
that the economic impact of sport should be measured and Sheffield Hallam University’s Sport Industry
Research Centre (2017b) produced: The Economic Importance of Olympic and Paralympic Sport for 2014.
The report noted that the UK’s sport economy was worth £34.3 billion (2.1% total UK GVA) and employed
1.119 million jobs (3.6% of employment). The sports associated with the Olympics and Paralympics e.g.
athletics, cycling, swimming etc. contributed approximately £18.9 billion. To put this into context, the
contribution to the economy of Olympic and Paralympic sport is greater than the water supply and waste
management sector; or, agriculture forestry and fisheries.
Professional football is also a major contributor to many national economies. Deloitte’s (2018) Roar Power:
Annual Review of Football Finance 2018, identified that the size of the European Football Market was €25.5
billion and revenue growth in England, Spain, Germany Italy and France had continued to increase. The
English Premier League had a record revenue of £4.5 billion. Grass roots football also plays a significant
role in local economies.
It is evident that any consideration of national or local economies should pay careful consideration to the
impact of sport and particularly football. A New Economy (2013: 41) report which analysed the importance
of football to Manchester observed that: “The value of the football exposure to Manchester’s brand is
indicated by the lack of evidence that other regions of the UK use football as a marketing tool to the
extent that Greater Manchester does.” Since that report was published Liverpool has also made progress
using football for economic and cultural purposes (see Case Study in Chapter 6).
At the local level, Sheffield City Region’s (2013: 66) Independent Economic Review estimated that sport,
active leisure and tourism exceeds £2 billion and supported more than 50,700 jobs. It also acknowledged
that these employment levels were below the national average and those of other northern LEP economies.
Sheffield City Region’s Independent Economic Review also advised the need to focus on USPs which
provided strengths and opportunities. Yet, a TBR / University of Sheffield report (2014: 27) observed that
the nine economic sectors: “do not adequately differentiate it from the other thirty-eight LEPs” and “the
five ‘USP sectors’ are not sufficiently unique, and therefore do not serve to exemplify the strengths and
assets of the City Region.”
Among the six economic objectives of Sheffield’s Economic Strategy (Sheffield City Council, 2013: 25)
is: “A high profile city brand – that showcases the city’s vibrant culture, creativity and energy, promoting
Sheffield and the wider city region as a great place to live, work, invest and visit.” The international appeal
of football can provide support for providing Sheffield with a USP which makes it distinctive and appealing
to a large number of people.
Manchester and Liverpool have taken advantage of football to promote their cities as destinations for
investment and tourism. Sheffield, so far, has failed to make full use of its unique football heritage in spite
of conspicuous evidence that this is one of the few USPs the city possesses, and that football has a global
reach which is almost unparalleled.
In this chapter we will explore the following:
•
•
•
•

The economic impact of football.
Football and Sheffield’s economy.
How Manchester has used football to promote itself.
How a market failure has hindered Sheffield from using football to promote itself.
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The Economic Impact of Sport
“Sporting pasts represent a commodity, whether they take the form of a ‘retro’ jersey, heritage
facility, or rebroadcast and repackaging of a ‘classic’ match.” (Ramshaw and Hinch 2006: 399)
The quotation above underlines the fact that sporting heritage can be translated into powerful levers for advancing
economic development in countries and other destinations. For example, the names of some cities have become
synonymous with a range of sports e.g. Barcelona, Indianapolis, Le Mans, and Monaco. In the UK, St Andrew’s
is considered the ‘Home of Golf’; Rugby gave its name to rugby; Newmarket is the ‘Home of Horse-racing’;
Wimbledon is recognised across the world for tennis; Lords is celebrated for its cricket heritage etc. Attached
to many of these places are museums, halls of fame and other attractions which generate additional income
streams; encourage visitors to stay longer; spend in the local community; and, add further reasons for making a
pilgrimage to these ‘special sites/sights of sporting significance’ (Gammon, 2004).
Numerous groups have investigated and confirmed that sport can facilitate local economic development
(Misener and Mason, 2008). Sheffield Hallam University’s Sport Industry Research Centre, in partnership with
the Department for Culture, Media and Sport and Sport England, developed a model to calculate the return on
investment in sport. The results from their study showed that in London for every £1.00 invested into physical
activity and sport, £1.48 of value was created for the society (London Sport, 2018). Another study conducted
by New Economy (2015) identified that Manchester City’s, City in the Community programme provided a £1.63
return on investment per pound. These examples demonstrate that investments in sport can be utilized as an
effective investment to increase economic health.

Advanced Manufacturing Research Centre
Five main categories of sports events have been identified which increase economic activity and lead to
regeneration (Gratton, Dobson, and Shibli, 2000; Wilson, 2006) and these are discussed in more detail in Chapter
3.
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Figure 5.1: Five categories of sports events
Mega-sport events such as the 1988 Calgary Winter Olympics provided a prime example of how sport can be
utilized to positively rebrand a city, increase tourism and boost economic wellbeing (Richie and Smith, 1991).
Following the success of the Calgary Winter Olympics, many municipalities have put on major sporting events
to promote tourism and urban regeneration or development. Sheffield is one of the cities that has realized the
benefits of sporting events first-hand. A study of the effects of five major sporting events held in Sheffield
between 1996-1998 found that they produced a collective positive impact of £10.4 million for the economy of
Sheffield (Dobson, 2000). The facilities required for major sports events require substantial investment and,
in Sheffield’s case, some of these were constructed for the 1991 World Student Games (BBC, 2011; Henry and
Paramio-Salcines, 1999).
It is important to note that sporting events need not be as large as the Olympics to provide economic paybacks.
Smith and Tisdale (2012: 32) found that “youth athletic tournaments can be significant short- and long-term drivers
of economic activity” as well. For example, the Moonlight Classic Soccer tournament in Iowa, U.S.A. provided a
gross sales multiplier of 1.56 for the Black Hawk County (Cela, Kowalski and Lankford, 2006). Additionally, the
success of the Ashbourne Royal Shrovetide Football event, a medieval football game aimed to increase tourism
and create sustainable development further demonstrates how sports heritage events can boost tourism and
promote economic growth (Azara, Wiltshier and Greatorex, 2018). And, the 2017 Special Olympics GB National
Games held in Sheffield brought 2,600 competitors and 7,500 spectators and had an economic impact of £3.28
million (Sport Industry Research Centre, 2018).
It is not just sporting events which impact on national and local economies. Research by Davies (2002: 46) noted
that: “It can be seen that total consumers’ expenditure on sport-related goods and services by residents in
Sheffield was £236.76 million.” In addition: “The value-added of sport-related activity in Sheffield was found to
be £165.61 million, which was approximately 4.11% of Gross Domestic Product (GDP) in Sheffield in 1996/97. This
compares with just 1.61% of GDP at the national level” (Davies, 2002: 31).

The Economic Impact of Football
Deloitte’s (2018) report: Roar Power: Annual Review of Football Finance 2018, identified that the size of the
European Football Market was €25.5 billion and revenue growth in England, Spain, Germany Italy and France
had continued to increase. Based on these figures, it is clear that professional football is a major contributor to a
number of national economies.
In 2016-17, the English Premier League had a record revenue of £4.5 billion and the average revenue for a Premier
League club was £228 million (Deloitte, 2018). This revenue stream had an impact on the wider community; when
Swansea City were promoted to the Premiership local spending increased due to higher numbers of home and
away fans adding £58.6 million GVA and providing an additional 420 jobs in Wales. The promotion of Sheffield
United FC to the Premiership will have a marked impact on the local economy.
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In Glasgow, the direct, indirect, and induced effects of the expenditure of supporters of Celtic and Rangers on its
economy increased Glasgow’s GDP by £45.68m and was responsible for 2,423 jobs (Allan et al, 2007). Similarly,
an economic analysis of the impact of Everton and Liverpool football clubs on Merseyside focussed on club
suppliers and businesses located around the stadia. It found that approximately 3,000 jobs were dependent on
the football industry, plus an additional 1,400 on match days (Johnstone et al, 2000).
Ernst and Young’s (2015) report ‘The Economic Impact of the Premier League’ identified that approximately
100,000 FTEs jobs were supported by the Premier League clubs through direct, indirect and induced impacts.
In the 2013/14 season, clubs contributed an estimated £2.32 billion in business rates, corporation tax, National
Insurance, player and staff PAYE and VAT.
The international appeal of the Premier League is powerful with the Premier League (2019) stating that 900
million homes in 190 countries view games. VisitBritain (2015) reported that more than 800,000 overseas visitors
went to a football match in 2014 and spent £684 million during their visit to Britain. Furthermore, the average
spend of these visitors was £855, substantially higher than the average tourist spend of £628. And, football is
the biggest single driver of tourism to the North-West.
But it is not just the Premier League which attracts interest, although it is the most important by revenue, total
football attendance in the four top tiers in 2016/17 was:

Premier League (13,618,440);
Championship (11,224,664);
League One (4,444,860); and
League Two (2,715,375)

Combining these figures gives a total of: 32,003,339 (European Professional Football Leagues: 2017). In addition,
to these, there are many other ‘non-league’ clubs who have ticket buying spectators. Furthermore, in England,
8.2 million people participate in football (The FA, 2015).
Spending by football spectators is not only consumed by tickets and merchandise, they also spend on travel,
accommodation, food etc. A survey of sports fans for Post Office Money (2016) revealed that football supporters
were the highest spending sports fans paying out an average of £276 in one year, with some fans spending as
much as £5,000. A total of £5 billion was spent by football fans annually.
Ernst and Young (2015) also highlighted a range of other factors including the wide level of interest across many
communities:
•
•
•
•

26% of spectators were female
17% were from black, Asian or minority ethnic groups
40% were aged 18 – 34
12% of season ticket holders were under 16.
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Over 546,000 young people were involved in projects supported by the Premier League. 4,158 schools were
involved with sport and education programmes; and 18,917 girls participated in Premier League Girls Football in
more than 450 locations (Ernst and Young, 2015).

Football and Sheffield’s Economy
The Sheffield City Region’s (2013: 66) Independent Economic Review estimated that sport, active leisure and
tourism exceeds £2 billion and supports more than 50,700 jobs. It acknowledges that these employment levels
are below the national average and also northern LEP economies. It therefore identified the ambition of 4,800
net new jobs in sport leisure and tourism which is a priority sector. Its stated vision is:
“To further develop Sheffield City Region’s reputation as a world-class destination for sport,
leisure and tourism businesses and talent, whilst continuing to grow a significant visitor and
tourism economy that will not only create jobs and wealth, but also provide a global platform
for marketing the region”. (Sheffield City Region, 2013: 76).

The Independent Economic Review noted that Sheffield
City Region scores relatively low in “any economic
league table,” and:
“To achieve its potential the City Region needs
to successfully develop its best assets and
opportunities” (Sheffield City Region, 2013: 79).
Sheffield’s expertise in materials and engineering
are widely recognised with the ‘Made in Sheffield’
brand highlighting the quality of local products. The
knowledge capital in these areas is demonstrated
through the inward investment of companies such as
Boeing, McLaren, and Rolls Royce, and the success of
the University of Sheffield’s Advanced Manufacturing
Research Centre.

Harry Brearley, inventor of stainless steel

The Sheffield City Region LEP’s (2014) Strategic
Economic Plan 2015 – 2025 set targets of creating
70,000 new jobs, 6,000 new businesses, and increasing
Gross Value Added by 10% (£3 billion) to address
Sheffield’s productivity shortfall and work towards
its economic potential. Although the LEP Plan (2014;
14) acknowledged that there was a “significant visitor
economy” and “a strong cultural heritage” (2014: 4)
there was only limited discussion about what and how
it might support the sport, leisure and tourism sector
which was recognised as having the highest percentage
employment growth potential.
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Avesta Sheffield Bison sculpture
The Sheffield City Region LEP’s (2017) economic strategy: A Better Future Together: A prospectus for Sheffield
City Region, stated:
“Sheffield City Region and its people have a proud record of innovation and creativity across
industry, business, research, politics, culture and sport” (2017: 4).
“The region will be known for innovation and enterprise – a knowledge rich city region” (2017:
12).
It was Sheffield’s innovation in football which helped change the game from mob football into a codified and
highly successful global sport. Sheffield is where the modern game of football was forged.
Draft Recommendation: Sheffield City Region to invest in the development of football
heritage attractions in the city.
The Lower Don Valley Masterplan (Urban Strategies, 2005: 55) discussed how the area was building on leisure,
retail, recreation and sport to create a “must visit, must see, must do, must play mix.” Present day visitors to
the area are now impressed by the range of sporting, leisure and educational institutions which can be seen
e.g. English Institute of Sport; IceSheffield; DSA Arena; Olympic Legacy Park’s UTC, Sheffield Olympic Legacy
Stadium, Advanced Wellbeing Research Centre etc. These facilities have attracted governing bodies such as:
Badminton England, British Ice Skating, British Para Table Tennis, British Wheelchair Basketball, England Netball,
GB Boxing, and Goalball UK.
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Silver Nike football

The provision of world-class sports facilities has also had impacts elsewhere in the community. Professor Steve
Haake and colleagues at Sheffield Hallam have researched and demonstrated how sports engineering can impact
on performance and contribute to industry. The National Centre for Sport and Exercise Medicine as well as
the Advanced Wellbeing Research Centre all combine to create a critical mass of infrastructure which builds
employment opportunities and growth.
Another example of organisations having synergistic potential is that between the relocated British Ice Skating
and HD Sports. The company builds upon Sheffield’s steel industry, and owns the world-famous John Wilson
ice-skates which have been produced in the city for 300 years and are used by multiple Olympic and World
champions.

Stainless steel football
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Sheffield’s association with sport has been recognised since at least the Victorian era and the proximity to the
Peak National Park enhances its reputation and attractiveness. The continued development of the Outdoor City
brand will be enhanced further by the Extreme Destinations development at Parkwood Springs which will add to
the adrenaline-fueled attractions in the area.

