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ABSTRACT

Many sports organisations operate as non-profits, but the emphasis and role of for-profits in this sector
cannot be avoided. Today, sports activities are connected to the business sector and generate profit, hence,
sports sector is a decisive part of the economy. Sport profile companies differ in their organisational
strategy formulation approach. The main focus was to learn more about their strategy approach and
market behaviour. 350 sports business organisations were involved in a survey of 3,248 companies,
and the Chi-square test, variance analysis, and principal component analysis were applied to the sample.
Results showed that 75.7% of the responding sports companies had no written strategic plan. The
availability of written strategies seemed to depend on the organisation’s scale. The market-following
behaviour was confirmed in the case of smaller sports enterprises. Fitness service providers appeared to
follow a market-leading behaviour. Growth, investment, and development naturally emerged as essential
factors for companies with higher sales revenue and operating sports facilities, and they were relatively less
important in sports goods production and trade. Most of the results showed that in the sports business
sector, large-scale organisations focus on strategic-related issues more than other players in the industry.
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1. INTRODUCTION

Sports have become a part of the daily lives of a significant proportion of people. Slowly,
almost every person is involved to some degree. Two kinds of sports activities can be
distinguished: leisure time by everyday people and performance sports by athletes. The latter
has become professional and created a separate industry. Individual sports have become an
essential form of entertainment, a distinct way of spending free time, a profession in one area,
and its media-capable version has become a spectacle.

The establishment of sports companies in leisure sports was that in recent decades, there
have been spectacular changes in developed market economies - after the change of regime
in Hungary - resulting in a solvent demand for leisure sports. Although some sports can be run
individually, there are many activities that can be organised, with special tools and accessories,
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which have brought the organised facilities to life. Sports fa-
cilities require sports infrastructure, such as gyms, swimming
pools, sports halls, sports fields, stadiums and “arenas”. Sport
is one of the target areas for investment, construction tech-
nology installation, and the operation and maintenance of
sports facilities, and its security infrastructure is also highly
job-creating [1]. In the case of business-based service pro-
viders, consumer orientation and the highest possible level
of consumer demand are emphasised. The prevailing
approach, which is one of the potential and important tools
for the competitive advantage of service providers, is quality
and consumer orientation, and creating ownership and con-
sumer value is crucial in the sports industry.

The appearance of business in sports can also be exam-
ined as a functional dimension, considering some typical
trends and examples. A significant development was that the
strategic goals of the most successful business sports and
their companies were becoming increasingly global. The
globalisation of the entertainment industry was even greatly
supported by the massive development of the communication
and information technology revolution, especially television.
The related industries were constantly growing in all respects.
Sports-related businesses created job opportunities that
require specialised knowledge and a business foundation.

Sports-related business strategy has become an area of
interest for more and more companies worldwide, as these
companies also need to know and schedule the economic
processes that generate the most profit while exploiting the
highest efficiencies. Nowadays, strategy elements do not
often come together or even extinguish each other, and the
sports organisation does not even have a clear strategy. Even
if there is a strategy, it has only a few leading privileges. It
does not permeate total business goals, or it is unknown to
most members of the company and is thus only occasionally
followed by business policy. The strategy is environment-
dependent, so it considers the organisation’s immediate
external environment (regulators, labour market, competi-
tors, suppliers, customers) and the elements of the general
environment (political, economic, social, technical, envi-
ronmental and legal) that indirectly affect it. Therefore, the
management of the company must always determine the
strategy and set the directions and examples in the imple-
mentation. Still, the management, as a significant part of a
company, does not often have enough knowledge or expe-
rience to develop the required strategy. The recent study
discussed the development of an appropriate strategy for
sports enterprises and the theoretical support to make this
strategy.

