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Introduction
Globally, there has been considerable concern about sports management in the sports industry. The sports industry is simply the market in which the people, businesses, organizations, and activities involved in the production, facilitation, promotion, and the organization of any experience, activity, or enterprise that focuses on sports. A sport as any form of activity in sport sociology, recreation, and physical education denoting activities like hiking, basketball, and boating, among other activities. The sporting industry consists of various segments. The segments include sports tourism, sporting goods, sports apparel, and amateur participants in sports, professional sports, outdoor sports, sport marketing firms, sports sponsorship industry segment, and sports-governing bodies. Such segments allow the sports businesses to comprehend and target the precise groups which share the same behaviours and features. The essay seeks to critically analyze the sport marketing firms as a segment in the sports industry. 
Critical Analysis of Sport Marketing firms.
The sport marketing firms are the subdivision of the marketing sector that majorly focuses on promoting the sports teams and events and other products and services. Such firms regularly seek media rights for sporting activities and tournaments. 
Size and the scope of the industry
The estimation of the economic range in the sports industry present in the US.  Illustrating the variation of the data cause, then we must examine the size of the economy regardless of the sport partaking, the viewing of sports as well as the demand and the supply of the part taken by the sports market in the US (Kim & Kim, 2020). The estimate of the size of the sports industry that based to aggregate supply as well as aggregate demand that will range from the $73 to $44 in 2005, the involvement in the sports as well as opportunity cost that will be attended in sporting events that are significance which hard value and components of the sports industry.
Value of sports industry segment
This section defines and evaluates the global market in sports. The five-year value period from 2014 to 2018, as a historic value forecast. In the year 2018, the market industry recorded a value of $488.5 billion. This represented a collective growth rate of about 4.3%. This was in the year 2014. The firm's forecast in 2020 will be at 5.9%, which amounts to almost $614.1 billion. Growth history is reverted from the promising market expansion and speedy municipality. Determinants, which influence the growth of this industry, is due to the transition in climate and shortage of expertise (ISHIZAKA & MANO, 2010).
Major firms 
Majority of the sports industries related, including the league of the professionals that are the most of the industries to the sporting revolving around the world, American sports league of the sports that are the five to the list of the following, basketball, football, hockey, and soccer.  Most people participating in such activities earn so much income then they are, and the sponsors are the top income earners in the US.
Barriers to Entry
Many barriers are affecting the sports marketing firms in the sports industry under the mandate of developing and establishing sports activities in a particular industry. These barriers are both internal and external. Under the internal barriers, they are classified into management barriers, marketing policy, culture structure, strategic, and organizational structure. The external barriers affecting such firms include economic environment, competitor actions, market dynamics, technology changes, and socio-political factors affecting the sports industry (Zaharia & Kaburakis 2016).
Salary
GM's overall salary in the industry, for the spectators in the industry at the normal range, amounts to $112,200; this was evident by the United States BLS. Furthermore, GM's salaries level is still in the record of broad scope, about the industry, and the players. These salaries at experts’ level range between $500,000 and $3million and above. For example, the MLB personnel earns between $500,000 and $2million annually. This is evident by the fox sports. Consequently, the report published by NFL GM salaries is in a range of $1million to $3 million (Celik & Ince-Yenilmez, 2017).
Widespread
 Looking at how the sports firm is developing tremendously than the GPD of the state, there ought to enjoin clubs and organizations as one entity, and the management style in both firms is now mandatory for better development. Due to that, there are now pervasive opportunities in the industry of games administration duties, such as promotion and financial donors, sports websites, and generosity, and manage operational factors. In this perspective, therefore, there is upcoming need for senior managers who can join and contribute in terms of their different aptitudes for sports by using a primary tool for the potential success of the club and so do in the administrative roles (SHIMIZU et al., 2013).
Pertinent issues & Controversies
 That this is the issues that may come up and be somehow challenging in this sector, this may include the legal issue s or the legislation that will impact the segments, the aspect of the knowledge in broadcasting as the media for channelling, the aspect of global expansion, talk of financing activities to facilitate. The activities and this may be the aspect that includes both the finances and the debtor the leveraged activities (TAKAHASHI, 2001). We can check on other staff like the general viability of the sub-segment, the fan spirit, the attendance issues, and the divergence of the sub-segment developments and the relationship that exist in the segment if the pro sport determines it.
Personal strategy to break into the industry
Among the barrier to entry is that the sports industry is that it is a male-dominated industry, but this is neutralized such that a woman is participating in the industry by which they are given equal chances to participate, such that they are given the sub-segment as well participate in it, for example, they are given the task such as referee, linesman and other activities as employment in the industry.
Conclusion
Conclusively, the sports industry has played a significant role in the industry of recreation and entertainment. Sport marketing firms being one of the most significant segments in the sports industry has the mandate to ensure that sporting events and activities are well marketed to ensure the sporting business's success. The future outlook of the sport marketing firms is highly influenced by the emerging sports and technological advancements from the research. New sporting activities have occupied a significantly large portion of the market, disabling other sporting activities. Much emphasis should be made by the sporting management to incorporate the current trends to minimize competition in the market and make improvements in the sporting industry. The report has evaluated the sports marketing segment in the sports industry.
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