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Chapter 1

Sport Entrepreneurship: An Economic,
Social, and Sustainability Perspective
Vanessa Ratten

Abstract

Sport entrepreneurship is one of the newer forms of entrepreneurship but is
rapidly gaining popularity due to its ability to merge theory with practice. The
main difference between sport entrepreneurship and other forms of entrepre-
neurship is the incorporation of an interdisciplinary perspective. This means
unlike other forms of entrepreneurship that are either focused on financial or
nonfinancial aspects, sport entrepreneurship offers a unique hybrid conceptu-
alization of entrepreneurship that acknowledges the complexity of the global
economic environment. This chapter addresses the need for more research on
sport entrepreneurship to take a holistic approach to understanding its meaning
and application in business studies.

Keywords: Business; complexity; economics; entrepreneurship; environment;
finance; social entrepreneurship; sport; sustainability

Introduction
Sport entrepreneurship refers to any entrepreneurial activities that a sport entity is
involved with, including, but not limited to, the following: creating new firms,
exporting, licensing, patenting, and regional economic development (Ratten,
2011). The sport industry has not been typically studied in the mainstream
business management literature (Szymanski, Fitzsimmons, & Danis, 2019). This is
due to it sometimes being referred not as an industry but as a subsector of other
industries such as manufacturing and technology. The aim of this chapter is to
progress the research on sport entrepreneurship by taking a more holistic view.
This is needed in research and practice as there are many ways to foster sport
entrepreneurship, which can include: accelerators, business plans, competitions,
collaborative networks, and incubators. To encourage sport start-up activity, all
activities undertaken by sport entities need to stress commercialization outcomes.
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This involves efforts at creating spin-offs that have a more risker type of entre-
preneurship in terms of creating innovative firms that differ to traditional firms.
Some of these spin-offs have a third or social mission in terms of including a
sustainability goal. This is important in furthering environmental goals that are
tied into sustainable development initiatives.

There are seven main principles of sport businesses that have an entrepre-
neurial perspective (Ratten, 2019). First, the business objective is to leapfrog
competitors by acting in an entrepreneurial manner. This means the primary
focus is to solve a market problem such as education, environment, or technology.
This enables them to maximize their position in the marketplace by being at the
forefront of change. Second, the sport business is interested in economic, finan-
cial, and sustainable performance. This means that monetary considerations drive
decisions but there can also be secondary considerations in the form of govern-
ment intervention or regional development needs. This is due to many sport
businesses operating in both the amateur and professional worlds that mean both
social and financial considerations are paramount (Ratten, 2017). As there are
different types of sport businesses that can take a hybrid form, that combine
community with financial goals, there are multiple stakeholders that need to be
considered. Third, the time and investment taken in making decisions means that
some kind of entrepreneurial business planning is needed. This helps to bridge the
gap between the idea and practice of sport entrepreneurship. Fourth, the sport
business acknowledges that entrepreneurship is a dynamic process that changes
based on market trends. This means some care needs to be taken in terms of how
the sport business expands and the areas for improvement. Fifth, sport businesses
need to be conscious that entrepreneurship is a multifaceted phenomena that has
different meanings. This means that there should be some degree of sensitivity
with the type of sport entrepreneurship and the resources required to enable a
market transaction. Sixth, sport businesses need to recognize that entrepreneur-
ship can improve their competitive position in the marketplace. This requires
thinking in a strategic way about necessary steps to achieve market success.
Seventh, the process of sport entrepreneurship needs to be conducted with joy as it
is a fun and exciting time.

The idea that the knowledge originating in the sport industry can be innovative
led to the term sport entrepreneurship being used. Several factors have facilitated
the evolution of sport organizations toward an entrepreneurial orientation. The
past decade has enabled more mobile commerce services to be used in sport. Thus,
the idea of sport entrepreneurship has become associated with the concept of
sport innovation and technology because it identifies all activities undertaken
by sport organizations that involve some degree of novelty. The basic premise
behind sport entrepreneurship is that a wide range of innovative activity takes
place in sport and some of these activities can have commercial applications. This
means there is a need to embrace great variety in how sport entrepreneurship is
studied.

The purpose of this chapter is to stimulate new ideas for research on entre-
preneurship in sport in order to guide authors in developing better research that
takes a more progressive stance. To achieve this aim, the chapter reviews the main
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areas of research relevant to sport entrepreneurship. In each area the current state
of thinking is discussed, then promising areas of inquiry are highlighted. This
enables a set of integrated research areas on sport entrepreneurship to emerge that
require further exploration.

