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Abstract

It is well-known that modern organizations stand out as leaders in their industries have one common factor that
brings them together around the fact they are successful: they are all principally committed to innovation. This
fact also applies to sports. Empirical research was conducted to determine a research analysis of attitudes of
sport organization officials toward links between the sports sector, sports industry, and knowledge organizations
with innovations in Montenegrin sport. Seventy-five subject representatives of sports organizations were ran-
domly assigned as a sample, while the questionnaire used is based on the Community Innovation Survey (CIS).
Descriptive statistics were employed to test the hypothesis. This study confirmed that there is significant potential
forimproving innovation in sports in Montenegro. Policymakers and other stakeholders, including sports admin-
istrators and other sports leaders, should increase the ability of sports organizations to innovate in sports.
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Introduction

It is well-known that modern organizations stand out as
leaders in their industries have one common factor that brings
them together around the fact they are successful: they are all
principally committed to innovation (Janinovic et al., 2020;
Ringuet-Riot, Carter, & James, 2014). However, the level of
commitment to innovation varies from industry to industry
(i.e., from sector to sector) (Negassi, Lhuillery, Sattin, Hung,
& Pratlong, 2019). As underscored by Oerlemans and collab-
orators (Oerlemans, 1998), different sectors employ different
internal and external resources to become innovative.

Accordingly, innovation activity is the topic of study in

many disciplines, which implies certain modifications and
adaptations in approaches that depend on the field in which
someone wants to innovate. Common to all of them is the
need to adopt new business principles and strategies that bring
openness to innovation. Therefore, their necessity in achieving
a competitive advantage in the market has been confirmed by
practitioners and researchers. This situation sets innovations
in an unavoidable place in the growth and development of or-
ganizations (McDonald, 2007; Sawhney, Wolcott, & Arroniz,
2006; Zimmermann, 1999). Such importance has led to the
expansion of research to discover factors that facilitate or hin-
der the application of innovations. Robbins and Judge (2013)

5"°RTS’(444_ Correspondence:

q~"’®

'O,

S. Popovic

«CR
NOC
&
. vr\\N?‘o

E-mail: stevop@ucg.ac.me

N

Sport Mont 19 (2021) 2: 95-100

University of Montenegro, Faculty for Sport and Physical Education, Narodne omladine bb, 81000 Niksic, Montenegro

95



https://core.ac.uk/display/440348003?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

MONTENEGRIN PLATFORM FOR INNOVATION IN SPORT | S. POPOVIC ET AL.

highlight innovation as a feature that is essential for assessing
an organization’s culture.

In general, the property of organizational innovation can
be understood as the degree of acceptance or non-acceptance
of change, with an important examination of the magnitude
of resistance to change. These changes are determined by the
need for progress of the organization and can be considered to
be impulsive reactions to the demands of the business environ-
ment. The inevitable changes in the business environment of
all organizations, including sports organizations, require their
adaptation to the new circumstances. This includes all stages
of innovation, from introduction to implementation. Accord-
ingly, the process of innovation is imposed on modern sports
organizations as the biggest challenge. According to Wolfe,
Wright and Smart (2006), it should be a constant challenge for
those most successful sports clubs, which have a long tradition
in a professional sports context. From another aspect, Covell,
Walker, Siciliano and Hess (2007) indicate that regardless of
success, sports organizations must create a product or service
that is better or different from the competition. It can be said
that this situation constantly creates pressure on sports manag-
ers to compete through their innovations. These factors creat-
ed the climate in which innovations become an important seg-
ment of the development plans of sports organizations. There
is almost no segment that is not determined by innovations
(technical innovations, stadium, as a programme distribution
channel, IT equipment, Internet communications (website,
social networks, etc.), advertising equipment, financial (e.g.,
loyalty cards), organizational-management functions, train-
ing-technological methods, devices, props, and similar.

