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INTRODUCTION

Value co-creation in sport management

Herbert Woratscheka*, Chris Horbelb and Bastian Poppa

aDepartment of Services Management, University of Bayreuth, Universitätsstraße 30, 95447
Bayreuth, Germany; bDepartment of Environmental and Business Economics, University of
Southern Denmark, Niels Bohrs Vej 9, 6700 Esbjerg, Denmark

The aim of this European Sport Management Quarterly Special Issue is to spark the
debate over value co-creation in the context of sport management, to develop better
theories, and to provide guidance for sport managers for the design of value creation as a
collaborative relational and dynamic process between multiple actors.

Traditionally, management of profit and non-profit organizations in the field of sport
has been focussed on the effective use of the firm’s or organization’s resources in order to
create products and services which provide high value to customers. Popular concepts are
based on the assumption that sport managers are able to solely and independently control
service production and delivery processes, and therefore, the outcome for their customers.

However, academia and practice are increasingly recognizing the significance of
customers and other firms and organizations (service networks) for the creation of high
quality products and services. In particular since the introduction of the so-called ‘service-
dominant logic’ (SDL) (Vargo & Lusch, 2004) as a new perspective for general
marketing, a lot of attention has been paid to the concept of value co-creation. The SDL’s
perspective on value creation suggests that value is not produced and sold by a firm but
created in a collaborative process between parties. For example, a sport event cannot
solely be produced by an event organizer. A memorable event experience can only be
created through the contributions of various parties: teams and/or athletes perform the
sport, the event organizer contributes the facility, police and security service personnel
ensure safety during the event and even the fans and spectators themselves are involved
in the creation of the specific atmosphere in the stadium.

This ‘new’ perspective for the consideration of value creation is in contrast to
traditional thinking about the nature of sport economics and sport management, where
sport events are widely interpreted as sport products. While SDL has changed the way of
thinking in general marketing and management theory and practice, its application to the
field of sport management so far is limited. Nevertheless, the SDL’s perspective on value
creation has important implications for sport management. Managers must be aware of
the fact that value creation is no longer confined to the firm, but takes place in a
collaborative process among the firm, the customer and other parties. Each of these actors
can only offer a value proposition as a potential input to value creation of the other
parties. As a consequence, firms’ influence on the creation of value for their customers is
limited.

*Corresponding author. Email: horbel@sam.sdu.dk
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After nearly 10 years of discussion about SDL in general marketing and management,
it is time to integrate the idea in sport management research. Scholars and practitioners
should recognize the potential of this changed perspective for organizations in the field of
sport management. But a successful application of the basic ideas of SDL requires that
the specific characteristics of sport markets (e.g. coopetition as a basic principle,
involvement of volunteers, the importance of emotions) are taken into consideration. This
is the aim of this special issue. It should be noted, however, that SDL and value co-
creation have yet to be sufficiently applied in practice, and empirical studies are few and
far between as a result. Thus, with this issue we try to build a bridge between traditional
sport marketing and management research and the new perspective.

In compliance with the call for a further development of theories and models used in
sport management (Chelladurai, 2013; Cunningham, 2013), the articles published here
shed more light on various aspects of value co-creation in the context of sport
management. They also broaden our understanding of the processes that lead to joint
value creation by different parties. In addition, the authors present insights that can be
helpful in practice, and describe guidelines and strategies that are in line with the concept
of value co-creation. In brief, the articles of the special issue seek to challenge traditional
economic thought.

In the first article of this special issue, Woratschek, Horbel, and Popp aim to provide a
basis for the adoption of the perspective of SDL and the application of the concept of
value co-creation to the field of sport management.1 The authors propose the ‘sport value
framework’ (SVF) which is based on the fundamental ideas of SDL, but it takes the
characteristics of sport markets into account. The ‘SVF’ consists of 10 foundational
premises (FPs) which provide guidance for an improved understanding of sport
management phenomena and better management decisions. Furthermore, the authors
demonstrate that value co-creation can be investigated at three different levels depending
on the focus of analysis.

Much of the existing research focuses on particular aspects of value co-creation,
typically at the intra-level of single actors (role and behaviour of sport firms, customers and
other stakeholders) or at a micro-level (dyadic, triadic and more complex relationships
between sport firms and customers). Although such research cannot fully cover the idea of
SDL and value co-creation, it is very useful nonetheless. If too many variables are analysed
at once, it can be difficult to gain deep insights. This is why research on the intra- and micro-
levels is necessary. It should be noted, however, that attaching the interpretations,
discussions and management implications to intra- or micro-level analyses is not sufficient.
The nature of sport management can only be captured and traditional approaches in sport
marketing, management and sport economics broadened if studies are also conducted at the
meso-level (entire network of actors involved in value co-creation on a sport market and
their relationships with one another).

Since the SVF provides guidance in structuring the different pieces of research in sport
management, the authors use this framework for subsequently introducing the other articles
that appear in this special issue and discuss how they relate to the SVF. Research consistent
with the SVF must not necessarily address all of the FPs. Studies which focus only on a few
of these premises could still be in line with the ideas of the SVF. For example, research that
aims to deeply understand a particular actor’s problem necessarily emphasizes only a part of
the SVF. Nevertheless, the SVF’s comprehensive approach should always be taken into
account, as doing so enables links to other insights, makes limitations clearer and enables
the development of meaningful management approaches. If the perspective provided by the

2 H. Woratschek et al.
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‘SVF’ is adopted as in the articles in this special issue, the authors expect the sport
management literature to become more innovative in the future.