 

    
      
 

     
 

     
  
 
Figure 5.2 Football and Economy Cycle

The Lower Don Valley Masterplan (Urban Strategies, 2005) also discussed the potential for a large-scale visitor
attraction; however, the substantial costs and risks associated with this type of investment are tempered with the
unsucessful examples of the National Centre for Popular Music and the Earth Centre. Despite these reservations,
a research centre around the world’s most popular game, football, may be achievable with commercial input.
Given the success of Manchester’s National Football Museum it may be more appropriate to develop The Football
Archive: Education, Exhibition and Research Centre in Sheffield and expand the visitor experience across the city
in the form of exercise trails, statues, interpretation boards, artwork etc.
The value of football has also been recognised by Sheffield Labour Party (2019: 22) in its 2019 manifesto Forging
Fairer Futures which stated: “Continue promoting Sheffield as the home of football.”
The turnover for Sheffield Wednesday FC (year ended 31 May 2017) was £23 million and for Sheffield United
(Blades Leisure Limited, year end 30 June 2018) was £21 million. When these are added together with Sheffield
and Hallamshire County FA and the spending of individuals in merchandise and involvement with sport they
make a substantial impact on the local economy. Sheffield United’s promotion to the Premiership will multiply
their annual income and will impact on the local economy.

Draft Recommendation: Investigate the potential for The Football Archive: Education,
Exhibition and Research Centre in Sheffield, exercise trails, statues, interpretation boards,
artwork, cemetery tourism, app expansion etc.
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Case Study: Manchester and Football
“Distinctiveness – Manchester does not have a Great Wall or a Grand Canyon – an icon that acts
as our primary draw. However, we must champion our most distinctive attributes, our sporting
and cultural strengths as well as our independent retailers and restaurants, and we must
encourage initiatives that will help us to create a stronger sense of place” (Greater Manchester,
2013: 3)
Manchester has been leveraging its tourism market for a long time and generating economic benefits. Greater
Manchester’s tourism industry generated £7.9 billion pounds in the year 2015 supporting 94,000 jobs. Manchester
attracts 1.1 million staying visitors from Great Britain itself and another 1.2 million international visitors (Marketing
Manchester, 2017). Football is the main driver of tourism in Manchester due to the presence of two prestigious
and famous football clubs, Manchester United and Manchester City, which have a global fan base, and attract
national as well as international visitors to the city (neweconomymanchester.com, 2013).
Manchester provides an illustration of the use of sport, particularly football, to support and grow its economy, and
“Football represents a key element of the culture of Greater Manchester”. (New Economy, 2013: vi). The Greater
Manchester strategy vision is:
“By 2020 the Manchester city-region will have pioneered a new model for sustainable
economic growth based around a more connected, talented and greener city region where
all our residents are able to contribute to and benefit from sustained prosperity.” (Greater
Manchester, 2013: 3)
This vision is similar to those of many cities which aim for “sustainable growth”; a “distinctive sense of place”;
creating employment opportunities; and building a “global profile of Manchester as a place to live, invest and
visit.” (Greater Manchester, 2013: 3). In fact, the word ‘Manchester’ could be replaced by many other cities across
the world which have similar visions and which are seeking to attract attention, investment and jobs (see Chapter
3 Tourism, Destination Branding and Football).
Tourism is acknowledged as an important driver for sustainable economic growth helping to create global
distinctiveness. “The [Manchester] city-region has continued to strengthen its identity through sport, most
recently e.g. hosting Olympic football matches in 2012.” (Greater Manchester, 2013: 6). In addition, it hosted the
2002 Commonwealth Games; has Manchester United and Manchester City in the Premier League and Champions
League; the National Football Museum; Ashes cricket at Old Trafford; NBA Basketball; Great City Games; the
National Cycling Centre; and the Manchester Aquatics Centre. Yet, despite these attractions, Manchester has
recognised that:
“Our attractions are good and have great content but in global terms they are not strong enough
(apart from the global brand profile of Manchester United)” (Greater Manchester, 2013: 11).
A SWOT (strengths, weaknesses, opportunities, threats) analysis for Greater Manchester identified the following
related to football: strength – “Football/sport and the brand of Manchester United FC”; opportunities – “The
increasing profile of Manchester City FC especially in key markets such as the UAE and the USA” (Greater
Manchester, 2013: 12).
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Manchester has the strategic aim of increasing visitors through an events based approach. Economic research into
the impact of football on Greater Manchester indicates that the various sports events add up to the equivalent of
hosting the Olympic and Paralympic Games every four years” (New Economy, 2013: vi). The Manchester United
Museum attracted 315,000 visitors in 2011 and the National Football Museum 481,451 in 2017 demonstrating the
impact of football tourism on the city (New Economy, 2013). The influence of these visitors also impacts on the
wider economy with 85% hotel occupancy rates on match days in comparison to 70% on non-match days.
The gross value added (GVA) of football activities in 2011 was £330m, 0.7% for the region. This economic activity
translates into a headcount employment of 8,500 the equivalent of 5,000 FTEs. Broadcasters, retailers and sports
clothing manufacturers contributed £89.4m GVA (New Economy, 2013).
In addition to the economic impact of football on the city and region there is also extensive media exposure. In the
2011/12 Premier League season 3.5 billion people watched games with an estimated half of them watching a game
featuring Manchester United (New Economy, 2013). This is likely to have risen given the increased prominence of
Manchester City adding to Brand Manchester.
Football is also used as a vehicle to promote the city. Some trade missions are timed to coincide with matches
played by Manchester United and Manchester City, especially when they are on summer tours. On these and
other occasions football is a conversational ice-breaker which builds business relationships. New Economy’s
report (2013) estimated that these two major brands were worth approximately £100 million / year in advertising
equivalence.
Leveraging its football credentials Manchester projects its destination image as a sporting city with football
being part of its DNA (Visit Manchester, 2019). In order to do so it uses different marketing and branding
tactics, online as well as offline, such as joint marketing campaigns run by Marketing Manchester, Manchester
United Museum and the National Football Museum with billboard advertising and advertising during matches
(neweconomymanchester.com, 2013). Manchester markets these heritage elements on the official Visit Manchester
website (Visit Manchester, 2018) emphasising their heritage value, in order to attract tourists.
There is also a community dimension to the role football plays in the region. A variety of projects are focussed on
socio-demographic groups particularly those which are hard to reach. Kickz3 targets disaffected youths to engage
them in evening activities and Bolton Wanderers FC Institute of Sport delivers formal education programmes for
learners who find mainstream educational institutions difficult to engage with (New Economy, 2013: vii).
The association of football with Manchester has also helped to attract football related conferences to the city
e.g. Stadium Business Summit; International Football History Conference; annual Football Writing Festival; and
SoccerEx the largest football conference and exhibition has been held in Manchester on a number of occasions. It
was founded by Duncan Revie and an award bearing his name is presented to those who have contributed greatly
to football. The first recipient, in 2017, was Richard Tims of Sheffield FC.
The sponsorship of Manchester United and Manchester City by many international companies enhances the
opportunity for the city to encourage direct inward investment. Manchester City invested £200 million in its
City Football Academy with 16 football pitches, three gyms, six swimming pools and treatment rooms. Since
buying the club in 2008, Sheikh Mansour bin Zayed al-Nahyan has invested £1.3 billion to make City a long-term
sustainable entity (Conn, 2018).
Manchester is becoming synonymous with football, but this has not always been the situation. Manchester United
began as Newton Heath LYR (Lancashire Yorkshire Railway) in 1878, and Manchester City originated in 1880 as
St Mark’s. Sheffield has a much stronger early football heritage but has failed to make the same impact; yet, this
should not constrain ambitions for the future – the opportunities are there for the taking.
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Case Study: National Football
Museum in Manchester
The National Football Museum was originally established at Preston North End FC in 2001; however, despite
attracting many visitors it faced financial difficulties and closed in 2010. Following an agreement between the
Board of Trustees of the National Football Museum and Manchester City Council in 2009, the museum moved to
the Urbis centre in Manchester and opened in 2012.
The National Football Museum has an operational budget of approximately £3m, of which £2m per annum
funding comes from Manchester City Council (with a ten-year agreement) and £1m to be generated by the
museum (Manchester City Council, 2013). For the financial year ending 2017, the income was £3.3m (Charities
Commission, 2017). Unlike other ‘national’ museums it does not receive financial support from the government
and so was supported by Manchester City Council. In January 2019, it changed its business model from offering
free entry for everyone, with charges for special exhibitions; to one where Manchester residents are given free
access and other tickets were priced at £10 adults and £5 children allowing access for a year.

National Football Museum, Manchester

The National Football Museum contributes to the local economy in a number of ways including attracting
approximately 400,000 visitors / year with some 40% of these from overseas (Museums Association, 2019).
Combined with the attractions of matches at Manchester City and Manchester United there is a critical mass of
reasons for visitors to spend more time in the city, increase overnight stays, and raise other spending.
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“The ability to generate secondary spend in and around the stadium is a critical factor.
Spending on merchandise inside the facility, together with spending on hotels, restaurants,
petrol stations and in the local shops outside the facility will not only have a marked effect
on operating profits, but will reverberate around the local economy with a multiplier effect
typically five or six times the original level of spend” (John, 2002: 54).
Not all visitors base their decision to visit Manchester on the museum but it is an additional option for business
people and tourists. Cross marketing with Manchester United’s museum and other operations including match
programmes have increased numbers. In 2017, there were 458,000 visitors and in its first year of operation it was
calculated that it contributed £16.8 million to the local economy (Mather and Co, 2017).
The National Football Museum runs numerous public lectures, educational modules on leisure and tourism;
careers events; projects for hard to reach community groups; young people not in employment, education or
training (NEET); offenders, and a range of other activities (Manchester City Council, 2013).
In 2016, the National Football Museum extended its reach with the creation of a Football Walk of Fame in the
Cathedral Gardens with images of famous football celebrities illustrated by sports artist Paul Trevillion. These
mini-plaques can be bought online or in the National Football Museum shop.
The National Football Museum has been successful in creating a visitor attraction which supports football from
multiple perspectives including its Hall of Fame, education and training programmes, outreach, and economic
contribution to Manchester. There are many practices which could be used to enhance Sheffield’s football offering.
Draft Recommendation: Learn from the practices of Manchester, Liverpool, National
Football Museum and other organisations.

A Market Failure
In Chapter 3: Tourism, Destination Branding and Football, we discussed the necessity for Sheffield to have a
unique and distinctive identity. This message is also reiterated in the PWC and Demos (2017) report ‘Good Growth
for Cities’ which connected economic success and wellbeing. As part of an action plan for place-based growth
and transformation they advised:
“Engage with the private/voluntary sector as well as the public to shape the vision and identity
for a place – what stakeholders want it to be famous for – supported by a local industrial
strategy spanning skills, integrated programmes of infrastructure investment (physical and
social), innovation and growth.” (PWC Demos, 2017)
The use of sport and sporting heritage across the world provide multiple examples of how they have been used
to successfully promote brand identity, tourism and deliver positive economic impacts. Given Sheffield’s unique
football heritage it is surprising that there is limited tangible evidence of its application. For this reason, numerous
football stakeholders were asked why this might be with the following comments:
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• “The independent nature of the football entities in Sheffield. They all have their own area of
operations and generally don’t have a joint strategy.”
• “The costs associated with delivering a football heritage strategy.”
• “There is a perception that football is awash with finance because of the high impact of
the Premier League and therefore there is no need for external input of funds. The reality is
that many professional clubs run at a loss and that most grassroots football exists on small
budgets and voluntary efforts.”
• “The football heritage has been largely driven by Sheffield FC.”
• “The Hillsborough Disaster has cast a long shadow over the city; however, attempting to
ignore it has only lead to a decreased image and reputation. It is time to fully acknowledge
the fact of its existence.”

Hillsborough Disaster memorial

• “There is a fear that football will take over and dominate less popular forms of culture.”
• “It is still seen in some circles as a man’s game with a resultant prejudice.”
• “Inertia”
• “Nothing to see on a wet Wednesday afternoon.”
• “Amnesia at a national and local level.”

116

• “There is a view that because Sheffield is the ‘home of football’ no one can take it away and
hence there is no urgency to act upon it. If there were a competition such as for the City of
Culture with a deadline then there might have been more determination and resolution. The
reality is that many of the potential elements around football have been picked off by other
competitors” – see Liverpool and Manchester case studies.
• “Hooliganism.”
• “Historically we are a place of industry, not commerce, and our lack of ingrained sales
patter and showy shop windows may be why we sometimes operate below the national and
international radar”. (Sheffield Culture Consortium 2017: 5).
• “A vicious circle of nothing to see and so there is no support.”
• “Free-rider problem.”
• “Lack of coordination and leadership.”
• “Everybody doing their own thing.”
• “Everybody has got to put in before it can work.”
• “There is no team in the Premiership reducing visibility of the club and city.” [This will
change as a result of Sheffield United’s promotion].
Some of the comments above illustrate the challenges faced by any single football stakeholder in the city acting
alone to promote the city’s football heritage. It is what Wolf (2015: 24) explained that:
“A ‘collective action’ problem is one where many people would benefit from something
happening/being done, but the cost to any one individual of undertaking it makes it unlikely
that someone will take it in hand.”
This collective action problem is illustrated by a University of Sheffield (2016: 2) report: ‘Art: Independence and
Interdependence: a snapshot of the visual arts scene in Sheffield’ which observed that: “We heard on many
occasions the comment that the different sectors of the art economy do not really come together.” This problem
can be found in many economic sectors but it is particularly prevalent in the visitor economy where there are
many actors in the delivery of the goods and services which comprise a visitor experience. Deloitte and Oxford
Economics (2008: 5) explained why this happens:
“A major market failure within the Visitor Economy is that there is likely to be no equivalent
provision of marketing and coordination by the private sector due to the free rider problem.
Due to the fragmented nature of the industry, individual business or a group of businesses are
unlikely to market a place (country, city or region) to international or domestic tourists. In
addition, many tourism providers perceive themselves as being in direct competition with their
immediate neighbour rather than with other destinations and products.”
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Among the main consequences of this collective action problem and market failure to encourage Sheffield’s
football heritage is that it has not been included within any broader strategies at national, regional and local
levels. Similarly, funding applications by art, culture, community, education, economy, heritage, tourism etc.
organisations need to include football heritage to enhance their applications where appropriate.

John Lennon statue

So how can this be achieved? Manchester and Liverpool both provide textbook examples of how to pull together
broad coalitions to enhance their offerings to local people and visitors. New Economy (2013: 41) observed that:
“The value of the football exposure to Manchester’s brand is indicated by the lack of evidence
that other regions of the UK use football as a marketing tool to the extent that Greater
Manchester does.”
New Economy (2013) research also described how local government was the key node linking the professional
clubs, commercial non-sport sector; amateur football clubs and sports associations; and, community activities
and volunteering. Three potential areas for policy development were identified:
1. A wider strategic approach to marketing and promotion so that there is coordinated
activity by bodies towards key markets.
2. Football should be used to address deprivation; improve quality of life; and increase
productivity.
3. Take advantage of BBC Sport, ITV and others to build a sports-focused media cluster to
attract further inward investment.
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Figure 5.3: The football ecosystem of Sheffield (adapted from
New Economy, 2013)

Conclusion and Recommendations
There is ample evidence of the importance of sport and football within the economy. Yet, despite multiple reasons
for Sheffield being the Home of Football little has happened to broadcast this on a global level. The main reasons
for this are a collective action problem and market failure by the stakeholders. Manchester and Liverpool illustrate
good practice to demonstrate what can be achieved with coordinated action.