Therefore, it is clear for all sports sectors that special atten-
tion needs to be dedicated to innovation in the sports industry.
Sports organizations strive to adapt, renew, and develop, like
all other organizations, through engaging people who, with
their new ideas and creativity, manage to move things for-
ward. New strategies are being established with an emphasis
on innovative activities, which leads sport to change from its
traditional form in a way it becomes an innovated platform on
which we play completely differently, look at it differently, and
organize it completely differently (Popovic, Bjelica, Pekovic, &
Matic, 2021; Tjenndal, 2016). In other words, sport is adapt-
ing to new needs that arise in the market, to position sports
organizations and possibly to achieve competitive advantages
(Shilburi, 2011).

The aforementioned changes in the sports industry and a
certain dominance in the market are due to innovations that
primarily reflect the introduction of contemporary technolo-
gies in sports in new products (Balmer, Pleasence, & Nevill,
2012; Luptakova, & Antala, 2017; Windt et al., 2020), and ser-
vices (Chi & Res, 2005; Li et al., 2016; Matsuwaka, & Latzka,
2019; Mukhopadhiai, 2014; Liebermann et al., 2002; Tufek-
cioglu et al., 2021). However, it should be borne in mind that
sport as a dynamic and very turbulent sector is changing much
faster than other sectors, and the need for frequent analysis
and monitoring occurs faster than in other industries. Fur-
thermore, the research in the field of innovation has improved
significantly in recent decades, even though empirical research
in the field of innovation in sport is less common (Tjenndal,
2016) and research on strategy in the sports context (Matic,
Popovic, Pekovic, & Milovanovic, 2021). Research in sport in-
novations has increased in recent years, but published articles
are scattered in different journals, and knowledge is not linked
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in joint professional associations. Thus, knowledge about in-
novations in sport and strategies in sport contexts cannot be
found systematized in one place. It is also crucial to mention
that the analysis of previous research in the field of innovation
found that researchers were mainly limited to studies aimed at
the private and public sector while avoiding exploring sport
as a vital part of contemporary society, which limits the un-
derstanding of innovation as a phenomenon and what preced-
ed the innovation, as well as the potential consequences. This
limited the possibility of promoting innovation through strat-
egy and strategic management in sport (Ratten, 2017).

Furthermore, taking into consideration the fact that the
share of gross domestic product (GDP), related to sport, varies
from 1.76% to 3% in total GDP in the European Union (EU),
as well as that total employment in the EU that is generated by
sports activities is 7.3 million, which is equivalent to 3.5% of
total employment in the EU (Bichi, Wijlens, & Wallace, 2015),
it must be unequivocally concluded that sport is an import-
ant economic factor in the development of the EU and plays a
significant role in all national economies, both within the EU
and within the countries of the Western Balkans that aspire
to become EU members (Montenegro is a candidate for EU
membership in an advanced stage of negotiations). Therefore,
any new study is welcome, as well as any gathering within
scientific associations, in order to generate knowledge on the
subject area, mostly because sport plays an important role in
several major social challenges, such as physical inactivity, but
also sustainable development and educational gaps.

This study aims to analyse the attitudes of sport organiza-
tion officials towards the links between the sport sector, sport
industry, and knowledge organizations with innovations in
Montenegrin sport, in order to determine the situation on the
field and possible potential for progress in this area.

Methods

Seventy-five subject representatives of sports organiza-
tions were randomly assigned as a sample. They were from
all geographical parts of Montenegro and represented their
sports organizations as executive directors, presidents, secre-
taries, founders, and similar who have a basic knowledge of
the main business flows of their organization and potential
innovative activities.

The questionnaire used is a modified version of the Com-
munity Innovation Survey (CIS) applied to collect empirical
data (35 items). The questionnaire has contained four separate
parts: (1) general information (12 items); (2) innovative activ-
ities (12 items); (3) cooperation (6 items); and (4) market (5
items) and was distributed electronically (Google Form). The
questionnaire was shared by social network tools and sent to
the randomly selected contacts.