As far as the authors were aware, this was the first
research that dealt with the business strategy problem of
sports companies apart from football clubs and investigated
their market situation and strategic behaviour types. The
article was divided into six sections. Section 2 provided a
literature review on enterprise strategies, strategic manage-
ment practices and the definitions of market roles. Section 3
introduced the sports organisations and their corporate
strategies and contained some hypothesis development. The
methodology was described in Section 4 with respect to data
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collection and applied methods. Results were presented in
Section 5, while Section 6 discussed the results. Finally,
Section 7 summarised the content of the article and offered
some conclusions and further prospects.

2. LITERATURE REVIEW

Entrepreneurship is a human activity that aims to satisfy
consumer profit needs [2]. From this point of view, a sports
company is, therefore, a company that wants to meet the
needs of consumers in the field of sports while making a
profit. The quality of service should be increasingly analysed
according to customer needs and considered in business
strategies [3]. Companies must always maintain an inno-
vative environment to produce better goods and provide
quality services [4]. However, customer needs also change
from time to time, and organisations always have to
accommodate these changing demands by preparing better
organisational requirements. Andras [5] stated that, ac-
cording to his interpretation, sports companies are enter-
prises that want to satisfy consumer needs by operating in
sports, and their main goal is to maximise profit. To do this,
it is necessary to develop the most optimal organisational
strategy within a company, which can be achieved with
appropriate analysis, the definition of strategic goals based
on it, and the implementation steps. According to Becsky-
Nagy et al. [6], cash flows of professional sports investments
depend on the success of the teams, but financing sports has
economic and social benefits. As a result, the sports industry
is rather complex, with many different aspects, and any
business support and advice may be more challenging
compared to other sectors [7].

Enterprise strategy should be developed by the accep-
tance of political and social authorities [8] and should also
determine its association with society [9]. Therefore, it can
be regarded as a social or bridging strategy [10, 11], aiming
to accomplish the company’s non-financial targets [12].
Enterprise strategy was described as being capable of
accomplishing non-financial goals, meeting societal and
stakeholder demands [13] and incorporating values and
norms in the firm’s strategic planning process. According to
Digman [14], strategic planning concerns all levels (enter-
prise, corporate, business, functional and operational) and
makes all the economic and non-economic benefits clear for
the stakeholders and society.

In recent management procedures, strategic management
plays a crucial part. It is strongly advised to have a well-
considered and defined strategy for the venture to boost
business performance [15]. On the other hand, many scien-
tific pieces of research detailed the main types of strategies for
enterprise environment [16], such as macro-, immediate and
internal environment [16]. Zhikhareva and Saveleva [17]
described the selection of optimal strategic elements in the
planning, Karpenko et al. [18] emphasised the stages of
strategy formation, while the topology of enterprise strategies
was introduced by Barnard [19] and was connected to the
number of levels and the development of the host country.



International Review of Applied Sciences and Engineering

Thompson and Strickland [21] proposed the primary
strategy formation stages as defining ground rules, setting
the major aims and targets, and describing the strategic
development and the way of the execution. Nevertheless, a
special emphasis was placed on the fact that strategic plan-
ning is entirely influenced by the internal and external fac-
tors of the company, and one must always take the industrial
and market position of the given company into consider-
ation. Enterprises must be able to act immediately to sudden
changes in the external environment and to adapt to these
changes rapidly. Besides the formation of the mission goals
and the selection of the appropriate strategic elements, the
enterprises should also gradually monitor and evaluate
the entire strategic development process, which consists of
the following stages [18]:

a) analysis of the outside and inside factors of the business
operation

b) development of a set of business goals

¢) evaluation of several other development possibilities

d) selection and application of the strategy

e) modification of the strategy

Consequently, strategic management explicitly in-
vestigates the connection between the operating context of
large and well-established companies and their market
environment. However, small enterprises must also know
the available business direction and opportunities. Based on
the growing importance of small business firms and ventures
and their influence on innovation and business develop-
ment, strategic planning and development for these com-
panies have been at the centre of more research attention in
the past few years. Small businesses are self-owned com-
panies without innovative strategies and should be differ-
entiated from entrepreneurial ventures based on their
operating practices and primary goals. On the other hand,
entrepreneurial ventures can be identified by their innova-
tive strategic management plans, and their primary goals are
profit realization and growth. Business development and
improvement, as well as innovation, are fundamental dif-
ferences between the two company types [15]. Moreover,
small businesses were believed to contribute significantly to
the local and regional economy through economic regen-
eration and growth, creating more jobs and increasing
wealth [7, 20].