Draft recommendation: There needs to be coordinated action to drive forward the
Sheffield Home of Football brand. This cannot be achieved by the not-for-profit Sheffield
Home of Football organisation alone. Resources need to be provided by all stakeholders
and there should not be any free-riders.
Draft recommendation: Sheffield City Council, Sheffield City Region and other local and
national agencies need to support the delivery of Sheffield Home of Football.
Draft recommendation: Funding applications from organisations such as Destination
Sheffield, the Culture Consortium, arts organisations etc. should include football heritage
dimensions to enhance their bids.
Draft recommendation: Recruit a Patron for SHOF who will help bring nationwide
attention to these plans [update - Dan Walker has agreed to be a patron]
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Chapter 6
Culture, Art
and Football
“Britain’s mix of “culture” is key to our success: from heritage, the arts, museums, through
our creative industries (eg fashion, music, design, media) to living / contemporary culture
(eg language, traditions, festivals, sport, cuisine).”
(VisitBritain, 2010: 3)
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Introduction
Defining culture is difficult because it encompasses a great many areas; however, one thing is very clear
and that is football and its culture play a significant role in the lives of many people. This was clearly
illustrated during the 2018 World Cup in Russia, which was viewed by 3.57 billion people in 210 countries
(FIFA, 2018); and, in Britain, a peak audience of 26.5 million people watched the England v Croatia semifinal.
The responsibility for culture and sport at national level lies with the Department for Culture Media and
Sport (2016: 13) which combines them both within its title. In its The Culture White Paper, the extensive
scope of culture was described together with a strategy describing governmental and local responsibilities:
“Culture no longer simply means being familiar with a select list of works of art and architecture,
but the accumulated influence of creativity, the arts, museums, galleries, libraries, archives
and heritage upon all our lives. When we talk about our ‘cultural sectors’, we are referring to
an extraordinary network of individuals and organisations, that together preserve, reflect and
promote who we are as a nation, in all our rich diversity. There will always be an aesthetic aspect
to culture in its many forms; and the government will always champion cultural excellence.
But each community has its own culture – its own history, museums and traditions. In this
global, interconnected economy, what is local and unique has a special value and should be
supported and encouraged. We should no more dictate a community’s culture than we should
tell people what to create or how to create it. The role of government is to enable great culture
and creativity to flourish – and to ensure that everyone can have access to it.”
In Chapters 3 and 5 on Tourism and Economy we discussed the importance of a sense of place which
encourages tourism, inward investment and social cohesion. The Culture White Paper also emphasised
this theme and stated:
“What is local and unique has a special value and should be supported and encouraged.”
Culture and sport, particularly football heritage, can play an even more important role in supporting the
aspirations of Sheffield. In this chapter we will briefly explore the areas of museums, art, literature etc.
and how they intersect with sport and football. There is also a discussion of how football can be used to
support funding applications in a range of areas and for city of culture status. A case study of Liverpool’s
use of football to enhance its cultural offerings provides possible routes for Sheffield to consider. Similarly,
the report by New Economy (2013: 45) into the role of football in the development of Manchester stated:
“Football is woven into the cultural fabric of Greater Manchester, and has played a significant role in the
development of the conurbation.”
In this chapter we will explore the following:

•
•
•
•

The inter-relationship between culture, heritage and sport.
The importance of culture engaging with all communities and how football heritage is a successful
vehicle for this.
How Liverpool has used football culture to promote itself.
How Sheffield’s football heritage creates a distinctive and unique offering when submitting funding
applications.
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Culture and Sport Museums
Sport heritage has been shown to instil a feeling of pride which can bring together a community. Museums,
exhibitions, artwork, statues and other cultural schemes may be a way to capture these benefits and this section
will provide examples of how to capitalize on the cultural benefits of sports heritage.
In 1922, Walter Sparrow argued for the creation of a national sporting museum given the vast sporting history
in Britain (Sparrow, 1922); however, Sparrow’s concept did not materialize, and it wasn’t until 1948 that the first
sporting exhibition, Sport in Art, had taken place in a museum. Today, there are many world-class sport museums
in the UK such as The National Football Museum in Manchester; The World Rugby Museum in Twickenham; The
Lawn Tennis Museum in Wimbledon; the British Golf Museum in St Andrew’s; and National Horse Racing Museum
in Newmarket. Locally, Sheffield United’s Legends of the Lane museum has assets valued at £1+ million.
In Reilly’s (2014) thesis, Sport, Museums and Cultural Policy, she investigated how in the past the term ‘culture’
has been reserved for ‘high class’ citizens. However, using writings by Thompson (1963) and Bourdieu (2013), she
argued that the popularity of sport necessitated a need for sports museums. She also suggested that there was
a need to engage a wider range of citizens in culture, which sport museums can often more easily accomplish.
Furthermore, Thompson (1963), Bourdieu (2013) and Reilly (2014) argue that the working sector creates culture
and, therefore, should also be consumers of culture.
Sport and football are recognised as being very successful in bringing harder to reach sectors of the community
to experience culture and the arts. This avenue is particularly relevant to Sheffield given its football heritage and
the access which it provides. This message is reinforced by the Department for Culture Media and Sport (2016:
23) which stressed the social importance of engaging all sectors of the community:
“The government expects all museums, theatres, galleries, opera houses and other arts
organisations in receipt of public money to reach out to everyone regardless of background,
education or geography. We are challenging arts and cultural organisations to work even harder
to make sure the most disadvantaged in society have greater opportunities to access culture.
We will work with Arts Council England to ensure that every single cultural organisation that
receives taxpayers’ money contributes to fulfilling this duty. And they will report on progress
made.”
Interviews with football stakeholders familiar with Sheffield suggested that there is a rich culture in Sheffield,
including theatre and a growing music scene. Many interviewees also suggested that erecting a statue etc. would
promote the history of Sheffield and draw in tourism, while others noted the need for a museum or exhibit to better
explain the football heritage. Although museums have been a popular form of presenting history or heritage,
many interviewees felt that the pre-existing National Football Museum in Manchester would make a Sheffield
football museum redundant. Instead, The Football Archive: Education, Exhibition and Research Centre in Sheffield
which contained some of the Sheffield Football Treasures, or reproductions, would allow a potential opportunity
to partner with the National Football Museum in Manchester and offer tourists an additional perspective in the
Home of Football.
In the past, popular culture, such as football, did not always receive much recognition. Harry Langton, a sports
journalist, collected football memorabilia for over 30 years and tried, unsuccessfully, for 20 years to get public
museums to display or provide a permanent home for the collection. In 1990, Tyne and Wear Museums proved
the exception with a temporary exhibition. Subsequently, FIFA bought the collection and placed it in the National
Football Museum. In 2016, the FIFA World Football Museum opened in Zurich and now, ironically, borrows artefacts
from the National Football Museum (Moore, 2016).
The interest in popular culture and its power to engage hard to reach communities is illustrated by the fact that
Barcelona FC’s museum is the most popular museum in the region above the second place Picasso museum
(Ramshaw and Gammon, 2005).
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Draft recommendation: Create The Football Archive: Education, Exhibition and Research
Centre to exhibit Sheffield’s football treasures and celebrate its contribution to the
development of the modern game.

Case Study: Football Treasures
Exhibition – Sheffield Central Library
“We are in the middle of a devolution revolution. We want our national and local cultural institutions
to work together to support places to harness the power of culture to drive economic growth,
education and wellbeing.”
Rt Hon Greg Clark MP Secretary of State for Communities and Local Government” (DCMS, 2016: 29)
In October 2018, Sheffield Central Library hosted Sheffield’s Football Treasures event which was opened by BBC’s
Dan Walker and curated by football historian Martin Westby. The Treasures included:
•
•
•
•
•
•

The first public display of copies of the 1858 Sheffield Rules;
The Youdan Cup the first football trophy,
The Sheffield Association Challenge Cup from 1876/77 – England’s first ever County Association Cup;
The Sheffield New Association Challenge Cup from 1877/78 - the World’s sixth oldest Association Cup;
The Wharncliffe Charity Challenge Cup from 1878/79 – England’s first Charity Association Cup;
The Clegg Shield - the oldest school tournament in the World still being competed for.

Also, the 2,000 visitors were able to have their photograph taken with the FA Cup including Year 6 pupils from
St Marie’s Primary School, who wrote a letter to their headmaster asking permission to visit. They hugely enjoyed
their visit and were very proud to have their photographs taken with the cup. There is also an historical connection
because the very first FA Cup was made in Sheffield by Martin, Hall & Co.
The Treasures event was a remarkable success with all the main football clubs, organisations and individuals
working together for the first time in public to exhibit their treasures which have contributed so much to the
beautiful game.
Councillor Mary Lea, cabinet member for parks, culture and leisure said:
“This is an amazing opportunity to celebrate Sheffield’s unique status as the home of football.
Whether you’re an Owl, Blade, or follow the fortunes of Sheffield FC or Hallam, this event is for you.
It’s simply not right that so many people still don’t know about Sheffield’s role in creating the
beautiful game as we know it. To see those historic rules alongside the FA Cup will show how
strongly we value Sheffield’s role in creating the world’s number one game.”
The Reporters Academy from Manchester recorded the event which can be viewed on Youtube. And there are
further images provided by The Star.
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Culture, Heritage and Sport
Recently, academics have become increasingly interested in the cultural benefits of sport heritage. For example,
Reilly (2014) highlighted sport museums specifically and now leads Sporting Heritage (2019) a network for
museums and collections; Wood and Gabie (2011) investigated historic football grounds and visual culture; and
Stride, Wilson and Thomas (2013) theorized UK’s football statuary. Stride and Wilson are both at the University
of Sheffield’s Management School and Stride’s website: Sporting Statues Project has documented sporting
sculptures from across the world including: a UK-wide database of sports statues and map; and a database of
baseball, cricket, football statues from across the world.
Research conducted by Wood and Gabie (2011) concluded that football history and heritage in the place where
it happened is valued. Additionally, Wood (2016) stated that football grounds are a cultural material that can
play a central role in creating a sense of place, memory and meaning. These findings are extremely significant in
demonstrating the potential value of Sheffield’s football heritage. Hallam FC’s Sandygate ground (recognised by
Guinness World Records as the oldest football ground still in use) and Sheffield United FC’s Bramall Lane (the
oldest professional football ground) illustrate the potential to create a special sense of place and destination all
football pilgrims should wish to visit before they die.
A variety of methods are available to capitalize on the cultural value of sports heritage. “Themed displays on
sports heritage at historic properties”, “schemes to mark and celebrate the (football) stories”, “a sculpture or
another form of art installation”, “street name”, “an oral history or archive study”, “music or poetry competition”,
and “sports heritage trails and guided or self-guided tours” are only a few of the methods (Wood 2005: 314).
A classification of the material culture of football was also developed which included: playing equipment,
venues, training equipment and sport medicine technology, sportswear, prizes, symbolic artefacts, performance
measurement technology, ephemera and memorabilia (Hardy et al, 2009). In addition to this list, the former head
of the National Football Museum, Moore (2016: 95), proposed: film and video, audio, music, photography, toys
and games, films, publications, community singing, and artwork.
All of the above are options which might be applied in Sheffield. For example, the Mitchell and Kenyon films of
everyday life in the late 19th and early 20th centuries contain some of the earliest video examples of football e.g.
Sheffield United versus Bury in 1902. The University of Sheffield and Professor Vanessa Toulmin conducted a
major research project into the tapes and advised on digitisation of these deteriorating tapes which were saved
from disposal. Similarly, the Sheffield cinematographer Jasper Redfern made one of the earliest films of football
when he filmed the Sheffield United v Derby FA Cup Final at Crystal Palace in 1899
There are also more recent movies and documentaries which are associated with Sheffield. In 1996, the film
‘When Saturday Comes’ starring Sean Bean and Emily Lloyd was filmed in Sheffield and at Bramall Lane. Sheffield
director Daniel Gordon and founder of Verymuchso productions created the lauded documentary ‘The Game of
their Lives’ about the 1966 North Korean football team which created a World Cup shock by defeating the Italy
team 1 – 0. He also directed ‘Hillsborough’ which examined the Hillsborough disaster. In 2019, a documentary,
Flying Over an Olive Grove, will be made of the remarkable story of Fred Spikesley, who played for Sheffield
Wednesday and England and won national league titles as a coach in Sweden, Mexico and Germany, where,
during the First World War, he escaped from a police prison. It is due to be released in 2020 and will feature a
section on the critical role that Sheffield played in the evolution of Association football. It is hoped that it will be
premiered at Sheffield Doc / Fest.
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Football photography is particularly popular and one well-known exponent, Roy Stuart Clarke has documented
the changing vistas around the game in his Homes of Football exhibitions. O’Mahony (2018) has also documented
the area in his book: Photography and Sport which includes a photograph by Roger Mayne showing boys playing
football at Park Hill flats. The same image was also displayed in S1 Artspace’s Love Among the Ruins exhibition in
2018 and was also published as part in an exhibition review in The Observer, once again demonstrating the wide
appeal of football.
It is evident, that Sheffield could incorporate numerous aspects of existing sport culture projects to capitalize on
its unique football heritage. Recently, a Sheffield home of football walking app was created which has established
the foundation for the ‘home of football’ brand. This app has enabled a partially hidden heritage to materialise, a
fact which the Department for Culture Media and Sport (2016: 38) recognised when they observed: “Technology
is expanding the ways in which we make and experience culture; the digital dimension is becoming a ‘place’
in itself.”
The next phase of building Sheffield’s ‘Home of Football’ brand may be a statue. The sculptural tribute to the
Sheffield Women of Steel, outside the City Hall, is much loved and illustrates the potential. Although sports statues
have historically received relatively limited recognition, Stride, Wilson and Thomas (2013) have categorised sports
statues in the UK and predict the number will continue to increase. Therefore, if Sheffield wants to continue to
grow the ‘Home of Football’ brand, a statue may need to be a part of the process. Statues have the ability to
create ‘imageability’, a concept explored by Lynch (1960), which means that a physical object can evoke a strong
mental image in the observer. For example, the statue of Rocky in Philadelphia is globally recognized and is a
symbol of the spirit of Philadelphia (Romanowski, 2006).