Uhrich provides a typology of customer-to-customer value co-creation platforms
partly derived from theory and empirical studies. The typology consists of two
dimensions: the value co-creation sphere (joint vs. customer sphere) and the type of
value co-creation platform (physical vs. virtual). In addition, Uhrich identifies five
customer-to-customer value co-creation practices that occur across the different platforms.
These practices describe what team sport customers do when they co-create value with
other customers.

The author’s considerations are based on the nature of exchange as reflected in premises
1, 2 and 3 of the SFV. The topic focuses on customer-to-customer interaction. As a
consequence, his analysis emphasizes one important part of value co-creation in networks.
More specifically, it covers FP 6: ‘Sport consumers co-create value primarily by integrating
resources from their social groups’. By defining value co-creation spheres and the types of
value co-creation platforms, Uhrich refers to two specific aspects of the context in which
value is co-created, thus addressing FP 9: ‘Co-created value is always value-in-context’.
While Uhrich considers that value is co-created in networks, the article does not cover the
entire value co-creation process, as contributions of firms and other stakeholders are not
included (FP 7: ‘Value is always co-created by firms, customers and other stakeholders’).
Hence, Uhrich performs a micro-level analysis. The article is a valuable contribution to
sport management literature because it stretches far beyond traditional economic thinking,
providing new insights and paving the way for new management approaches.

Hedlund investigates the influence of sport fans’ attitudes (membership) and
behaviour (participation) on sport event attendance, merchandise sales and word-of-
mouth advertising. In so doing, he considers that customer-to-customer interaction has a
significant influence on consumer behaviour (FP 6: ‘Sport consumers co-create value
primarily by integrating resources from their social groups’). Thereby, he also addresses
the relevance of customers in the co-creation process of different actors (FP 7: ‘Value
is always co-created by firms, customers and other stakeholders’). Nevertheless, the
analysis is mainly limited to consumer perception of the customer-to-customer interac-
tion. Hence, it refers to the intra-level of SVF. His analysis enhances the understanding of
the effects of fan groups on desirable outcomes for sport teams and sport event
organizations. In particular, he separates the effects of emotional and action-oriented
components of sport fan community membership. In addition to direct effects on
behavioural outcome variables, the indirect effects and the total effects are also measured.

Stieler, Weismann, and Germelmann address both the bright and dark sides of value
co-creation. By examining a specific incident during a sport event, they refer to FP 8
(‘Co-created value is always value-in-use’) and partly to FP 9 (‘Co-created value is
always value-in-context’). They present their observation of a silent protest of football
fans against tighter security guidelines issued by the ‘Deutsche Fußball Liga’ (DFL). Fans
throughout Germany agreed to remain silent for the first 12 minutes and 12 seconds on
three match days, and this created a very unusual atmosphere in the stadia. The authors
conducted qualitative interviews with various spectators who were present at a stadium
when the protest took place. They asked about how the spectators experienced such an
unusual event. The article discusses the consequences for value co-creation, which the
observation and the interviews made clear.

Although spectators usually contribute to a positive atmosphere in a stadium, they can
also destroy the atmosphere with events such as silent protests. For this reason, the

European Sport Management Quarterly 3
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authors draw a distinction between value co-creation and value co-destruction. In so
doing, they focus on FP 6 (‘Sport customers co-create value primarily by integrating
resources from their social groups’) and take on a micro-level perspective. The authors
demonstrate that the same event can be judged differently depending on consumers’
previous experiences.

Lorgnier and Su investigate cooperation strategies in sport tourism using a qualitative
approach, and thus refer to FP 5: ‘Sport firms create value propositions mainly in the
configuration of a value network’. They also recognise that value always depends on the
context (FP 9). As a consequence, the management implications of their research cannot
be transferred to other industries, but the methodology is applicable to different cases.
Lorgnier and Su touch on the micro-level of value co-creation by looking at firm networks.
It must be recognised that these networks can only make value propositions to customers
and other actors. Lorgnier and Su’s research contributes to a better understanding of how
private sector firms, non-profit organizations and governments can collaborate to provide
these value propositions, i.e. how they co-create value in networks (FP10).

Figure 1 shows a summary of the basic foundations of the SVF that the articles in this
special issue focus on. Furthermore, it distinguishes whether the articles explicitly
strengthen the FPs or implicitly address them. Although none of the articles takes a meso-
level perspective and considers the entire network of actors and their relationships, all
articles provide interesting and valuable insights on partial problems related to value co-
creation in sport management.2 This overview further demonstrates how research that
adopts the ‘new’ SDL and SVF perspective must not necessarily focus on the entire
process of value co-creation to enhance and advance knowledge in sport management.
Nevertheless, more research that analyses the entire network-to-network structure of
value co-creation (meso-level) will be needed in the future to shape our thinking about
economic exchange in sport markets in line with the SVF perspective.

Notes
1. The paper ‘The sport value framework – a new fundamental logic for analyses in sport

management’ by Woratschek, Horbel, and Popp was initially intended to serve as the
introduction to the ESMQ Special Issue ‘Value Co-Creation in Sport Management’. The editor
suggested to submit it as a full paper and ask for the opinion of reviewers. The authors like to

Woratschek, Horbel, & Popp

FP 1 FP 2 FP 3 FP 4 FP 5 FP 6 FP 7 FP 8 FP 9 FP 10

Uhrich

Hedlund

Stieler, Weismann,
& Germelmann

Lorgnier & Su

explicitimplicit

Figure 1. Articles of the special issue and their relation to the SVF.

4 H. Woratschek et al.
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thank the editor for offering this opportunity and the reviewers for their fast feedback and
valuable comments on the sport value framework.

2. The guest editors would like to thank the panel of external reviewers for evaluating the
manuscripts submitted to the ESMQ Special Issue on ‘value co-creation in sport management’
and their valuable contribution to this special issue.
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