Businesses’ market roles can be categorised into four
strategies: market leader, market challenger, market follower
and participant in the specialized market. A market leader
strategy is the strategy of the company with the largest
market share, aiming to maintain or increase its existing
market share. A market challenger is not a market leader
company that aggressively seeks to increase its market share
by challenging the market leader in one or more areas. The
strategy of a market follower is only to maintain a specific
market position. The participants in the specialized market
are specialised for a smaller market segment by targeting a
particular consumer group and selling a special product or
service to them. Market leaders usually have a strategy even
if the company itself does not have a specially written
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strategy. Apart from this, it is more important that the key
people in the top positions of the business have a good
understanding of the direction (development and only
sometimes growth) and the resources of the company. It
requires, first and foremost, knowledge of the potential ca-
pabilities of their own business, the identification and
consideration of similar characteristics of competitors, and
the continuous understanding, influencing and satisfying of
the needs of their customer segment.

To sum it up, sports organisations have a great ability to
generate profits and are related closely to the business sector.
Therefore, a special sport-related business strategy should be
developed as these sport-profile companies seem to be
different from other organisations. However, the identified
four market roles pertain even to these sport-profile com-
panies. Previous findings were related mainly to the business
strategy of internationally acknowledged football clubs. Still,
the other segment of the sports sector, from fitness centres to
esports tournament organisers and facility managers, needs
to be studied adequately, which provided the research gap to
the current study.

3. HYPOTHESIS FORMATION

Reviewing the international examples, it can be stated that a
sports enterprise is a business company, but it cannot be
established in all forms of business in Hungary. Sports en-
terprises should be limited liability or joint stock companies
(or operate by the rules of the Companies Act, provided that
sports activities in the field of sports for the disabled and
leisure sports can be organised within a public benefit
company). Today, sports activities are becoming more and
more closely connected with the business sector, and their
ability to generate profits has been proven so that sports can
become a rapidly developing and pulling part of the econ-
omy [22]. Hungarian sports companies are looking for op-
portunities for successful operation, both in the choice of the
corporate form and in the development of the organisational
strategy, and this research aimed to show a direction to the
latter.

Therefore, only those businesses that offered sports ac-
tivities as their primary activity were examined. Within
sports activities, the companies were classified into five
subgroups according to their actual activity: operating
competitive sports teams and facilities, providing fitness
services, producing or trading sports equipment and offering
other sports activities (including sports event organisations,
manufacturers of sports equipment or those who provided
services related to leisure sports activities or were involved in
sports tourism). It was known from a previous survey of the
sports sector as a whole that the vast majority of sports
enterprises are characterised by small staff and typically low
sales revenue [22, 23]. Only among the enterprises operating
teams competing in the first divisions of the national
championships were those placed in the medium enterprise
category based on the number of employees, sales revenue
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and balance sheet total [23]. This characteristic of size can
predict the relationship of enterprises to corporate strategy.
Based on this, in the present study, companies of larger size
and more significant sales revenue were expected to have a
written business strategy and to strive to be the market
leaders. However, market-following behaviour was assumed
in the case of the smaller sports enterprises that belonged to
the SME sector (H1). It was also a significant goal to reveal
which sports activity was paired with which strategy. As
hypothesised, businesses that operated teams competing in
professional spectator sports and those that provided fitness
services were supposed to behave as market leaders; sports
facility operators and leisure service providers were expected
to be market followers. In contrast, sports equipment
manufacturers and traders, as well as those dealing with
sports tourism and sports event organisations, were believed
to challenge the market (H2).