Theoretical Perspectives on Sport Entrepreneurship
Sport management research predominately explores entrepreneurship as having
the same process regardless of firm size (Ratten, 2012). This focus means entre-
preneurship is primarily considered as a competitive strategy and way to increase
performance. Theoretical perspectives on sport entrepreneurship can be catego-
rized into five mains subdiscourses: (1) creativity, (2) reflexive practice, (3)
problem-solving activity, (4) a way of reasoning, and (5) creation of meaning.
Each of these areas will now be discussed in terms of their theoretical roots and
foundation in the academic literature. Creativity involves doing something pre-
viously not considered in a sport context. This is important as the trying of new
approaches in terms of business activity is important in moving the overall sport
industry forward. Reflexive practice means thinking about how the entrepre-
neurship will affect the sport industry in terms of influencing performance out-
comes. Problem-solving activity means thinking about solutions to current issues
that are concerning the sport industry. A way of reasoning means thinking
through things in a more progressive manner that involves taking into account
feedback and suggestions. Creation of meaning involves focusing on how sport
entrepreneurship is conceived, managed, and monitored.

To implement entrepreneurship in a sport setting four main steps need to be
considered. Step 1 involves asking what are the entrepreneurship aims of the sport
business? This enables a conceptualization about the way entrepreneurship is
considered and how it will be integrated into the sport business. To explore these
aims, there needs to be an exploration about how entrepreneurship is configured
and managed. This involves some key ideas to emerge about the role entrepre-
neurship plays in sport. Some experimentation is needed in this process in order to
understand the interdependencies between different areas of the sport organiza-
tion in terms of entrepreneurship. It is proposed that there are numerous ways
entrepreneurship is conducted in sport so there needs to be an understanding of
possible entrepreneurship usages. This includes understanding whether entrepre-
neurship can destroy or create new opportunities. This means maximizing the
contribution of favorable environmental structures for entrepreneurship. For
example, sport organizations need to ask if they can create platform-based
business models to boost the use of entrepreneurship on multiple services.

Step 2 involves thinking about how a sport organization is dependent on
entrepreneurship. This involves identifying the dependencies arising from entre-
preneurial capabilities. There needs to be some consideration of the nature of the
interdependencies among entities in the sport industry. This will enable concepts
such as co-opetition in which firms compete and cooperate to be better under-
stood. Within the sport industry there are a lot of interdependent relationships
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that are needed due to government restrictions. This impacts the way sport is
viewed in society and enables public/private financing. In order to understand the
symbiosis in sport there should be a focus on the positives and negatives of the
interaction. The environmental context should also be examined to see how it is
affecting entrepreneurial behavior. This is due to dependencies being complex and
changing over time based on market need. Therefore, the alterations in the market
based on firm behavior need to be translated into entrepreneurial endeavors. This
enables the entrepreneurship to be managed in a better way and improves market
access.

By taking a closer look at relationships in the market it can help to identify
whether they have an entrepreneurial nature. Some relationships are based on
competition and the parties use the same resources. This means that there is a
constant interaction around timeliness of resource usage. In addition, there can be
mutualistic dependency where each firm is dependent on the other for resources.
This impacts the output of firms and whether they can grow into more global
businesses.

Step 3 involves assessing the way value is created in the market. To do this the
way value is built based on market interactions need to be assessed. This involves
mapping the system of value creation to explore potential synergies. This enables
other firms to create more positive value by searching for like-minded firms. As
value can be destroyed through negative relationships, the process of analyzing
value creation is important.

In order to understand the process of sport entrepreneurship, it can be useful to
ask who, what, where, why, and how the process emerges. From a who stand-
point, questions need to be asked about the type and role of stakeholders involved
in sport entrepreneurship. This means how does a group of people or entities
interact to create sport entrepreneurship. Some stakeholders will have more
power than others so this needs to be understood in terms of the collective
approach for sport entrepreneurship. In addition, the role of each stakeholder
should be assessed to understand how they support the entrepreneurship based on
resource or knowledge dissemination. The what process means asking about the
exact nature of the sport entrepreneurship in terms of whether it is taking a
tangible or intangible format. In the past, sport entrepreneurship was considered
more from a tangible standpoint in terms of new products such as clothing and
equipment. This has changed with digital technology taking more of an intangible
role.

The where process involves asking about the geographic area in which the
sport entrepreneurship takes place. Geographic position can help determine the
likely success of sport entrepreneurship. This is due to the impact of economic
policies on certain regional areas. Governments can help or hinder the process of
sport entrepreneurship due to tax incentives or funding arrangements. In addition,
some sports may be favored over others so it is important to consider the cultural
and societal influencers in a region. This will help in determining where a sport
venture should be located and the type of entrepreneurial environment required.