While sport has not traditionally been considered as
cultured as art, its widespread popularity and consumption
has challenged that notion. Football fans have created a
culture all of their own, which they are more than willing
to participate in, invest in, and share. Indeed, Sheffield was
the first to develop a recognisable football culture because
the highly-skilled metal workers had more leisure time and
income to engage with the sport.
“This combination of regular competition between
clubs, many of whom, unlike the founding clubs
of the FA, represented their local community, the
crowds that matches attracted, and the regular
discussion of football matters in the press meant
that Sheffield was the first city to develop something
resembling a modern football culture, which within
a generation was replicated in almost every town
and city in Britain (Collins, 2018: 28).

Women of Steel

In 2016, Sheffield FC applied for UNESCO World Cultural
Heritage status for the Olive Grove ground; however,
since then the plan to move from Dronfield to Olive Grove
has changed. In spite of this, there are multiple heritage
justifications for all the main stakeholders in Sheffield to
apply jointly for this classification. An extensive list of firsts
and major contributions which Sheffield made to football
can be found in Chapter 2.
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Art and Sport
“Football, like art, is a kind of performance appreciated through the categories of form and content,
which are discriminated for the purposes of analysis but in practice are indistinguishable” (Walter,
1998, 14).
Art and sport have been combined for millennia as can be seen in the statues of athletes in Ancient Greece;
yet, in more recent times art and sport have sometimes been considered distinct and occasionally competing
areas. Significantly; however, the Ancient Greeks did not separate art and sport into separate realms, rather: “‘the
totality of the ancient Olympics in their heyday was characterised by a cultural complex of arts and sport” (Inglis,
2008: 465). And, these Cultural Olympiads of both the past and the present hold important lessons for those who
wish to integrate the arts – culture – sport interface within policy strategies.
In 1953, the Football Association and Arts Council of Great Britain organised a Football and the Fine Arts (Football
Association, 1953) competition which was exhibited in London and then toured throughout the country. This
landmark exhibition demonstrated how the two subjects could be combined through a range of materials. In
2006, Salford’s Lowry Gallery exhibited 80 pieces of art submitted for a competition titled: The Football Art
Prize. There is also a detailed examination of football and art in Physick’s (2013) thesis: ‘The Representation of
Association Football in Fine Art in England’ which traces the integration of both art forms. Moreover, during the
2012 Olympics there was both a sporting and cultural festival during which there were numerous events including
a Sport Art Exhibition at Oxford’s Ashmoleum. And, in 2019, the National Football Museum displayed how artists
such as Paul Nash and David Hockney have portrayed football in an exhibition, Football is Art.

Football is an Art
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Sheffield Sculpture, Art and Sport
Works of art have the ability to create a powerful sense of place and identity and often symbolize a distinct
location. When we think of some places they can conjure up images of statues which immediately remind us of
their location and history: Angel of the North - Gateshead / Newcastle; Hans Christian Andersen’s Little Mermaid
- Copenhagen; William Tell - Altdorf, Switzerland; Christ the Redeemer – Rio de Janeiro; Statue of Liberty – New
York etc, etc. These synecdoche images illustrate the power of art and the potential for wider use in Sheffield.
A book, Public Sculpture of Sheffield and South Yorkshire, by White, Norman, Ball and Goldie (2015), and a
website, Public Art Research Archive, hosted by Sheffield Hallam University, compiled details of almost 300
public artworks. Despite this substantial number, none of the public artworks represent football in general nor
Sheffield’s unique football heritage. This shortcoming is partly offset by the statues of Derek Dooley and Joe
Shaw (sculptor Paul Vanstone) which grace the frontage of Sheffield United, and the statue of Jimmy Hagen
(sculptor Kenneth Robertson) which is within the Legends of the Lane museum. But, these are in the private
domain. Wakefield has sculptures of rhubarb, Sheffield’s football heritage has much more potential.

Derek Dooley statue
Many of the artworks listed are related to the steel industry and Sheffield’s history has helped to create a sense of
place. Although not a work of art, the cooling towers alongside the M1 at Tinsley were a major landmark, before
demolition, if not quite in the same angelic style as the North-East. To replace the towers, artist Alex Chinneck
has proposed four red brick chimneys which are cracked, hovering, knotted and leaning along the Sheffield and
Tinsley Canal. They have an estimated cost of £5.5 million and it is hoped they will become an attraction and
provide “international appeal” (Peace, 2017: 4; Sheffield Telegraph.). The Sheffield LEP unsuccessfully applied for
support from the Government’s Northern Cultural Regeneration Fund to enable the scheme to be delivered and
Sir Nigel Knowles, chairman of the LEP, said: “Together we propose to create a new cultural destination for the
UK: an immersive encounter with art, industry, history and nature.”
Although there is no football heritage artwork in Sheffield, it does possess some sports sculpture and art including:

•
•
•
•
•

Boxing gloves, Wincobank.
Ice Sheffield – Blade.
Topiary of snooker.
Mercure – Hotel snooker game
The Marble Players on Attercliffe Common depicts a boy and girl in the middle of a game of marbles.
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Artwork and monuments such as these create a collective memory and sense of place so that, for example,
citizens remember when the world’s elite cyclists took on the hills of Sheffield and the 30-degree climb up Jenkin
Road seeking to win the yellow jersey on their journey to the finish line on Paris’ Avenue des Champs-Elysées.
One of the great beauties of public art is that it often differs from that found in museums and galleries because it
is more accessible and there is no need for an admission ticket.

Cote de Wincobank Hill

In a discussion about sports history, Phillips, O’Neill and
Osmond (2007: 283-4) drew attention to the use of
sports art and how it builds upon and supports the local
culture and community:
“Public monuments reflect and shape the
communities that erect and preserve them, making
them keys to understanding both the past and how
it is used in the present. As prominent … structures
that represent something other than themselves
monuments are rich sources of information about
the society that builds them. Far from simple
decorative pieces of public art, monuments
are evidence of human changes to the physical
geography and constitute important elements of
the cultural landscape.”
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By Eck Lad

Football is part of Sheffield’s cultural landscape and should be similarly acknowledged. One possible way of
recognising Sheffield’s football heritage is to celebrate it with art, sculpture, street art, murals, mosaics etc. and
there is potential to use the Community Infrastructure Levy scheme with developers to provide funding.
A few years ago, there was a project to erect a stainless steel football on the site where the stainless steel Avesta
Bison was located next to the M1. The concept behind this was that both football and stainless steel originated in
Sheffield and this would provide a visual landmark to all the people travelling on the motorway. This project was
supported by a number of organisations including: ELG Haniel, HR Media, Mott Macdonald, Outokumpu and SKF
/ Dormer, which provided materials, design and professional advice. Highways permission was applied for and
granted but, unfortunately, the site which was owned by Outokumpu, was sold and the project ended. Presently,
the 48-acre site is being developed by Peel Holdings into a transport and distribution centre for a number of
organisations including a large one for Amazon. Amazon have recently bought transmission rights to the Premier
League and there is potential for them to revive the stainless steel ball plans and provide an attractive landmark
highlighting their presence.
Sculptor Steve Mehdi’s The Steel Man “to create a landmark artwork and visitor centre that would act as a beacon
for the Yorkshire region and a catalyst for change” might also celebrate Yorkshire’s football heritage by adding a
stainless steel football to the sculpture.
Building football artwork into the community would not be difficult and there are plentiful local assets to draw
upon. There are already a substantial number of artists who include football in their work including the respected
Joe Scarborough who has painted scenes of Sheffield United and Sheffield Wednesday as well as Sheffield FC.
Artist Matthew Cockayne has painted numerous limited edition artworks and also bespoke pieces for individual
supporters. In 2018, he painted the bonnet of a car with an image of Sheffield Wednesday’s South Stand for
the bangers and cash rally. This event was: “the UK’s first art on tour banger rally” and involved 21 intrepid
teams driving from Sheffield to Monte Carlo. The bonnets were on display in the Winter Gardens and were later
auctioned with the initiative raising more than £66,000 to support Roundabout, the youth homeless charity.
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Sheffield Auction gallery regularly hold football memorabilia auctions which comprise a wide range of objects
including artworks, medals, shirts etc. And there are many other talented artists who do or could apply their skills
to Sheffield’s football heritage.
Draft recommendation: Use Community Infrastructure Levy scheme funding from
developers or encourage developers to incorporate football heritage art in their
developments.
Draft Recommendation: Construct a sculpture trail through the town with GPS etc.
showing videos, etc. in conjunction with the Sheffield Home of Football app.
Draft Recommendation: Construct an exercise trail along the River Don with football
exercises at specific staging points.
Draft Recommendation: When artwork is being commissioned for the city, consideration
should be given to football art.
Draft Recommendation: Invite Peel Holdings and Amazon to revive the plans for a
stainless steel football next to the M1.
Draft recommendation: Design Parkway overhead gantry signs to resemble goals
announcing arrival and departure to and from the home of football.
Draft recommendation: Football Film festival in conjunction with Sheffield Doc / Fest.

Literature and Football
“To say that these men paid their shillings to watch twenty-two hirelings kick a ball is
merely to say that a violin is wood and catgut, that Hamlet is so much paper and ink. For
a shilling the Bruddersford United AFC offered you Conflict and Art… having pushed
your way through a turnstile into another and altogether more splendid kind of life,
hurtling with Conflict and yet passionate and beautiful in its Art.”
J. B. Priestley, The Good Companions, 1929
Nick Hornby’s Fever Pitch was not the first book to describe the merits of football, numerous other famous writers
have commented on the game including Jean Paul Sartre who observed:
“In a football match, everything is complicated by the presence of the other team.”
The National Football Museum, Waterstones and Hotel Football in Manchester organise an annual weeklong
Football Writing Festival at which authors, journalists, broadcasters, analysts, fans and ‘literary Galacticos’ discuss
the use of language around ‘the beautiful game’. The term itself derives from the Portuguese ‘o jogo bonito’
which was popularised in Pele’s 1977 biography My Life and the Beautiful Game.
There have been detailed analyses of football language and how it is used as a lingua franca among football
supporters. In the book, Football Talk: The Language and Folklore of the World’s Greatest Game, Seddon (2004)
describes how football vocabularies emerged and how language around football shapes social discourses.
In Sheffield, too, there have been numerous books written about clubs, football players, managers and football
heritage, for example:
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• Armstrong, G. and Garrett, J. (2006) Sheffield United FC: The Biography, Sheffield:
Hallamshire Publications.
• Clarebrough, D. and Kirkham, A. (2009) Sheffield: The Home of Football, Sheffield:
Hallamshire Press.
• Curry, G. (2019) A Crucible of Modern Sport: The Early Development of Football in
Sheffield, Nova: Hauppauge, NY.
• Curry, G., Goodman, P. and Hutton, S. (2007) Sheffield Football Club: Celebrating
150 Years of the World’s Oldest Football Club, Manchester: At Heart Publications.
• Farnsworth, K. (1995) Sheffield Football: A History: Volume 1: 1857 - 1961, Sheffield:
Hallamshire Press.
• Murphy, B. (2007) From Sheffield With Love: Celebrating 150 years of Sheffield FC
the world’s oldest football club, Cheltenham: SportsBooks Ltd.
• Nicholson, C., Nicholson, R. and Metcalf, M. (2017) Flying Over an Olive Grove:
The remarkable story of Fred Spikesley - A flawed football hero, England, Jellyfish
Solutions.
• Sparling, R. A. (1926) The Romance of Wednesday: 1867 – 1926, Sheffield: Leng and
Co.
• Steele, J. A. (2010) The Countrymen: The History of Hallam Football Club, 150th
Anniversary Edition, Sheffield: JB Printing.
•

Walters, F. (1957) History of Sheffield Football Club, Sheffield: Allen and Unwin.

• Westby, M. (2018a) A History of Sheffield Football 1857 – 1889 ‘speed, science,
bottom’, 2nd edition, Bournemouth: England’s Oldest Football Clubs.
•

Young, P. (1962) Football in Sheffield, Sheffield: Stanley Paul.

image Steele The Countrymen book
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Image of Martin Westby’s book

Although sport touches every generation, it is still important to present Sheffield’s heritage in a way that speaks
to younger generations. Today’s young people do not want to passively absorb art and culture they want to
be a part of creating it, which is why it’s increasingly important to include them in the process or at the very
least engage them with a captivating story (Bambach, 2019). The DCMS (2016: 13) also stressed the use of
culture to “inspire our young people” and interactive football art can play a prominent role in this. Interviews
with stakeholders confirmed this sentiment that Sheffield’s story should be told in an engaging matter and also
suggested the use of literature to promote the city’s heritage. A children’s book about Sheffield’s football heritage
is currently being discussed with writers and publishers.
Draft recommendation: Produce a children’s book celebrating Sheffield’s football
heritage.

Cities of Culture
“Sport is seen as an increasingly important dimension of civic planning programmes
and has moved to the forefront of agendas for cities of the present and future. This has
occurred as the barriers between so-called ‘high’ and ‘popular’ culture are apparently
breaking down. Sport is no longer necessarily viewed in fundamentally oppositional
terms to the arts, but as an important dimension in plans for the cultural regeneration
of cities” (Hughson, 2008: 355).
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There is a growing recognition of the value of sport for social and economic regeneration of cities (Gratton and
Henry, 2001), and below we discuss how Liverpool used football as part of its celebration of being European
Capital of Culture. Elsewhere, an investigation into Newcastle/Gateshead’s bid for European Capital of Culture
2008 identified that sport was considered to be a significant part of the cultural offering and became a key
element of the bid (Hughson, 2004)
Hull successfully hosted the 2017 UK City of Culture which delivered some 2,800 events across the city and East
Riding which had a cumulative audience of 5.3 million people with more than nine in ten residents experiencing
at least one event. The £32.8 million project had a major impact on place-making and enhanced local, national
and international perceptions of Hull (University of Hull, 2018).