Descriptive statistics were employed to test the hypothe-
sis by analysing sports organisation officials’ attitudes toward
links between the sports sector, sports industry, and knowl-
edge organizations with innovations in Montenegrin sport
and promoting (unacceptable) situation on the ground.

Results

From the general information perspective, it is important
to emphasize that most of the selected sports organizations do
not have more than eight employees, while their business fo-
cus (Figure 1), as expected, is directed primarily to services
(89.3%), then products (6.7%) and, finally, trading (4.0%).

Sport Mont 19 (2021) 2
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® Goods
® Services
© Trading

FIGURE 1.The main type of activities of the sports organization.

It is interesting to point out that more than half of these
sports organizations are privately owned (50.7%), as well as
the fact that in 64% of surveyed organizations annual revenues
range from 0 to 100,000 euros, and in 14.7% in the range from
100,001 to 500,000 euros (Figure 2), which does not deviate
much from European standards, provided that the distribu-
tion is evenly distributed in the first category. However, 32%
of respondents indicated that their income has increased com-

A

pared to the previous year was encouraging, as was the fact that
38.7% of respondents stated that their income has not changed
compared to the previous calendar year. Also, it is important
to point out that 73.3% of respondents stated that they carry
out their activities individually, while 26.7% are part of a group,
then 92% of organizations direct their activities at the national
level, while 8% have international engagement, as well as that
80% of organizations have clients exclusively from Montenegro.

® < €100,000

® €100,001 - €500,000

¢ €500,001 - €1,000,000

® €1,000,001 - €3,000,000
@ €3,000,001 - €5,000,000
® €5,000,001 - €10,000,000
® > €10,000,000

FIGURE 2. Total revenue of sports organization on an annual basis (in 2019).

Furthermore, it is interesting to point out that 58.7% of
the surveyed sports organizations do not have an employee
responsible for innovative activities (Figure 3), while in those
organizations that have one, the majority stated that only one
person is in charge of these activities. Nevertheless, 42.7% of
respondents stated that, in the previous three years, the orga-
nization has introduced new or significantly improved prod-

-

ucts or services, then new or significantly improved working
methods (45.3%), new or significantly improved marketing ac-
tivities (50.7%), new or significantly improved organizational
activities (56%), and new or significantly improved innovative
activities related to environmental protection (57.3%), while
only 21.3% of respondents indicated that their organization
received any form of financial support for innovative activities.

® Yes
® No

FIGURE 3.1s the person(s) employed in sports organization responsible for innovative activities?
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When asked to state how much profit the sport orga-
nizations spend annually on innovation, 17.3% of respon-
dents answered that they allocate over 5%, then 20% point-
ed out that they allocate 3-5%, and 16% to allocate 1-3%,
while 13.5% stated that they allocate less than 1%, and as
many as 33.3% did not allocate at all (Figure 4). In contrast,

when asked to state what share of the sports organization's
income is the result of innovative activities in the past fi-
nancial year, as many as 45.3% of respondents answered
that there is no such income, while only 7% of respondents
stated that over 50% of income is the result of innovative
activities.

® more than 5%
®3%-5%
©1%-3%

® less than 1%
® not atall

FIGURE 4. How much profit sports organization spends annually on innovation?

It is interesting to note that 33.3% of respondents recog-
nize internal sources as the most important source of knowl-
edge that leads to the development of innovation in the or-
ganization, then 32% believe that these are personal and in-
formal contacts with other organizations and colleagues from
the region, 20% believe that these are research and develop-
ment (R&D), 1.3% that these are customers, while 13.3% of
respondents did not respond specifically. Finally, it is worth

noting that only 26.7% of respondents from sports organiza-
tions stated that they had established cooperation with uni-
versities, while 88% had never heard of the term “open inno-
vation” (Figure 5), and 86.7% of respondents had not heard
the term “innovation platforms”. In addition, about half of the
respondents believe that there is uncertainty in the market:
new competition is emerging, and the sports market is grow-
ing in Montenegro.