4. METHODOLOGY

4.1. Data collection

The data was gathered between 2019 and 2020 in a ques-
tionnaire survey of profit-oriented companies that indicated
sports as their primary activity by telephone inquiry by a
professional market research company. They managed to
collect data from every country in Hungary. A total of 350
heads of sports companies answered our questions among
the population of around 2,832 sports companies [23]. Based
on the previously mentioned numbers, the sample contained
12.4% of the population and, therefore, can be considered as
representative of the entire population. The detailed organ-
isational characteristics of the responding companies, such
as the number of employees and the size of sales revenue,
were reported in the following cross-table (Table 1):

Based on Table I, the sample consisted of mainly sports
enterprises (almost half of the companies) employing less
than 25 people (mostly 1-2 people) and with a turnover of
less than 50 million HUF. There was a strong association

Table 1. Association between sales revenue and employee number
(% of companies)

<2 3-10 11-25 26-50 Total
Sales revenue heads heads heads heads %
<10 Million 54% 21% 12% 13% 48%
HUF
11-50 Million 43% 33% 12% 12% 27%
HUF
51-250 13% 61% 13% 13% 17%
Million
HUF
>250 Million 0 0 52% 48% 8%
HUF
Total % 39% 31% 13% 17% 100%

Note: HUF = Hungarian Forint (local currency in Hungary).
Source: Authors’ own calculation.
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between the size of the company concerning sales revenue
and the number of employees. In the case of 51-250 Million
HUF sales revenue, the proportion of those employing 3-10
people was 61%. The companies with the highest sales rev-
enue (over 250 Million HUF) always had more than
11 employees, and almost half employed 26-50 persons.

4.2. Applied methods

Chi-square (y?) test, Analysis of Variance (ANOVA) and
Principal Component Analysis (PCA) were used in the
study. The y” test was applied to examine the association
between two categorised factors forming a so-called cross-
table. Data were grouped according to the categories of the
given factors into the rows and columns of the cross-table,
and the difference, for example, in the row-wise proportions,
were analysed according to row factor. The test was mainly
used to examine the relationship between the size (con-
cerning sales revenue or employment number categories,
respectively) and the market situation (the previously
mentioned four categories) or the existence of a written
strategic plan (Yes or No). With the help of the ANOVA, it
could be examined by F-statistics whether the quantitative
development of a given factor differed in the groups formed
by, for example, sales revenue. In the analysis, the null hy-
pothesis was that the means were equal in the studied
groups. A 5% significance level was employed in the
ANOVA analysis. Therefore, if the significance value was
below 5%, the null hypothesis of no difference should be
rejected. Hence, a significant difference can be detected be-
tween the groups concerning the given factor. The strategic
questions (14 items) were analysed by PCA to find the
common structure that underlined the data and group the
items by assigning the most correlated items to a single
Principal Component (PC). The established PCs were then
further analysed using an ANOVA based on the main fac-
tors such as activity, size and market position. Data analysis
was performed by IBM SPSS 25 statistical software [24].

5. RESULTS

The existence of a strategic plan can be a characteristic of a
larger company in terms of sales revenue/employee
numbers. The existence of a strategic plan can be a char-
acteristic of a larger company in terms of sales revenue/
employee numbers. Within the lower sales categories
(<10 Million HUF and 11-50 Million HUF), the ratio of
enterprises with a strategic plan was 22% and 9%, respec-
tively. Within the 51-250 Million HUF sales category, this
ratio changes to 26%, while there was clearly a significantly
higher proportion of companies (48%) within the largest
sales category (over 250 Million HUF) that had a written
strategy (y” test value = 16.7; P = 0.001). Considering
the number of employees, the same trends emerged as
seen in the case of the sales categories. A higher proportion
of companies employing more people had a written strat-
egy (48% of those employing 26-50 people had one).
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Those companies that employed 25 persons or fewer had
a written strategy only in 16-24% of the cases (y” test
value = 22.6; P < 0.001). Based on the above-mentioned
facts, it can be concluded that the larger the business was,
the more likely it was to find a written strategy. The sports
enterprises assessed their market position at the local level.