Case Study: Liverpool and Football
“Every football fan in the world should speak of Sheffield in hushed tones and have
Sandygate on their list of places to go before they die. If Liverpool had done for the
game what Sheffield has, you would never hear the last of it: there would be monuments
and museums, heritage trails, memorabilia, open topped bus tours etc. etc. As John
Lennon said, The Beatles may have been more popular than Jesus Christ. But football
must be a thousand times more popular than the Beatles.”
Steven Kay (2015), author
In June and July 2018, a month-long ‘The Art of Football’ festival was held in Liverpool to commemorate the
tenth anniversary of their highly successful European Capital of Culture in 2008. The festival was also timed to
coincide with the World Cup held in Russia and build upon the increase in public attention. The event’s director,
Craig Pennington, highlighted the importance of football to the city by observing that:
“Football is a really interesting arena for thinking about how society interprets itself.
There are very few sporting or cultural entities that cross international boundaries,
cross all cultures and have a direct impact on the way societies interpret themselves,
and each other. Football does. And the World Cup is the most vivid focus of when that
happens” (Sawyer, 2018).
Draft recommendation: Create events in Sheffield which coincide with and celebrate the
World Cup, European Championships etc.
Liverpool has long been associated with a range of tourist offerings including a UNESCO World Heritage
waterfront; World Museum; Merseyside Maritime Museum; Tate Liverpool; Walker Art Gallery; Liverpool FC
stadium tour and Experience Days. Probably its biggest attraction is the heritage industry built around The
Beatles which comprises: The Beatles Story at the Albert Dock; The Cavern Club; The Beatles Festival; The
Beatles Tour; statues of John, Paul, George and Ringo etc. Liverpool City Council is currently developing a whole
Beatles Quarter to build upon the existing attractions which generate £90m and support 2,335 jobs (Culture
Liverpool, 2018a).
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Liverpool – Beatles
Liverpool’s The Art of Football cultural festival was designed: “to explore the relationship between football, art
and culture” (Culture Liverpool, 2018b). Culture Liverpool (2018c) described the festival as:
“a celebration of the creative culture and social fabric which underpins the beautiful
game. A festival of the culture surrounding football, to coincide with the greatest
football festival in the world. From the ritualistic experience of fandom to the tapestries
and soundtracks of the terraces, each facet of the modern human condition can be
explored through the prism of the globe’s most beloved sport.”
Among the events at the festival were:
• Disco Socrates – an exploration of music culture with live performances by artists representing some of the
32 World Cup countries.
• Common Ground – A photographic exhibition which explored the development of popular fan culture. The
website described how football was a “common thread that can be an important ritual spanning across cultures,
religion, gender and race. Football is synonymous with Merseyside; it is one of the most profitable cultural
attractions that Liverpool has to offer, with a worldwide fan base that make regular pilgrimages to Anfield and
Goodison Park.”
• The Art of Football Shirt – This was an exhibition of football shirts, curated by fashion historian Neal Heard,
which investigated connections between football and popular culture.
• I Don’t Love Soccer Because Soccer Has Never Loved Me – This exhibition was based upon Italian writer
Umberto Eco’s essay about football. The exhibition was presented by Liverpool John Moores University School
of Art and Design.
• Terrace Tapistries – International Banner Parade and Community Production Project – Liverpool banner
artist Peter Carney and a team of artists and designers lead community organisations representing 32 nations
to produce banner artworks and parade them through the city. These banners were then displayed at National
Museum Liverpool’s Martin Luther King building in Liverpool’s Albert Dock.
•
Soccerama – Symposium and Discursive Events – this was a symposium involving football, media and
academia holding conversations and debates over two evening about fundamental challenges facing football. In
addition, the role of football to support social change addressing homelessness, prejudice, foodbanks etc. was
discussed.
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• Green Screen Cinema: Community Cinema – Two challenging films, ‘Forbidden Games: The Justin Fashanu
Story’ and ‘Football Rebels’, were screened in the Isla Gladstone Conservatory in Stanley Park – bordered by
Goodison Park, Anfield – and Tranmere Rovers’ Prenton Park.
Football is increasingly being used as a cultural, social and economic strategy in the face of global competition
by many cities across the world. Liverpool has responded to a long period of relative economic adversity to
harness its football cultural assets and benefit from the globalisation of football (Giulianotti and Robertson,
2000). In the words of Evans and Norcliffe (2016: 229):
“The local cannot be separate from the global, since it is the local identity of clubs
that fascinates foreign audiences. Would Liverpool FC or Everton FC be as popular if
they were exactly the same as all the other teams? No. It is the specific football space
created in Merseyside that has contributed to the global following of those teams.
The football space of Liverpool is a social and cultural space that extends beyond its
economic value.”
Liverpool has harnessed its football culture and heritage to reinvent and rebuild itself with football becoming a
key ingredient of its new economy. Evans and Norcliffe (2016: 229) continued:
“In Liverpool, this organizing of football space is becoming critical because the sport
is no longer just an amusing pastime, but a key plank of the City’s economic base; it
is a city building itself for football. The importance of football then creates its own
space where, in Lefebvre’s (1991) framework, football is perceived, conceived, and
represented as vital to the city.”
Draft recommendation: Learn from the range of football events delivered by Liverpool’s
City of Culture anniversary celebrations to incorporate good practices in Sheffield.

Sheffield City of Culture and Heritage
The Department for Culture Media and Sport’s (2016) The Culture White Paper described how heritage tourism
accounted for 192 million heritage-motivated UK trips; contributed £26 billion to the economy, some 2% of GDP;
and supported 386,000 jobs. Moreover, international respondents to the Nation Brands Index (2009) survey
identified a range of cultural products associated with the UK including music, film, pop videos, sport, and
modern design. Furthermore, the International Passenger Survey revealed that almost 2 million visitors watched
or played sport during their visits, spending £2.3 billion and supporting 50,000 jobs (VisitBritain, 2010: 56).
Sheffield is strongly associated with all of these cultural areas.
Because of the importance of heritage tourism both the Department for Culture Media and Sport (2016) and
VisitBritain are working together to enhance the nation’s tourist and cultural offerings at national and local
levels. The DCMS (2016: 34) stressed that: “Greater local and national partnerships are necessary to develop
the role of culture in place-making. We will require national institutions to back local vision.”
The Culture White Paper showcased the North East Culture Partnership (2015) as an example of best practice
collaboration among cultural sectors. The Partnership which involves over 1,000 people and organisations from
business, culture, education, sport, tourism, twelve local authorities and five universities, charted its 15-year
vision in Case for Culture. In particular, the government encouraged stakeholders to have long-term, ambitious
and sustainable strategies which were integrated in local authorities’ plans. The Culture White Paper (2016: 34)
also stressed the need for national and local partners including:

135

Culture, Art and Football

• “Local government, which remains the largest funder of culture and which is most closely attuned to
local needs;
• Local Enterprise Partnerships, some of which have already put tourism, heritage and the creative
industries at the heart of their strategies;
• Universities, which not only have the care of important museum collections, but are major supporters of
culture and provide ground-breaking research on heritage protection and conservation.”
Sheffield was shortlisted for the 2013 UK City of Culture which was ultimately won by Derry / Londonderry.
The Sheffield bid declined to use the city’s unique football heritage even though football culture had been
successfully used by other cities such as Liverpool – 2008 European Capital of Culture (see case study above):
“Football is an integral part of the economic and cultural fabric of Liverpool…. In
reinventing itself, Liverpool has focused on cultural production as a means of securing
its future. And within culture, sport – specifically football – has become the key product
of this new economy” (Evans and Norcliffe, 2016: 223).
Sheffield was also unsuccessful in its bid to host the 2018 Great Exhibition of the North which was won by
Newcastle / Gateshead. Among the numerous events was 105+ db exhibition which was: “A new sonic artwork
about identity, place and participation, using the noise of crowds to question what it means to belong as
an individual and as a mass by capturing the 3D sound of football games and recreating the unique sonic
architectures in public spaces” (getnorth 2018). More recently, City Region Mayor, Dan Jarvis, has engaged
with a number of cultural industries and has expressed a desire for the city region to enter the 2025 UK City of
Culture.
Draft recommendation: Football heritage should be incorporated within the bid for the
2025 City of Culture
Sheffield’s Economic Strategy (Sheffield City Council, 2013: 7) emphasised the importance of:
“Unlocking the economic value of culture”
The recently formed Culture Collective can support this strategy. Likewise, Sheffield Culture Consortium (2017:
13) was established to champion the city’s creative industries; enhance cultural events in the city; and, bid for
additional funds. The Sheffield Culture Plan aims:
“To work with tourism and other agencies to give visitors and local people the best
possible experience when they take part in the cultural life of the city and achieve
additional national and international media profile for the city.”
In 2015, VisitBritain (2015) launched its three-year £40 million Discover England Fund which was designed to
deliver: “world-class English tourism products to the right customers at the right time.” Among the initiatives
supported by the fund was Adrenaline Fuelled City Breaks championed by Marketing Sheffield. The £500,000
grant was targeted at young European mountain bikers, cyclists and climbers who also wished to enjoy Sheffield’s
culture and nightlife. There is also much adrenaline generated during the excitement of football matches and
football might be connected to the other outdoor offerings promoted by the city. Also, during interviews,
an industry expert suggested that a small-scale documentary might be an effective means of popularizing
Sheffield’s football heritage.
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The Arts Council and Visit England (2017) developed their Cultural Destinations programme to encourage close
connections between the culture and tourism sectors. Cultural tourism was not defined and because the funding
came from the arts lottery the monies could only be used for arts-related activities. Sheffield’s Culture Consortium
was awarded c£150,000 as part of a bid to encourage cultural tourism and to support the programme’s aims of
repositioning culture and “reinvigorating an area’s visitor economy” (Arts Council Visit England, 2017: 4). The
‘Sheffield: Authentic, Independent, International’ project was believed necessary because a City Perceptions
Study identified a low perception of the city’s attractiveness, cultural buzz and authenticity in comparison to
other cities. Many of the objectives were also supported by Sheffield Chamber of Commerce and Industry’s
Visitor Economy Forum which has recognised the unexploited value of football heritage to the city.
There are many initiatives and funding applications made by numerous public bodies in the city, such as Sheffield
Culture Consortium and Welcome to Sheffield, which do not appear to be using the unique selling proposition
(USP) of our football heritage to enhance their bids.
Draft recommendation: Incorporate Sheffield’s USP of football heritage to make funding
bids which are distinctive and differentiate Sheffield from the crowd.

Conclusion
In this chapter, we have seen that defining culture is difficult because it incorporates so many dimensions of human
life. What is clear is that football heritage is clearly located within the boundaries of culture and incorporates
music, art, literature, sculpture etc. and that Sheffield possesses a unique football heritage which can be used to
distinguish and differentiate it from the many thousands of other cities seeking marketing opportunities, tourists
and inward investment.
Rather than diluting the positive contributions culture and sport deliver to society, the two areas should be
more closely connected because they frequently cross-over and, when combined, they can have a far greater
impact. Sheffield City Council’s Corporate Plan 2015-2018 (2015b: 21) integrated the two areas by highlighting
the “Distinctive cultural and sporting assets” and stressed that: “We want to celebrate the distinctive things
Sheffield has to offer. Our cultural and leisure assets help to make Sheffield unique within the City Region and
beyond.”
At the national level, a Department for Culture Media and Sport report (Fujiwara et al, 2015: 8) observed:
“The culture and sports sectors play a key role in generating benefits for society… we
showed that engagement in culture and sports is positively associated with increases
in wellbeing, improvements in health, improved educational and economic prospects
and higher levels of positive civic participation.”
We have also seen that VisitBritain and the Department for Culture Media and Sport, through The Culture White
Paper, are strongly supportive of initiatives which build and invest in local assets:
“Each one of our communities has been shaped by a unique combination of landscapes
and architecture, traditions and festivals, artisans and artists. We want more local
leaders to grasp the potential of culture to achieve their vision for their community,
and to put culture at the forefront of their strategies” (DCMS, 2016: 30).
Draft recommendation: Integrate culture and sport (including football) to make Sheffield
‘stronger together.’
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Chapter 7
Community, Education, Health,
Wellbeing and Football
“Sport is the hidden social worker in all our communities. It can reach places that very few things can.”
Lord Sebastian Coe (McEvoy, 2010)
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Introduction
The book Sport in the City (Gratton and Henry, 2001) identified twelve social benefits of sport and similar ones
have also been recognised by many governments and non-profit organizations including: Clearing House for
Sport (Australia), ParticipAction (Canada), UNICEF (global), Department for Culture Media and Sport (UK),
Sport and Development (global), Sport England, and the Department of Local Government, Sport and Cultural
Industries (Australia). UNICEF (2019) also provided a list of benefits which are associated with play and sport:

•
•
•
•

“Sport is a powerful social tool, bringing together people from different ethnic, cultural, religious, linguistic
and socio-economic backgrounds.
Sport plays an important role in improving physical and mental health, and fostering active citizenship and
social inclusion.
Sport is a good entry-point for the promotion of life skills-based education and healthy lifestyles, including
the values of physical fitness, proper nutrition and how to make choices that positively impact health.
There is evidence that sport and play enhance child development and learning and encourage better
academic performance.”

The importance of sport, play and culture has also be enshrined in Article 31 of the United Nations Convention
on the Rights of the Child (UNICEF, 1990) which stated:
“1. States parties recognize the right of the child to rest and leisure, to engage in play and recreational activities
appropriate to the age of the child and to participate freely in cultural life and the arts.
2. States Parties shall respect and promote the right of the child to participate fully in cultural and artistic life
and shall encourage the provision of appropriate and equal opportunities for cultural, artistic, recreational and
leisure activity.”
Not only is sport enjoyable in itself it also has numerous other benefits to health and wellbeing which provide
a positive contribution to the economy. Research conducted by Sheffield Hallam University’s Sport Industry
Research Centre found that for each £1 spent on sport there was return of £1.91 (Davies et al, 2016). The benefits
included reductions in coronary heart disease, breast cancer, colon cancer, Type 2 diabetes, risk of dementia, and
crime. Also, sport improved health, education performance, human capital, and wellbeing. The government’s
School Sport and Activity Action Plan (Department for Education, 2019: 4) acknowledges the widespread
benefits of sport on health, wellbeing and education and stated:
“The importance of daily physical activity has been known for decades, but the challenge we face in a world of
fast food and sedentary screentime has never been greater. One-third of children are overweight or obese by
the time they leave primary school.”
Sheffield Hallam University also produced A Review of the Social Impacts of Culture and Sport (Taylor et al, 2015)
for the Department for Culture, Media and Sport, Arts Council England, English Heritage and Sport England. This
detailed analysis was summarised in a diagram which has been adapted to highlight the impact of football and
is presented below in Figure 7.1.
This chapter is divided into three main areas; community, education, health and wellbeing. In particular it will
discuss:
• The four main benefits of sport and culture: health, reduction in crime, education performance, and social
capital.
• How Sheffield can increase the use of football to improve health, enhance educational performance, reduce
crime and increase social capital and community.
• Include comments from interviews held with stakeholders and football industry experts.
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Figure 7.1: The Social and Cultural Impact of Football (adapted from Taylor et al, 2015: 19)
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Community
“Father, son and clerk join up
To talk about the football cup.”