Some cities due to their emphasis on sport have more sport friendly policies
that encourage the establishment of sport businesses in their region. When this
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coincides with a high level of the population interacting in some way in sport it
can result in more demand for new sport services. The why process involves
asking the reasons behind the process of sport entrepreneurship. This can include
the rational or motivations of individuals involved in sport. For some, the love of
sport may be the instigator but for others it can be financial motives. The how
process involves understanding the reasons for entrepreneurship and how social
networks make this occur. This includes focusing on the entrepreneurial
ecosystem in terms of the impact social networks have on levels of technology
innovation.

Digital Technologies in Sport
The rapid usage of digital technologies in sport has reshaped the sport industry.
This is due to new consumption patterns emerging that integrate digital tech-
nology. New uses for technology for sport have emerged that have opened up
fascinating opportunities for sport entrepreneurs. Digital technologies are leading
to more flexible types of sport products and services. Rippa and Secundo (2019, p.
900) states “today’s digital technologies, such as social media, business analytics,
the internet of things, big data, advanced manufacturing, 3D printing, cloud and
cyber-solutions and MOOCs, permeate every private and public organisation.”
Sport organizations have become increasingly entrepreneurial, and over time the
impact of sport organizations on knowledge transfer is immense. Various activ-
ities like research collaboration, spin-offs, and incubators are the tools sport
organizations use to achieve their entrepreneurial goals. With the increased
acceptance of technology in sport has been the rise of sport entrepreneurship as an
important part of the global knowledge economy. An increase in sport technology
business such as patenting, start-up, and licensing agreements has been observed.

Digital technologies involve three main elements: artifacts, infrastructure, and
platforms (Nambisan, 2017). Digital artifacts are defined as “a digital component,
an application, or media content that is part of a new product (or service) and
offers a specific functionality or value to the end user” (Rippa & Secundo, 2019, p.
901). Increasingly digital artifacts are offered on mobile devices as a way to
increase interactivity with sport consumers. Thereby enabling the use of infor-
mation technology in a way that provides more individualization of sport services.
Digital infrastructure is defined as “the digital technology tools and systems that
offer communication, collaboration, and/or computing capabilities” (Rippa &
Secundo, 2019, p. 901). There is a need in society for digital sport services due to
increased usage of mobile communication. Thus, digitalization has significantly
impacted the sport industry as more services are provided in an online context.

In a digital context, sport entrepreneurship can be considered as a dynamic and
continuous process that comprises the following stages: (1) awareness of an idea,
(2) innovation disclosure, (3) intellectual property, (4) industry partnerships, and
(5) commercialization. Each of these stages enables an initial idea or thought to be
extended in order to finally reach the maturity stage. Most economic systems
delineate between profit maximizing businesses that focus on value creation or
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nonprofit organizations that are formed to solve social problems. However, some
businesses can be both profit maximizing and nonprofit in different environmental
contexts. Sport businesses often do this due to their mission incorporating a social
or community goal. Thus, it is important to define “sport entrepreneurship” due
to its role in creating socioeconomic change. However, this is a challenging task as
it is hard to differentiate between sport and nonsport entrepreneurship as both
forms are increasingly similar and there is interaction between them.

Conclusion: Future Knowledge Needed on Sport Entrepreneurship
Sport entrepreneurship has become more popular in several different types of
sport. Due to the simultaneous way it enables change through innovation, sport
organizations can add value to their processes, products, and services through
entrepreneurship. To do this there needs to be a “win-win” mentality that clearly
delineates the benefits of entrepreneurship. There are many different antecedents
of sport entrepreneurship that result from changing environmental conditions.

The decision to act in a different manner can trigger sport entrepreneurship.
This means sport organizations aim to increase their market share by improving
resource usage. As competitors can gain access to these resources, it is important
that sport organizations utilize their competitive advantage. This will enable them
to protect their brand image by increasing their overall competitiveness. Sport
organizations need to adopt an entrepreneurial strategy by defending their mar-
ketshare but also pursuing growth strategies. This enables them to keep their
existing products or services but find new opportunities. Sport organizations need
to be committed to entrepreneurship by fostering trust and mutual benefit among
their stakeholders. This will enable better expectations to emerge from the process
of sport entrepreneurship.

Since academic research on sport entrepreneurship is still emerging, this
chapter has sought to understand in more detail the intricacies of the process. The
antecedents and outcomes of sport entrepreneurship were discussed that reveal
entrepreneurship is a common strategy in the sport industry. More sport
organizations are investing in entrepreneurship by working together with stake-
holders in a collegial and proactive manner. This enables entrepreneurship to be
embraced by multiple stakeholders who can relate to the collective benefits of
cooperation. By exchanging know-how through entrepreneurship sport organi-
zations that are open-minded can further their innovation activities. To do this it
can help by gaining joint collaboration through shared experiences.
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