It was found that the majority of the firms (38%) were
market followers, 28-25% were market leaders and partici-
pants in the specialized market., respectively, while only 9%
of the companies challenged the market (Fig. 1). As seen in
Fig. 1, a clear relationship can be observed between the
domestic market position and size concerning sales revenue
(y* test value = 36.1; P < 0.001).

The highest proportion of market leaders (65%) can be
found within the largest companies concerning sales cate-
gory (over 250 Million HUF), and the ratio of participants in
the specialized market and market followers were also the
lowest (9.4% and 26%, respectively). Interestingly, none of
these relatively larger companies have challenged the mar-
ket. The market-challenging behaviour occurred in 8-13% of
the cases among the companies with relatively lower sales
revenues. These organisations can be more characterised by
participants in the specialized market (13-35%) and follower
(33-38%) behaviour. It can be noticed that the relatively
smaller organisations tended to be participants in the
specialized market and market followers with a higher per-
centage. Hence, under 10 Million HUF sales revenue, the
proportion of participants in the specialized market was
35%, and the ratio of market followers was 38%. Market-
challenging behaviour occurred more in the 51-250 million
HUF sales category (13%), and market following was most
characteristic of companies with 11-50 Million HUF sales
revenue (43%).

There was a clear trend between the organisation’s do-
mestic market position and its size according to the number
of employees based on the Chi® test (y* test value = 38.5;
P < 0.001) (Fig. 2).

100%
90% 19%
80% 35%
70%
60%
50%
40%
30%
20%
10%

0%

<10 Million HUF  11-50 Million HUF

W Market leader

51-250 Million HUF  >250 Million HUF

B Market challanger

The highest proportion of market leaders (42%) can be
found among the largest companies with 26-50 employees,
while the proportion of participants in the specialized
market (14%) was the smallest compared to other employee
number categories. The behaviour of the participants in the
specialized market was more typical for smaller organisa-
tions (28-30%). It can also be concluded that the larger the
sports company was, the higher the proportion was to be a
market leader.

Figure 3 shows the association between the type of sports
activities and the market situation. Regarding the primary
activity, those who provided fitness services tended to be
market leaders (39%), and those who operated competitive
sports teams tended to follow the market (39%). In sports
facility operation (38%) and equipment manufacturing and
trading (46%), the proportion of participants in the
specialized market was relatively higher. Market challenger

100%
14%

90%
’ 30% 29% 28% 27%

80%
70%
60%
50%
40%

30% %

20%
10%
0%

<3 heads 3-10 heads 11-25 heads 26-50 heads Total

W Market leader M Market challanger B Market follower Nicher
Fig. 2. Assessment of the domestic market situation of the exam-
ined sports enterprises according to their number of employees

Source: Authors’ own calculation

13% 9%
25%

Total

M Market follower Nicher

Fig. 1. Assessment of the domestic market situation of the investigated sports enterprises according to their sales revenue
Note: HUF = Hungarian Forint (local currency in Hungary)
Source: Authors’ own calculation
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100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Competitive sport Fitness service

Primary sport activity

W Market leader

m Market chellenger

Sport facility Sport equipment
and trading
Total
m Market follower m Nicher

Fig. 3. Association between the domestic market position and the primary sports activity
Source: Authors’ own calculation

companies were mostly among sporting goods manufac-
turers and distributors (27%).

The subcategories of other sports activities were exam-
ined separately (Fig. 4). Sports organisations offering mul-
tiple sports activities (also providing combined sports
services) (43%) and sports organisations dealing with
tourism (50%) were the main market leaders. In compari-
son, sports equipment manufacturers (23%) and leisure
sports service companies (18%) were the most minor market
leaders.