John Betjeman, The City

Football and sport can be powerful tools to create community, unite rival groups, and overcome political and
social problems. These benefits are partly attributed to football’s unique ability to be both consumed and
produced by people, which innately garners a sense of pride and belonging. (Stone, 2007; Bernache-Assollant,
Bouchet, Auvergne, and Lacassange, 2011; Valeriano, 2014).
UNICEF and the UN Inter-agency task force on Sport for Development and Peace both used the benefits of sport
to support the United Nations Millennium Development Goals. Moreover, both the UN inter-agency task force on
Sport for Development and Peace and global non-profit Sport and Development emphasized that partnerships
and strategic alliances were paramount to achieving their goals. In other words, in order to see the full social
benefits that football can provide a society, governments, large and small business, charities, and sports clubs
etc. need to work together.
Draft recommendation: The various football stakeholders in Sheffield should coordinate
and work together to enhance community, culture, economy, education, health, tourism
and wellbeing.
The District Six Museum in Cape Town provides an excellent example of the benefits a football museum can
offer. Instead of positioning the museum like many sports museums or halls of fame that are purposed for
marketing or public relations, the District Six Museum demonstrated how football became a tool for equality
by focusing on how sports have benefited society (Rassool and Slade, 2013). Another example of a museum
promoting sport as a tool for equality is New Brunswick’s Firsts Exhibit in Canada, which displays how sport
broke barriers of colour, and inspired women (NBSHOF, 2018).
In Edmonton, Canada, the original outdoor National Hockey League Heritage Classic in 2003 provided another
unique example of the social benefits of sport heritage. The event aimed to replicate how hockey was originally
played outdoors on frozen ponds or lakes, which many Canadians consider uniquely Canadian. The game
reminded them of skating on outdoor rinks or ponds as children and demonstrated how sports heritage events
can inspire nostalgia and a sense of civic identity (Ramshaw and Hinch, 2006).
There are numerous other benefits of sport and football heritage being used for social benefits. For example,
when the National Football Museum was located in Preston, former MP Harry Cohen commented: “This museum
shows that sport, in this case football, can transcend racial and social boundaries to bring about a cohesive
community through its work with boys, girls and young Muslims” (Moore, 2008: 458). Additionally, Moore
(2008) concluded that the museum had a significant social impact on the city of Preston. These statements
highlight the noteworthy benefits that a football museum can have on a city.
Another significant application of football as a uniting force takes place annually at the Ashbourne Royal
Shrovetide Football matches in Derbyshire. These games have been played since Medieval times between two
teams, the Up’Ards and the Down’Ards, which attempt to ‘goal’ the ball at either Sturston Mill or Clifton Mill
which are some 4.8 km apart. Hundreds of people participate in the games which also attract sizeable numbers
of tourists and create a significant community identity (Azara, Wiltshier and Greatorex, 2018).
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To summarize the key findings a list of the social benefits of sport is provided below:

•
•
•
•
•
•
•
•
•
•

Unites individuals from different cultures, ethnicities, religions, genders, age groups and socioeconomic backgrounds.
Creates community identity.
Inspires and motivates individuals.
Creates alternatives for troubled youths.
Offers a sense of belonging.
Reduces crime.
Provides work/life balance.
Can be used as a tool to fight for social change.
Confronts homophobic, racist and sexiest behaviour.
Provides activities for people with learning disabilities.

Reduce Crime and Anti-Social Behaviour
In the USA, football has been used to reduce crime levels in the area where the LA riots happened. For example,
in 2012, the Head of the US Soccer Foundation (USSF), Ed Foster and George Wear, program director at
Brotherhood Crusade, investigated whether soccer could help Algin Sutton, a Los Angeles community renowned
for its gang violence. The two men partnered with the LA Galaxy Major League Soccer team to create a full-size
turf field and a free after-school soccer curriculum, called Soccer for Success (Carpenter, 2018). The programme
successfully stabilized a community divided by gang violence and has been positively implemented in other
underserved communities as well.
In the UK, Kickz, a national programme funded by the Premier League and police, was successfully used to
reduce anti-social behaviour in deprived areas. There were average reductions of 23% robbery, 13% criminal
damage, 8% anti-social behaviour, and 4% violence on the days when Kickz was running (McMahon and Belur,
2013). The social return on the Kickz investment was £7.35 for every £1 as a result of reduced crime (Sport
England, n.d.).
There are three main ways in which sport helps positively influence behaviour:

1. Sport can act as a diversion or distraction.
2. Sport can assist cognitive behavioural therapy.
3. Sport can work as a hook to attract young people to engage with other programmes designed to
assist them (Cryer, 2005).

Another illustration of the positive use of football is the Offender Learning Functional Skills Project which
involves the National Football Museum and Manchester College. The programme to develop reading and writing
skills is delivered in prisons within the North-West (Manchester City Council, 2013).

Case Study: Football Unites Racism Divides
Football Unites Racism Divides was established in 1995 by a group of Sheffield United supporters who were
concerned about racist abuse. Football Unites (2019) state:
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“We believe that football, as the world’s most popular game, can help bring people together
– people from different backgrounds, to play, watch and enjoy the game, and to break down
barriers created by ignorance or prejudice.
One of our key aims is to promote racial harmony, respect and understanding through utilizing
football’s tremendous potential for good.”

Since its foundation, FURD has been involved with multiple projects and campaigns around the areas of social
inclusion, community cohesion and anti-racist education. It was one of the founding members of Football
Against Racism in Europe (FARE) and contributes to the Kick-it-Out campaign.
Among its projects and activities are: coaching, tournaments and leagues which support numerous communities
and individuals including refugees and asylum seekers. In addition, FURD provides: StreetKick which is a portable
football game which can be transported to the heart of local communities; the Positive Futures scheme helps
marginalised young people avoid crime and drugs; and Soundkickers uses the power of music to engage people
of different backgrounds to join together.

U-Mix Centre
Numerous materials, displays and resources are available from Football Unites which is based at the U-Mix
Centre. The valuable work which Football Unites does has been recognised by numerous organisations including
being cited by UEFA (2003) as an example of “good practice.”
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Community and Sheffield’s Football Heritage
While the examples above have described the ways that sport or football can increase a community’s social
wellbeing, they are not necessarily about sport heritage and how it can be used for social benefits. Chapter
4 discusses the potential for Sheffield’s football heritage to contribute towards economic performance, and
football also supports the development of capital in other areas including society, community and culture. All
of these areas interact dynamically to create successful cities which provide for the well-being of their citizens.
“The growth that cities can achieve is strongly linked to their power to address social,
environmental and economic issues in a holistic manner, while making the most of future
opportunities” (iUrban, 2014: 4).
“The sustainable competitiveness of cities relies on the quality of the structural building
blocks or ‘capitals’ needed for long-term prosperity; knowledge/intellectual, economic,
social, environment and quality of life, infrastructure and accessibility, image and identity and
institutional” (iUrban, 2014: 5.
“We have a strong appreciation that sport goes beyond trophies/achievements and is an
important part of understanding social and cultural history” (National Museums, Liverpool, in
Reilly, 2012: 31).

A Stakeholder referenced Football for Peace and the Game for Grenfell Charity Football Match; both of which
have used football successfully as a tool to unite communities. Football for Peace (2019) was supported by the
United Nations Office on Sport for Development and Peace, and is: “A diplomatic sports movement that brings
people together and creates understanding through the beautiful game.”
This use of football for social purposes has a long history in Sheffield. The first recorded charity game was
held between Sheffield FC and Hallam FC on 28th December 1861 at the Hyde Park sports ground. More than
600 spectators attended and the funds raised from this charity benefit match supported the local hospital and
dispensary. On another occasion Sheffield and Hallam clubs donated the gate money from a game at Bramall
Lane to the Lancashire Relief Fund to support impoverished Lancashire cotton workers. A few years later they
donated the admission charges from a charity match to Sheffield Infirmary (Harvey, 2005).
Interviews with key stakeholders and industry experts confirmed the social power of sport in terms of uniting
diverse groups, reducing crime, and fostering a sense of city identity. One industry expert highlighted the social
benefits of sport best through the statement, “I believe sport is one of the most powerful tools to bring both
functioning and diverse groups together.”
The 1966 World Cup was offered by one stakeholder as an example of a past sporting event hosted in Sheffield
that united the community and fostered a sense of civic pride (Warwick, 2017). In a similar manner, the 1996
European Championships encouraged much camaraderie with Danish fans being particularly good-natured in
their following of their national team.
Sport and football heritage contribute towards developing a sense of connection, history and identity which are
important anchors for all people and especially young people. Joined up Heritage Sheffield (2017: 8) noted that:
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“There is a wealth of evidence at a national level demonstrating the strong case for investment
in heritage. This evidence shows that heritage is an issue which the vast majority of people care
about; which delivers social and cultural benefits; and is key to revitalising local environments
and stimulating local economies. This means that heritage is something which is an important
part of a tourism offer of a major city like Sheffield, but also an intimate part of the civic pride
felt by local residents and communities in the city’s many neighbourhoods.”
“Sport can act as an important legacy for individuals, regions and nations. Perhaps few other
links to the past are as passionately expressed as those for sport and its heritage. Fans identify
with the past of their team, even if that past does not exist in their living memory, while others
see sport as a continuity of a national, regional or personal legacy and identity” (Ramshaw and
Gammon, 2005: 232).
Premier League clubs also play an important role in their communities. The clubs employ 2,150 people to work
in their local communities, and the Premier League supports the 72 League Clubs and 68 National League clubs
to provide community programmes. In 2016/17, 500,000 young people participated in Premier League activities
with 38% being female and 26% BAME (Ernst and Young, 2019).
The Football Foundation (2018) is the UK’s largest sports charity and is supported by the Premier League,
Football Association and the Department for Culture Media and Sport. Its mission is: “To support the long-term
growth of football participation by enhancing the quality of the experience at the grassroots level, across all
regions of the country and all sectors of society.” Since 2000, it has awarded £1.3 billion in grants to a range of
organisations and projects (Football Foundation, 2019).
The Football Foundation (2018) has three funding streams:
• Single Site Investments – standalone facilities for local authorities, schools and grassroots clubs.
• Parklife ‘City Hub’ Programme – financially sustainable sites with three or more 3rd generation artificial
football pitches with changing facilities etc. (see Sheffield’s St George’s section in Chapter 2)
• Premier League Club Hubs – support community activities which include activities in addition to sports
involvement.
Much of the investment by the Football Foundation has an impact on local economies; one study identified
the multiplier effect identifying that for every £1 spent an additional £1.53 was delivered in the wider economy
(Centre for Economics and Business Research, 2013).

Parklife St George’s Graves Centre
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Football and Community and Identity
“[Football] …turned you into a member of a new community, all brothers together for an hour
and a half, for not only had you escaped from the clanking machinery of this lesser life, from
work, wages, rent, doles, sick pay, insurance cards, nagging wives, ailing children, bad bosses,
idle workmen, but you had escaped with most of your mates and your neighbours, with half the
town, and there you were, cheering together, thumping one another on the shoulders, swopping
judgements like lords of the earth, having pushed your way through a turnstile into another and
altogether more splendid kind of life, hurtling with Conflict and yet passionate and beautiful in
its Art. Moreover, it offered you more than a shilling’s worth of material for talk during the rest
of the week. A man who had missed the last home match of ‘t’United’ had to enter social life on
tiptoe in Bruddersford.”
J. B. Priestley, The Good Companions, 1929
Both culture and sport provide a range of positive contributions to society and should be aligned to deliver a
greater impact. A Department for Culture Media and Sport report (Fujiwara, 2015: 8) observed:
“The culture and sports sectors play a key role in generating benefits for society… we showed
that engagement in culture and sports is positively associated with increases in wellbeing,
improvements in health, improved educational and economic prospects and higher levels of
positive civic participation.”
The State of Sheffield 2018 report (Sheffield City Partnership Board, 2018: 98) described multiple strengths
which Sheffield possesses and stated:
“Sheffield’s strong and vibrant community infrastructure has long been recognised as one of
our greatest assets and this report has highlighted the strength and depth of our voluntary
and community sector in particular, and the contribution it makes to individuals and families,
to community resilience and wellbeing, as well as the important economic value it has for the
city as a whole.”
The State of Sheffield 2018 report also drew upon findings from the Grant Thornton Vibrant Economy index to
show that Sheffield is more successful than other large cities along a number of dimensions including “community,
trust and belonging.” Grant Thornton (2018) expanded on this area and noted that: “Vibrant communities have a
lively and creative cultural life, and a clear identity that all its people are proud of.”