® Yes
® No

FIGURE 5. Are you familiar with the concept of “Open innovation”?

Discussion

Expert readers of innovation literature increasingly en-
counter research on innovation and strategies for innovation
in sport as a separate academic field of research. Specifical-
ly, scientific articles which dealt with the systematic analysis
of published publications in the subject area come across an
increasing number of original, reviewed, and other articles
dealing with the subject area. In addition to scientific and pro-
fessional articles, increasing numbers of academic networks
and associations that support the aforementioned idea are
emerging (Tjenndal, 2016). One interesting fact is that the
areas of innovation in sport and strategies for innovation in
sport also stand out as a separate scientific field in the field of
sports sciences, and there is an increasing number of publica-
tions analysing the current situation in the field and promot-
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ing the idea of creating a crucial multi-disciplinary field and as
many professional associations, scientific journals and confer-
ences as possible, which would be held with the subject topics.
Thus, they already exist: primarily an association such as the
European Platform for Sport Innovation (EPSI), a non-profit
organization that aims to provide a suitable environment to
encourage the development of sport organizations, and the-
matic projects primarily reflected in academic networking.
One more excellent example of this fact is the COST Action
CA18236, entitled “Multi-disciplinary innovation for social
change (SHIINE)”, approved under the COST programme,
in order to show through the adoption of multi-disciplinary
innovation methods how to respond to social issues with a de-
sign approach that has a problem-oriented ethos, supporting
positive social changes and the development of international
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public policy discourse (Action CA18236 - COST, 2021).

The results of this study indicate an inadequate situation
in the field regarding sport organizations in Montenegro, so
it is crucial to point out certain negative results and give clear
guidelines on how to overcome weaknesses. First, it a fact of
some concern that in the previous three years one third of
sports organizations in Montenegro have not had innovative
activities, that more than a quarter of sports organizations
have not even improved marketing activities, and that 78.8%
of sports organizations have not received any form of financial
support for innovative activities (Popovic et al., 2021). Also,
one third of sports organizations do not have financial allo-
cations for innovations, while almost half do not have any in-
come from such investments (Popovic et al., 2021) at a time of
massive expansion of innovation across the EU. These results
indicate that sport organizations officials in Montenegro are
not adequately trained for innovations in sport and the imple-
mentation of strategic management of sport innovations. They
are not sufficiently informed about available calls, grants, and
funds and ways to apply for financial support for the realization
of their projects. However, the interpretation of these results
should be considered, including the findings from some au-
thors (Stewart & Smith, 1999; Smith & Shilbury, 2004), which
revealed inertness and conservatism of sports organizations in
the application of innovations. Also, some authors have noted
that the history or tradition of sports organizations can influ-
ence deterrence from innovative strategies (Smith & Shilbury,
2004). The situation is somewhat better with the application
of innovations that come from sports sciences, given the di-
rect impact on competitive success. Nevertheless, some of the
obtained results indicate a significant potential for improving
sport innovations in Montenegro. In realizing these potentials,
Popovic (2017) suggests that firms should work more on well-
known Montenegrin sports product while making a brand.

In order to overcome the aforementioned shortcomings,
it is necessary, by following the example of European practice,
to form a national laboratory for innovations that would ex-
clusively deal with this issue. However, there has not been a
significant impact of market uncertainty on the operations of
sport organizations in the previous three years (10.7%), nor on
financial resources on investment in innovations (12%), nor
on new competitors (20 %); moreover, the impact of human
resources on investment in innovation is greater than 50%. All
of this supports and justifies the establishment of a national
innovation laboratory (Popovic et al., 2021). Policymakers and
other interested parties in the field, including sport adminis-
trators and other sport leaders, should, with the help of uni-
versities and other research institutions, enhance the ability of
sport organizations to benefit from innovations in the field.
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