Organisations with this latter activity mostly followed the
market (46%), similar to sports events organising companies

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Leisure

Other sport activity

m Market leader

Sport equipment Sport tourism

m Market chellenger

(44%). The largest proportion of participants in the
specialized market (31 and 33%, respectively) can be found
among companies with combined and leisure activities.

The PCs created for strategic questions can be seen in
Table 2. PCA analysis has clearly found the underlying
common structure and the grouping of the strategic
elements.

During the PCA analysis (Table 2), the value of the
Kaiser-Meyer-Oldkin index became very high (0.791),
indicating good sampling adequacy and 61% of the variance
was preserved during the information reduction. From the
original 14 items, the following four components could be

Total

Sportevents Combined sports

m Market follower m Nicher

Fig. 4. Association between the domestic market situation and the other sports activity
Source: Authors’ own calculation
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Table 2. Principle component analysis of the strategic elements of the examined sports enterprises

Principle components

Strategic element Growth

Investment + development

Innovation Current product development

0.730
0.724

Increasing consumer satisfaction

Creating and maintaining stable
management

Increasing profit

Entry to the international market

Development of fixed assets (machines,
equipment), investment

Real estate investment, development

Development of info-communicational
devices

Realization of tender funds

Development of HR activity

Enhancing product/service supply

Realization of innovation, development
of new products, services

Increasing market share

Maintaining the current product/service
supply

Efforts to improve the quality of the
product/service

0.608
0.568

0.753

0.709
0.692

0.626

0.559
0.753
0.728

0.552
0.867

0.592

Source: Authors’ own calculation.

formed: growth, investment/development, innovation, and
current product development. The differences in the values
of the established PCs were further investigated by an
ANOVA analysis in the groups according to other sports
activity, primary activity, market position and size (sales
revenue and employment, respectively).

When examining the primary activity of sports enter-
prises, a significant difference was found in the value of the
last three PCs based on the ANOVA (Table 3). However, it
should be noted that fitness service providers consider
growth relatively more important (entering the international
market, increasing profits, broadening the customer base).

Investment and development were important for com-
panies operating sports facilities and were relatively less
important in sports goods production and trade. On the
other hand, there was a greater emphasis on innovation for
sports goods manufacturing and trading companies
compared to different types of companies. The development
of existing products was rated relatively more important for
those who run fitness and competitive sports teams and was

less important for sports equipment manufacturers and fa-
cility operators.

In the case of sports enterprises with other sports ac-
tivities, there was a significant difference based on the
ANOVA in the values of the first three main components.
However, it should be noted that the sports tourism and
sports service providers considered the development of their
existing products and services to be relatively more impor-
tant. Investment/development and product development
were essential for companies operating in sports tourism and
were relatively less important for companies involved in
producing sports goods and organizing sports events. For
sports goods companies (together with sports tourism),
however, growth (profit, customer base, international
expansion) was the most significant focus compared to other
companies. Innovation was particularly important in com-
panies dealing with sports events and companies of the
combined type, which dealt with several activities simulta-
neously (Table 4). Considering sales revenue, the ANOVA
showed a significant difference for all factors (Table 5).

Table 3. Variance analysis of the strategic components of the sports enterprises according to primary sports activity

The main field of activity Growth Investment + development Innovation Current product development
Competitive sport —0.010 0.065 —0.296 0.179
Fitness service 0.330 —0.118 0.211 0.240
Sports facility 0.181 0.366 0.213 —0.132
Sports goods manufacturing or trade 0.044 —0.449 0.231 —0.168
Mean value 0.107 0.077 —0.029 0.081

F-statistics (P-value) 0.972 (0.408)

2.749 (0.045)

3.559 (0.016) 2.739 (0.045)

Source: Authors’ own calculation.

The significant differences based on ANOVA are highlighted (in bold).
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Growth (international expansion, customer base, profit
increase) was extremely important for companies with
higher sales revenue. Only companies with a turnover of
more than 250 million HUF typically indicate investment
and development as especially important. Product develop-
ment was relatively more important in the 51-150 Million
HUEF sales category than in the other sales categories.