Draft recommendation: The citizens of Sheffield are proud of their city and its identity
and this can be improved further through the use of football heritage to communicate,
engage and enhance the sense of belonging and place.
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Stakeholder and Industry Expert Interviews
Interviews were held with a range of stakeholders and football industry experts in Sheffield and below are some
of the comments and suggestions they made with regard to community:
• “There are programs for 14-18 girls that are trying to help with antisocial behaviour. The aim is to get the girls
off the streets and involved in organized sport.”
• “Oxford and Cambridge play heritage games that are very popular.”
• “Football is significant for new arrivals because it is such a popular sport globally and I think it would be a bit
of a wow for the new arrivals to find out that Sheffield is where football started. Why can’t we have new arrivals
or refugees involved in a football programme that is linked to the football heritage.”
• “People don’t seem to care about Sheffield steel anymore. Football is popular around the world. Why aren’t
we saying something about it?”
• “It would benefit Sheffield socially and economically. It’s already understood that sport can bridge, build
and improve certain aspects of society. Sheffield is a very inclusive community and another ‘Sheffield story’
is what will propel the city forward, giving it another hook by which to promote the city. Sheffield is great at
promoting itself when they know what we’re promoting. When Sheffield has a collective cause, everyone will
come together and get involved in some respect. Currently, city dwellers know all about their steel heritage, but
nothing about their sporting heritage. So we even lack word of mouth at this stage. It gives us another identity
that isn’t just steel and would help the city to no longer be pigeon holed in manufacturing.”
•
“I believe sport is one of the most powerful tools to bring both functioning and adverse groups together.
If we look to history, we see many examples of this - the Christmas Truce in 1914 is possibly my favourite to
imagine.”
•
“As a marketing professional who’s dedicated his career to studying and implementing campaigns to shift
human behaviour I’ve learned we react and remember experiences above all else. I’d focus on two questions:
1, How does this incredible heritage of Sheffield manifest itself in a way that will shift hearts and minds of its
community? and 2, How do you sustain this feeling over time?”
•
“I am aware of the use of football specifically in rehabilitation of offenders and drug rehab programmes. In
Glasgow there are several football teams of ex heroin addicts who play in local leagues.”
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Education and Football
“The physiological processes that occur during exercise are related to increased capacity for
learning, more energy and better concentration.”
Sport and Recreation Alliance (Cox, 2012: 109)
There is growing research evidence that sport has positive benefits on learning and education. For example,
participation in school sports may increase students’ Learning Certificate grades in Ireland (Bradley, Keane
and Crawford, 2013). Another study suggested that physical education and school sport can benefit students’
physical, social, affective and cognitive skills. There was also credible evidence of a positive correlation between
physical activity, concentration and improved academic performance in children (Bailey et al, 2009).
A meta-analysis of the impact of sport concluded that physical activity improved young people’s mathematics
by 21%, reading by 13%, composite scores by 28%, and classroom behaviour by 77% (Alvarez-Bueno et al.,
2017). The study’s systematic review also found 18 studies that highlighted the effect of physical activity on
mathematical skills, 13 of which showed a positive correlation between physical activity and test scores (AlvarezBueno et al., 2017).

Brendan Ingle quote

The UK Culture and Sport Evidence Programme suggested that student participation in sport can increase
numerical test scores by an average of 8% over non-participants (Newman et al, 2010). Participation of
underachieving young people in sports-related activities was also shown to improve test scores by 29% over
non-participants (Marsh et al., 2010). Similarly, the Australian Department of Local Government, Sport and
Culture Industries reported that students who took part in sport attained higher grade point averages, saw
significant improvements in math scores, and had improved reading comprehension (Government of Western
Australia, 2018).
Sport and football not only enhance learning, they can also engage young people for whom education is difficult.
For example, the National Football Museum ran a ‘Footy Plus’ programme for young people not in education,
employment or training (NEET) to teach them functional maths skills (Manchester City Council, 2013).
Sporting heritage can also motivate under-achieving students when taught in a school curriculum. The Sport
and Museums Network (2014) provided examples of troubled students that have found role models through
learning about sport history and heritage. It also described how sport heritage can be utilized to teach broader
aspects of social and cultural history through cross-curricular learning. Similar cross-curriculum learning through
sports heritage has also been taught in Canada. The Aurora Sports Hall of Fame has provided educators with
a comprehensive list of sports history resources designed to follow the Ontario curriculum for grades 1-8. Their
website provides sports heritage lesson ideas for geography, history, physical education, art, math, social studies
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Although sport has often been considered an extra-curricular activity, adding sport to the curriculum has been
shown to improve concentration and academic performance, which demonstrates the tremendous value of
sport for education.
‘Place based learning’ is becoming increasingly important to museums and Sheffield’s football heritage provides
a vehicle for engaging multiple communities which often do not get involved with traditional provision. An Arts
Council England (2016 : 43) report stated that:
“Good schools have always developed a relationship with people, places and heritage sites
in their immediate locality. But initiatives such as the Royal Society of Arts’ Area-based
Curriculum and the Heritage Schools programme run by English Heritage/Historic England
have given additional impetus to curriculum models that promote civic awareness and a sense
of place.”
“Proposals in the government’s recent Culture White Paper for Heritage Action Zones, a new
Great Place scheme and a Cultural Citizens Programme, based in areas of high deprivation
and low engagement, are likely to mean that place-based learning assumes a new importance
in years to come. Museums must be encouraged to seize the opportunities offered by Local
Cultural Education Partnerships to explore this agenda with other organisations in the arts and
heritage sector.”
Draft recommendation: Based on recommendations in the Culture White Paper,
support Museums Sheffield to provide learning and resources for all learners especially
those from disadvantaged backgrounds and those who do not engage with traditional
cultural activities.
Draft recommendation: A National Curriculum pack for all subjects using football as the
key underpinning theme and which would be developed by teachers, schoolchildren
and historians.
The use of Sheffield’s football heritage for educational benefit was met with a largely positive response by
interviewees. Many pointed to the benefit of including Sheffield’s sport heritage in the curriculum as a means
to engage students. One stakeholder expressed that: “It is a trigger point of interest for people” and that
its multidisciplinary applications should be implemented at “different levels from young children to university
students.” He added that different aspects of Sheffield’s football heritage could be utilized to engage students
in history, business studies, technology, physics and mathematics. For example, how can Beckham curve a
football? What has changed in the balls technology in the last 150 years and what foundations of physics are
behind getting the ball to curve?”
Cross-curricular learning through football was also mentioned by other stakeholders who stated, “There is
something in there for all kids. I don’t believe that there is any area of the curriculum that can’t be used as a
means of access.” Additionally, a football industry expert noted the use of sport in the Right to Play organization
which strives to engage underprivileged youth. The programme utilizes sport to teach numeracy, literacy,
hygiene, teamwork and cooperation, which validated football’s multi-dimensional potentials.
An important benefit of youth participation in sport was highlighted by another stakeholder. She mentioned
key life skills that playing football teaches youth, such as communication skills, how to form, build and maintain
relationships, and how to work as part of a team. Research into youth programmes found a positive correlation
between playing sports and improving moral values and social and communication skills. One of the earliest
researchers on the subject, Plato stated, “The moral value of exercises and sports far outweigh the physical
value.” (cited in Cubberley, 1920, p. 46).
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One stakeholder noted that while sport is included in the national curriculum, it suffers from poor facilities and
funding in the public sector, which hinders its educational benefits. Beyond youth curriculum, the stakeholder
suggested that Sheffield has an opportunity and need for a football medicine centre for elite and amateur
athletes. While 20 sports medicine training posts exist in London, there is only one spot in Sheffield. As the
‘Home of Football’, Sheffield has the potential to become an elite training centre, especially for football.
A stakeholder and a football industry expert both felt that Sheffield should create a website with the primary
goal of educating people around the world about Sheffield’s football history. Although www.homeoffootball.net
already exists, both interviewees felt that either more information needed to be added to the current website
or that an additional website should be created that provides educational lessons related to Sheffield’s football
heritage.
The National Football Museum has illustrated the wide range of opportunities football provides for delivering
educational and cultural programmes:
•
•
•
•
•
•

A public lecture series.
Women’s Football - gallery tour for International Women’s Day
The Body and Performance – an exploration for Science Week
Manchester College Student Fashion Show
Royal Northern College of Music Anniversary concert on a football theme
Football as a Religion unit for Key Stage 3 or 4 pupils (Manchester City Council, 2013)

The Football Archive: Education, Exhibition
and Research Centre
As we have seen from the Harry Langton football collection example (Chapter 6), Britain has a weak record in
preserving its footballing paper treasures. In 2011, Sotherby’s auctioned Sheffield FC’s archive to an anonymous
bidder for £881,250. Subsequently, the Department for Culture, Media and Sport declined an export license
because of the valuable cultural heritage contained in the documents. The Sheffield Home of Football project
would like to create a permanent home for some collections held by members of the public and researchers to
discover more about their country’s priceless football heritage. This would complement existing resources.
This education and research centre would be dedicated to helping every child, fan, player, volunteer, historian,
etc. learn more about the game, understand it more, and enjoy it more. As well as display and research it is
intended to digitise these artefacts, so that the items can be viewed worldwide, as well as physically in Sheffield.
The football paper treasures resource would be at the heart of the project, but we anticipate in the medium term
it would also become a centre to exhibit Sheffield’s physical football treasures, celebrating its contribution to the
development of the modern game. This core display would be augmented by regular themed football history
displays timetabled throughout the year. It can also act as place to buy merchandise and tickets etc. for all the
main clubs in the city.
Our long-term goal is to help students, teachers and parents to use the culture of the game in their curricula;
we would offer school field trips to the centre and connect to thousands of classrooms internationally through
the use of our website. We would begin the project by asking local schools to ask their pupils to record their
family’s football history. Did their grandmother play in goal during the summer holidays? Did your dad or your
sister play for the school team? Do you or a family member own a football scrapbook charting your passion for
a local football club. All submissions would be digitised and form the basis of a planned children’s book on the
history of Sheffield football.
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The Football Archive: Education, Exhibition and Research Centre in Sheffield might be housed in the existing
Central Sheffield Library in repurposed rooms or a stand-alone centre.
Draft recommendation: Establish The Football Archive: Education, Exhibition and
Research Centre in Sheffield.
Draft Recommendation: Build the www.homeoffootball.net website to incorporate more
learning materials etc.

The Visibility of Educational Institutions
Student recruiter: “Do you know where Sheffield is located?
Prospective international student: No!
Student recruiter: Do you know Manchester,
Prospective international student: Yes!
Student recruiter: Sheffield is east of Manchester.”
Prospective international student: Oh!

The above quotation illustrates the challenge student recruiters face at international study fairs where many
different universities are competing to register students. Although Sheffield universities have well-earned
reputations, their visibility to potential students is relatively restricted. When the university recruiter above
explained that Sheffield was the home of football, the level of interest and engagement by prospective students
increased substantially.
The impact of the Premier League broadcasting overseas is exceptional with it being screened in 175 countries
and this widespread appeal has been used by VisitBritain with its ‘Football is GREAT’ marketing campaign.
Significantly, cities which do not have clubs playing in the Premier League were considered by some prospective
students in South America as being inferior and less significant than those which do. For example, Burnley,
Bournemouth and Huddersfield with teams in the Premiership received much more media coverage and visibility
than Sheffield when it had two clubs in the Championship. The impact on student recruitment was highlighted
when Swansea City FC were promoted to the Premier League resulting in a surge in student applications (BBC,
2013).
An evaluation of the Arts Council / VisitEngland (2017: 44) Cultural Destinations programme for Sheffield
identified that the importance of the involvement of the two universities in the programme: “Their take is that
if Sheffield is exciting it will help them attract the best students and staff.” Football and its heritage help make
Sheffield an exciting place to visit.
The promotion of Sheffield United to the Premier League will substantially increase the prominence of the city
overseas and overcome the first hurdle in marketing’s attention – interest – desire – action sequence. At the
promotion celebrations at the Town Hall, Kevin McCabe (2019), chairman of Sheffield United, stressed the need
to use football to build “the profile of the city.”
In an investigation of destination marketing in Sheffield:
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“A marketing manager highlights that “what the University
struggles with is the fact that no-one particularly
internationally...knows where Sheffield is... because it hasn’t
got the identity that Manchester’s got, because it has two
football teams in Manchester... Liverpool is always well
known because of the Beatles...so we haven’t got that big
heritage that people recognise” (Henninger et al, 2016: 291).
The value of football to student recruitment, among other factors, was stressed by Tim Newns, CEO of MIDAS,
Manchester’s inward investment agency who stated:
“The Manchester Clubs are one of, if not our most significant
brand ambassadors and therefore a vital element of city
promotion as we look to create positive perceptions of
Manchester as a place to live, study, visit and invest” (Ernst
and Young, 2019: 9).
It is evident that successful destination brands use their tangible and intangible resources effectively. It is not
just about attracting students for a few years study, students become brand ambassadors during and after their
study. Researchers Morgan, Pritchard and Pride, (2011:10-11) pinpointed that:
“Creative destinations are those which find bottom-up,
inclusive ways of enhancing and sustaining their reputation,
taking advantage of the events economy, harnessing popular
culture and digital platforms, delivering unique individual
experiences and employing the testimonies of residents,
tourists, investors, and students as place ambassadors.”

The power of the FA Cup and Youdan Cup to inspire
international students
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Harnessing Sheffield’s Football Heritage
Joined up Heritage Sheffield (2017: 4) described a vision for the city which:
• “understands and celebrates its heritage,
• values and cares for the historic environment,
• utilises the potential of heritage to deliver economic benefits,
• and champions the educational value of heritage as a resource for learning about our past, and shaping the
city’s future.”
Among the multiple uses of Sheffield’s football heritage, education is a particularly appealing one because
of the many ways in which football can be incorporated within the curriculum. Some of the stakeholder and
industry expert quotations below point to a variety of applications.

Case Study: Home of Football HLF Project
In 2013, a football competition was held at Hallam FC’s Sandygate ground using the 1858 Sheffield Rules. It was
supported and organised by Hallam FC, Sheffield FC, Sheffield and Hallamshire FA, Sheffield United FC, and
Sheffield Wednesday FC and involved two boys teams and two girls teams representing All Saints, Forge Valley,
Handsworth Grange and Westfield secondary schools.

Historian Michael Wood at Sandygate
The project was sponsored by the Heritage Lottery Fund and the medals and trophies, which had been designed
and produced by All Saints students, were distributed by Michael Wood, the historian. A video was made of the
event and this can be viewed on You Tube,
The project was hugely successful with pupils visiting and experiencing the various football grounds and being
educated by football historians. Before and after, the pupils undertook research, wrote projects and designed
art work. Football shirts were commissioned specially for the event and pupils and staff dressed in Victorian
style flat caps and top hats. The games were umpired by former Premier League referee Uriah Rennie with two
on-field pupil referees.
The event attracted major media attention with articles in many national newspapers, and TV coverage from the
BBC, ITV News at Ten, Calendar, and Sky. The level of interest illustrates the potential which can be achieved with
a regular series of events. More details can be found at: www.homeoffootball.net
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Stakeholder and Industry Expert Interviews
Interviews were held with a range of stakeholders and football industry experts in Sheffield and below are some
of the comments and suggestions they made with regard to education:
• “Sheffield’s football heritage ties in with a lot of other Sheffield history and should be included in the
curriculum.”
•

“On a personal level I would have loved to have learned about football heritage in school.”

• “Hallam FC was called the Countrymen and there is a photograph of them in 1912. What we think is that a lot
of the those men would have fought in the WW1. We need to look into this more. A lot of these men wouldn’t
have come home because Sheffield’s regiment was involved in The Battle of the Somme. What a fascinating
subject that children could learn about in school. It would be a great project that involves football and the First
World War.”