According to Table 6, a significant difference based on
the number of employees occurred only in terms of in-
vestment development, according to which, in the case of
larger companies (with more than 26 employees), invest-
ment development was of particular importance. At the

same time, for smaller enterprises, it did not play such an
important role.

Examining the data according to market position
(Table 7), all PCs differed significantly.

The results were mainly due to the difference between the
strategies of the market leader and the participant in
the specialized market. The market leaders clearly rated all stra-
tegic principles as more important than the participants in the
specialized market. It was also worth highlighting that
investment and development were important for the market
followers, while innovation was important for the market chal-
lengers compared to participants in the specialized market.

Table 4. Variance analysis of the strategic components of the sports enterprises according to other sports activity

Other sports activities Growth Investment + development Innovation Current product development
Leisure —0.322 0.044 —0.128 —0.110
Sports equipment 0.602 —0.465 0.177 —0.038
Sports tourism 0.814 0.533 0.058 0.344
Sports events 0.253 —0.592 0.250 —0.045
Combined sports —0.086 0.263 0.336 —0.011
Mean value —0.087 —0.058 0.017 —0.065

F-statistics (P-value) 6.042 (P < 0.01)

4.695 (P = 0.01)

1.710 (P = 0.089) 0.293 (P = 0.882)

Source: Authors’ own calculation.

The significant differences based on ANOVA are highlighted (in bold).

Table 5. Variance analysis of the strategic components of the sports enterprises by sales revenue

Sales revenue Growth Investment + development Innovation Current product development
below 10 Million HUF —0.303 —0.102 —0.282 —0.024
11-50 Million HUF 0.022 —0.062 0.310 —0.321
51-250 Million HUF 0.420 -0.172 0.444 0.293
over 250 Million HUF 0.465 0.557 0.183 —0.009
Mean —0.031 —0.048 0.038 —0.051

F-statistics (P-value) 8.843 (P < 0.01)

3371 (P = 0.019)

10.535 (P < 0.01) 3.215 (P = 0.023)

Note: HUF = Hungarian Forint (local currency in Hungary).
Source: Authors’ own calculation.

The significant differences based on ANOVA are highlighted (in bold).

Table 6. Variance analysis of the strategic components of the sports enterprises according to the number of employees

Number of employees Growth Investment + development Innovation Current product development
<3 heads —0.097 —0.111 0.018 —0.125
3-10 heads 0.087 —0.160 0.073 0.026
11-25 heads —0.154 0.179 —0.031 0.155
26-50 heads 0.183 0.408 —0.151 0.114

F-statistics (P-value) 1.737 (P = 0.159)

5473 (P < 0.01)

0.669 (P = 0.572) 1.365 (P = 0.253)

Source: Authors’ own calculation.

The significant differences based on ANOVA are highlighted (in bold).

Table 7. Analysis of variance of the strategic components of the sports enterprises according to market position

Market situation (local) Growth Investment Innovation Current product development
Market leader 0.332 0.160 0.314 0.189
Market challenger 0.091 —0.382 0.412 0.032
Market follower 0.035 0.128 —0.087 0.087
Participant in the specialized market =~ —0.409 —0.201 —0.335 —0.318

F-statistics (P-value) 9.435 (P < 0.01)

4.501 (P < 0.01)

9.409 (P < 0.01) 4.770 (P < 0.01)

Source: Authors’ own calculation.