WW1 Reconciliation, St George’s Park
•

“There should be a book or brochure for schools which demonstrates all that Sheffield has accomplished.”

• “A museum in Sheffield would attract primary, secondary [schools] and fitness professionals and everything
within the game of football can indirectly educate children with communication skills, how to form, build and
maintain relationships, how to work as part of a team, fitness, health and wellbeing, whilst helping bridge the
ethnic and economic gaps within society.”
• “Our Tournament also created an off-shoot Primary Schools Competition across South Yorkshire...one which
if invested in, could be taken across the UK.”
• “I think that football should be included in the curriculum. There is something in there for all kids. A lot of the
reading that I have done lately demonstrates that often football is just seen as a man’s sport but it shouldn’t be.
It caters to both men and women and the history, geography, math and the physical educational aspects can
cater to everyone.”
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• “Sheffield could easily create some material about its football history that could be distributed worldwide on
the internet.”
• “I don’t believe that there is any area of the curriculum which can’t use football / sport as a means of access.”
• “Sport should be a major part of the school curriculum and is part of the ‘national curriculum.’ While this is
laudable, school sport in the UK suffers from relatively poor facilities and funding (in the public sector at least )
and there are some anomalies – Cricket is on the curriculum so I see children playing this summer sport in the
snow in January to fit the legal requirements of the national curriculum.”
•

“Sport has the benefits of health, rules adherence, turn taking and comradeship but needs to be inclusive.”

• “The football academies – admittedly elite institutions play mostly small sided games 4 v 4 and 6 v 6 until
the age of 11 to increase involvement but schools seem slow to adopt this fairly obvious change. Sheffield history
is taught in school – pupils learn of the city’s industrial heritage and the Blitz. I think projects to include football
heritage would be well received especially if this involved local visits and practical applications.”
•

“Younger children could play a match in kit of the 1850s for example.”

• “Sheffield has two major universities and a total of 50000+ students. A football heritage programme could
include sponsorship of students- especially from less privileged backgrounds (the medical school has such a
programme in place). For general undergraduates a degree in football history BA might appeal.”
• “Using football heritage as a ‘banner’ Sheffield might set up a football medicine centre to cater for elite and
non-elite athletes. There is currently only 1 sports medicine consultant in the city and one place on a training
post approx. 20 in London).”
• “Right to Play is an organization that I have worked with that uses sport in poor countries to engage children.
Then we can teach them other things such as numeracy, literacy, proper health and hygiene. We developed
modules incorporating football in the curriculum. They would learn math, teamwork, cooperation and many
other life skills. The results of the programme were highly effective. We think this is because by using football
we gave them something they can relate to and something that is relevant.”
•
“It may want to develop a website so that it is easily transferable that incorporates its football heritage in a
variety of different subjects.”
•
“I would argue that the biggest hurdle for educators today is student apathy. Youth are quite simply
overwhelmed by information and advertising, which has made them apathetic towards most topics. The key to
getting children excited about learning is to speak to them on their own terms and I can’t think of a better way
to do that in the UK specifically than by incorporating football into the curriculum. However, I don’t think it’s as
easy as plugging in football topics into math questions. Again, I see a documentary film as a gateway to getting
children of all ages excited about learning and proud of their city’s heritage.”

Draft Recommendation: Work with the ‘Professional Footballers Association’ to develop
player involvement in community initiatives across the Corporate Social Responsibility
agenda in education, health, social inclusion and equality. Encouraging talks from former
players to Sheffield schools to awaken their interest in the history of football.
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Health, Wellbeing and Football
“All that I know most surely about morality and obligations,
I owe to football.”
Albert Camus novelist and Nobel prize winner
Sheffield has a population of approximately 570,000 and ranks among the 20% most deprived districts in
England with this deprivation impacting on the health of its citizens. The picture in Sheffield varies; for example,
life expectancy between the most deprived and least deprived areas in the city differs by 9.9 years for men and
8.6 years for women. Earlier in life, over 20% of Year 6 children are classified as obese and on a number of other
health indicators Sheffield tends to score below average (Public Health England, 2018). In addition, levels of
physical activity could be higher and the health costs associated with inactivity in the city amount to £28 million
/ year (Copeland, 2015).
Health and wellbeing particularly benefit from involvement in sport and physical activity, and Sport England
(2019) has described a range of benefits from sport and physical activity which lead to healthier lives. These
include reducing the risk of: cancer, heart disease, musculoskeletal conditions, obesity, stroke, and type
2 diabetes. Increased physical activity can also enhance mental wellbeing by reducing: depression, anxiety,
psychological distress, and emotional disturbance.

Jessica Ennis Hill, Olympic gold medallist
There are also numerous research studies which have identified the beneficial impact of playing football on
health including:
• Reduce fat mass (Andersen et al., 2014; Bangsbo et al., 2014; Leach and Yates, 2008; Oja et al., 2015; Larsen
et al., 2015)
• Reduce blood pressure (hypertension) (Krustrup et al., 2013; Bangsbo et al., 2014)
• Positive effect on cardiovascular health (Andersen, et al., 2014; Hammami et al., 2017; Krustrup et al., 2013;
Oja et al., 2015;)
• Prevent, treat and rehabilitate type-2 diabetes (Bangsbo et al., 2014; Andersen et al., 2014)
• Improve muscular performance (Oja et al., 2015; Bangsbo et al., 2014)
• Treat mental illnesses (Mason and Holt, 2012; Mazzer and Rickwood, 2015)
• Improves bone mineral density (Bangsbo et al., 2014)
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Football can also assist the improvement of mental health and has been used across the world. For instance:
“The role of soccer, as an agent of rehabilitation [in Africa] of the traumatized and dispossessed and of a secure
and confident identity, at least to an extent, is good news.” (Mangan, 2000: vii)
Although heritage sites are generally considered intellectually stimulating, they can also be physically engaging
and beneficial to public health. For example, a Swedish project found that engaging people in the early stages
of dementia in cultural heritage improved their self-esteem, stimulated their memory, enhanced their wellbeing,
and may have slowed the progress of the disease (Borgstrom and Backstrom, 2011). This example is very similar
to Sporting Memories Network which uses sports reports, images and memorabilia to stimulate conversations
with elderly people. Sporting Memories also created the Memories Games, professional football games intended
to raise awareness for dementia (http://www.sportingmemoriesnetwork.com/).
The Sheffield Flourish League (formerly the Good Mood League) provides an opportunity for people who have
experienced mental ill health to play inclusive 11 v 11 games in a flexible format. There is also a South Yorkshire
Ability Counts League which is accessible for a variety of ages and skills levels. In addition, there has been a
steady growth in the number of older players taking up walking football.

Sheffield is fortunate to possess a wide range of opportunities
for improving mental and physical health including the
numerous parks, gardens, and Peak District National Park,
as well as the wide range of built facilities such as the leisure
centres, gyms, swimming pools, English Institute of Sport,
Ice Sheffield etc.
The provision of world-class sports facilities also
constructively impacts on other sectors of the community.
The Olympic Legacy Park, National Centre for Sport and
Exercise Medicine, Advanced Wellbeing Research Centre,
Centre for Child Health Technology, and the Orthopaedic
and Rehabilitation Research and Innovation Centre all
combine to create a critical mass of infrastructure which
builds employment opportunities and growth.

Brunsmeer

An example of organisations having synergistic potential
is that between the relocated headquarters of British Ice
Skating and HD Sports. The company builds upon Sheffield’s
steel industry, and owns the world-famous John Wilson iceskates which have been produced in the city for 300 years
and are used by multiple Olympic and World champions.
Similarly, staff at Sheffield Hallam University have researched
and demonstrated how sports engineering can impact on
performance and contribute to industry. This research centre
provides a foundational pillar of the Advanced Wellbeing
Research Centre.
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Sheffield Olympic Legacy Park is a London 2012 Olympic Legacy Project for health and wellbeing research
and learning. The four legacy themes from the 2012 London Olympic Games applied at Sheffield Olympic
Legacy Park are: sport, local community, environment and economic regeneration. These themes are also being
applied more widely across the city and football is similarly well-positioned to contribute to economy, tourism,
education, community, culture, heritage, health and wellbeing.

Engaging with Culture and Sport
One of the greatest health benefits of sport is its ability to reach inactive individuals and a number of key
components increase the chances of engaging inactive people in sport programmes. These components are:
targeted marketing to demonstrate sport can be fun and non-threatening; flexible program development and
implementation; sustainability planning; and frequent programme evaluations (Cavill, Richardson and Foster,
2012).
Sport England’s (2018) Active Lives: Children and Young People Survey conducted research into the extent to
which young people (aged 5 - 16) achieved the Chief Medical Officer’s guidelines of at least 60 minutes exercise
per day. The findings revealed that 32.9% undertake less than 30 minutes average / day; 23.9% are fairly active
and are between 30 - 59 minutes; 25.7% average 60+ minutes but not every day; and 17.5% do 60+ minutes /
day.
One example of engaging inactive people in football is Football Fitness (FF), which was established by the
Danish Football Association to raise the physical fitness levels in local communities. FF is played on small pitches
with a small number of players on each side. Evidence demonstrates that FF has greater health benefits than
weight training, control training, jogging and interval training (Bennike, Wikman and Ottese, 2014). This evidence
on the health benefits of small-sided football is validated by Krustrup (2017), who discovered that small-sided
football can improve learning, wellbeing and health for children and young people.
Another positive example is the FA-endorsed MAN v FAT Football programme which provides an excellent
example of a football programme providing health benefits. The 14-week programme involves 3,000 registered
players in 25 different leagues. Players weigh-in prior to each match and are given bonus goals depending on
how much weight they have lost since the previous match. They claim an impressive 95% of the players in their
leagues lose weight due to the physical activity and weight-loss incentive.
At the beginning of this chapter, we described the positive impacts of culture and sport on health, crime
reduction, education and social capital (community) (Taylor et al, 2015). So how do we encourage people to
engage with culture and sport? One major strategy is through marketing and in Chapter 3 on Tourism and
Destination Branding we discussed the marketing model of Attention – Interest – Desire – Action (AIDA) and the
important fact that if people do not know about the availability of products and services they will not purchase
or engage with them. Once their attention has been attracted through advertising and promotion the next step
is to get their interest, and then their desire to own or experience the product or service. The final step is to
achieve action by the consumer to buy or experience the product or service.
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In a similar way to the AIDA model, sport and culture also need to be marketed and promoted to encourage
people to engage. The Culture and Sport Evidence (CASE) (n.d.) programme developed a model to illustrate
how people: “…move between the states involved in the decision to engage in culture and sport, from total
disengagement (comprising being unaware, uninterested and unable to engage) to engagement.”

Figure 7.2: Culture and Sport Evidence model of
decision to engage in culture and sport (adapted)
(CASE, nd)

Case Study: Sheffield’s Move More
The Move More initiative is overseen by the Sheffield’s Health and Wellbeing Board and involves the NHS,
Sheffield City Council, Sheffield Chamber of Commerce, and Sheffield International Venues, both universities,
and the voluntary sector.
“Our Vision – Create a culture of physical activity”
Our Mission – Ensure that everyone (individuals, families and communities) living in Sheffield has the opportunity,
environment and human capital to be sufficiently physically active as part of their everyday life, to benefit their
health and wealth.” (Copeland, 2015: 8)
There are six outcomes targeted by Move More:
•
•
•
•
•
•

Empowered communities
Active environments
Active people and families
Activity as medicine
Active schools and active pupils
Active workplaces and an active workforce
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Sheffield has world-class expertise in health and wellbeing research and provision across its universities and
hospitals. It also has a long-standing partnership between a range of organisations including: universities,
NHS, Sheffield City Council, private and voluntary organisations. The involvement and engagement of so many
partners has enabled a coordinated strategy involving marketing and social media to successfully increase
physical activity and target the objective of making Sheffield the UK’s most active city by 2020.

Football and Education - Young people playing football at University of Sheffield

Draft Recommendation: : Engage with Move More and other initiatives to use football to
enhance health and wellbeing in the population. This might be through football exercise
trails and the enhancement of the Sheffield Home of Football walking trail app.

Stakeholder and Industry Expert Interviews
Interviews were held with a range of stakeholders and football industry experts in Sheffield and below are some
of the comments and suggestions which they made with regard to health and wellbeing:
• “Sheffield has reportedly the biggest junior football Sunday league in Europe. In my experience (10 years of
coaching age 7-18) there is a lack of opportunity for older athletes and a high dropout rate. A heritage project
to sponsor teams to play in the older age group would increase participation.”
• “There has been a recent expansion of “walking football” for the over 55 age group and this is very popular.
Again using the ‘home of football’ banner to promote this would be positive.”
•

“The walking tour app is great for health.”

• “Football isn’t just about playing the game. It’s about being becoming referees, people becoming
physiotherapists, getting into the management side of the game etc. Football improves physical and mental
health and wellbeing. The mental ability of training for football is very important.”
• “We would like to grow the amount of people participating in walking football for its physical and mental
benefits.”
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•

“I would also like to be involved in football for the blind. Its good fun.”

•

“There are also a lot of people that are deaf that enjoy being involved in the game.”

• “Promoting the city as the Home of Football would not have a direct effect on the health statistics of the City
generally. However, the businesses, events and activities that come with it would definitely help improve this.
Tournaments, including training and nutrition sessions (smaller local competitions also for schools and other
communities).”
• “Interactive and media-based productions will allow participation at all levels too. These can be done in
conjunction with the universities and local football clubs - incorporating trainee health professionals.”
•
“After the 1991 World Student Games there was a large increase in the amount of people exercising in
Sheffield. More people went to the gym and went swimming.”
•

“A lot of people are using 5 on 5 football to stay in shape.”

•

“We are trying to get more generations involved in football.”

•

“We are also getting a lot more girls involved in football which is tackling mental illness and obesity.”

•
“There has been a big rise in walking football which has obvious health benefits but we have seen even
bigger benefits for social and mental health.”

Conclusion
“Participating in sport can improve the quality of life of
individuals and communities, promote social inclusion,
improve health, counter anti-social behaviour, raise
individual self-esteem and confidence, and widen horizons.”
(sportscotland, Coalter, 2005, p7)
In this chapter we have seen how sport and football can contribute to a greater sense of
community and identity; encourage people to engage with education and training; and,
improve physical and mental health and wellbeing. Sheffield possesses a multitude of natural
environment resources, sports facilities, and organisations which can work in partnership
to set a world-class standard for the use of football and football heritage for economic and
societal advantage.
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