The significant differences based on ANOVA are highlighted (in bold).
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6. DISCUSSION

Over the last two decades, several studies have focused on the
business strategy of primarily internationally acknowledged
sports clubs operating in the field of football. The reason is that the
application of business methods and market competition most
characterises these organisations. Today, however, many seg-
ments of the sports sector are catching up with these clubs in
business operations, from fitness centres to esports tournament
organisers and facility managers. These organisations are also
profit-driven, consumer- and quality-oriented, for which stra-
tegic planning is essential. In the sports sector, strategy develop-
ment is clearly focused on identifying and exploiting the source of
competitive advantage. Researchers have linked the source of
competitive advantage for sports businesses and organisations to
an element of the value chain, such as knowledge and brand
management [25, 26], product and business model, leadership,
innovation and environmental orientation [27]. Researchers have
also typified the strategies pursued by European football clubs
based on double value creation, ie. achieving economic and
sporting success, which is the speciality of professional sport.
Based on the sub- and co-dependence of these two aspects, the
Success-circle strategy [28], Transfer-strategy, Commercial-
strategy, Synergy-strategy, and L’art pour l'art strategies were
distinguished [29]. According to Andrds and Havran [5], the
economic crisis, the extreme wages, and higher transfer prices
made football clubs change their business strategies. When ana-
lysing the strategy formation of English football clubs, researchers
have also pointed out the close relationship between value crea-
tion and financialisation [30]. Sener and Karapolatgil [31] ana-
lysed 50 clubs from 10 countries and identified three strategic
groups for football clubs: industry leaders, runners-up and weak
clubs based on their brand equity. Analysing the strategies
showed that industry leaders followed an offensive strategy,
second-ranked clubs followed a distinctive image strategy, and
weak clubs followed a defensive strategy. Several studies have
addressed customer value creation as a determinant of sports
clubs’ strategy [32-36], customer satisfaction [37-42] and the
quality of active and passive sports services [43-46]. It can be
observed from the international literature related to the sports
sector that strategy-making and business operations were closely
related. Moreover, the results of the current research were in line
with Gonzalez-Serrano et al. [47], who have analysed the
competitiveness of small businesses in the Spanish fitness in-
dustry during the COVID crisis and determined that innovation-
related strategic planning and development were key factors in
sustaining competitiveness. Pellegrini et al. [48] emphasised the
shift of strategic focus towards market orientation and product
development of the firm, which was also addressed in the present
study.

7. CONCLUSION

So, to sum it up, sports enterprises with larger sizes and sales
revenue tended to have a written business strategy, and these
enterprises also strived to be the market leaders. As

Brought to you by University of Debrecen | Unauthenticated | Downloaded 05/09/24 10:47 AM UTC

hypothesised, the market-following behaviour was confirmed
in the case of smaller sports enterprises. It was explored which
sports activity can be paired with which strategy. Sports
tourism businesses and fitness service providers showed
market-leading behaviour, companies operating teams
competing in spectator sports were mostly market followers,
sports facility operators, sports equipment manufacturers and
retailers, and those who dealt with organising sports events
and leisure service providers were mainly market followers or
participant in the specialized market. Hence, assumptions
were confirmed only in the case of the market-leading
behaviour of fitness service providers. It was also revealed that
growth, investment and development, innovation and prod-
uct development were the most decisive factors in strategy
development for sports organisations. Fitness service pro-
viders considered growth relatively more important (entering
the international market, increasing profits, broadening the
customer base). Investment and development were important
for companies operating sports facilities and were relatively
less important in sports goods production and trade. On the
other hand, the importance of innovation for sports goods
manufacturing and trading companies was highlighted.
Fitness providers and competitive sports team operators
should focus more on the development of existing products,
but these should be less important to sports equipment
manufacturers and facility operators. Growth (international
expansion, customer base, profit increase) naturally emerged
as a particularly important factor for companies with higher
sales revenue. Related to this, these sports enterprises
considered investment development particularly important,
while it was less critical for the smaller ones.

The current research also had some limitations. First of
all, the sample size could be increased, and the respondents
could only be from Hungary. The sample was gathered
during the COVID-19 pandemic, which could have an in-
fluence on the responses. Therefore, results should be
interpreted with caution. Future directions of this research
could be the replication with a much larger sample that
consists of small and medium businesses. A post-pandemic
study can also be conducted as a future prospect, and the
results can be compared over time.
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