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Abstract. The emergence of the phenomenon of sports is closely associated with the processes of 
communication. Sport is a social phenomenon, which solves a number of various tasks. The integ-
rity and popularity of sport promoted the emergence and development of sport industry, integrating 
all human activities. The sport industry is changing with the changes in social and technologi-
cal development. It is aimed at satisfying the needs of the society at various levels (i.e. personal, 
group, social, national and international levels). Sport helps to solve the tasks of personal growth. 
The analysis of sport and the basic elements of the sport industry allows for assessing the importance 
and determining the stages of the sport industry’s development. The phenomenon of sport and the 
associated industry needs a thorough study, including seemingly unrelated areas (i.e. education, 
physiology, psychology, law, economy, communication, culture, technologies, etc.).
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Introduction

Sport industry is a market where people, activities, businesses and organizations are involved 
in producing, facilitating, promoting, or organizing any activity, experience, or a business 
enterprise focused on sports. It is the market where the businesses or products offered to its 
buyers are sport-related, and these may be goods, services, people, places, or ideas.

Sport penetrates all the segments of the social life of the society, strongly influencing 
the economy, as well as the relationships between the states and the political life, business, 
fashion, ethical values and lifestyles. It has become a major social factor, helping the people 
to resist bad habits and the flows of “cheap culture” products (Redner 2004; Skinner, Smith, 
& Swanson, 2018). Sport has also become a powerful political tool, helping to increase the 
patriotism of the nation and its unity and motivates the leadership and social responsibility 
of citizens (Seippel et al., 2018).

The public opinion poll of physically active, particularly young, people has revealed that 
sport has helped them to develop their worldviews, personalities, sportsmanship, leader’s 
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qualities and teamwork skills, striving to win and overcome his/her weaknesses (Coakley, 
2011). People with sports experience think that sport helped them gain the features of a 
strong personality, such as self-confidence, as well as the ability to plan and realize the goals 
set (Shamir & Eilam, 2005; Fox & Lindwall, 2014). It also helps people to develop the ability 
of sacrificing themselves to achieve the goal. The sporting experience gained in the youth 
strongly influences the behaviour of people in their whole lives. It allows people to realize that 
in critical situations they can rely only on themselves. All of the personal features developed 
by them in the period of sporting make the main factor, allowing them to stay alive in the 
modern world and in extreme situations (St.Pierre, Hofinger, & Simon, 2016). Since the phe-
nomenon of sports has a social basis, it is in the centre of the social sciences’ research. Sport-
ing activities promote the development of interrelations and communication between people. 
The objective evaluation of the importance of sport requires not only the knowledge of the 
form and content of sport activities, but also the awareness of the social needs, motives and 
relationships, making the basis of the formation of personalities, social groups, communities 
and nations. Sport as a phenomenon is not homogeneous. It has various segments and their 
structures, functions, stages of development and relationships with social life (political, eco-
nomic, social, cultural and spiritual). Considering the social aspect of sport, such problems 
as its historical development, the laws governing its functioning in society and the influence 
on the society’s and people’s socialization processes and the relationships with other areas of 
life (Jones 2014) should be analysed. From the theoretical and methodological perspectives, 
the sports science is integral, considering the historical development of physical education, 
sport psychology, as well as its physiological aspects, because a personality is formed under 
the influence of both social and physiological factors (Dadelo, 2013).

1. The phenomenon of sport

In recent years, various dynamic changes have taken place, concerning a revision of sport val-
ues and their influence on the modern society. Sport as a social phenomenon is changing its 
functions and tasks in the society, which presents new challenges to the sport phenomenon 
and promotes changes in sport values. Finally, social changes in sports contribute to changing 
the forms of social behaviour and ways of life, as well as the content and aims of sporting 
activities. The increasing role of sport in social life causes the global sport commercialization.

Commercialization of sport turns it into a business instrument (Margaritis, 2019). Sport-
ing activities and their content are often based on the interests of the sporting event’s organ-
iser, getting the highest profit, rather than on the interests of sport consumers (sportsmen 
and spectators), such as achieving the best result or watching an attractive performance). 
Professionalization of sport increases the results achieved by the sportsmen, causing them 
to break away from the mass sporting movement and making them unattainable by ordi-
nary citizens. These trends help to change the content and values of sports. The information 
officially spread by sports organizations claims that sport is based on the mass character. 
It unites the members of the society and is a source of their health and harmony. However, 
a sceptical attitude to professional sports is getting popular. More negative features of pro-
fessional sports, such as its inhumane character and lack of aesthetics, become known to 
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people. These features are associated with the growing competition, doping, aggressiveness 
and even cruelty. The hostility of athletes and spectators manifests itself not only during 
competitions, but also elsewhere. Sport often acquires a consumerist character and loses the 
real sport values. To increase the formation of a positive sport image the organizers should 
promote the humanistic ideals of sports. If the negative image of sports persists, the negative 
evaluation of sports by the society will increase. Therefore, sports policy at the state and the 
international levels should be revised. The need for sporting activities is growing to satisfy 
the needs and interests of people (e.g. health, beauty, workability, humanism, active and rich 
leisure time, etc.). The politicians striving to satisfy the social needs are creating the policy 
based on the mass character of sports, where all members of society are involved in sporting 
activities. The sport organizations of the world proclaim the main aim of the Olympic Move-
ment – the unity of sport, culture and art at the national and international levels (Hoekman, 
Schulenkorf, & Welty Peachey, 2019).

The standards of living of people are changing and, therefore, the requirements of people 
to sports are also being changed. The global changes can be observed in the principles and 
methods of sport functioning. Individual consumers, social groups, communities, states and 
international organizations set new requirements to sport. Sport is used to promote the dem-
ocratic changes in the society (Asle Bergsgard et al., 2019). However, a general policy model 
of sports is found only in the part of the social democratic welfare regimes (Bergsgard & 
Norberg, 2010) and is a universal welfare good in sports, which aims at including the entire 
population, regardless of organizational affiliation, as the material basis for reaching the goal 
of sport for all. The prevalence of sports in society shows the level of the state’s democracy 
and the welfare level of the community (Seippel, 2017). One of the most important indicators 
of the prevalence of sports is the material basis for reaching the goal of sports for all, which 
is well in line with the social democratic welfare regime (Sowell, 1995).

Thus, the phenomenon of sports strongly influences social development and, therefore, 
requires more attention and a thorough analysis. Great dynamic changes take place in the 
world, which are difficult to predict and to evaluate. To better understand the phenomenon 
of sports and to evaluate its effect on the development of a cohesive society it is important 
to identify the content of this phenomenon and to define it. This would allow sports to pen-
etrate other areas of life. The definition of the concept of sports would form a prerequisite to 
evaluating its effect on human activities and a personality and determining their relationship.

2. Sport definitions

The global expansion of sporting activities created a wide range of new activities advertised 
as sports. There are sport experts who maintain that the basic integrity of sports is under-
mined by the expanding definition. Therefore, at the beginning, it is necessary to consider 
the concept of sports and what activities constitute “sport”. At the global level, there are no 
experts’ sources of sports to provide a definitive answer to the sports definition. There are 
some differences in sports definitions found in the legal documents regulating the activities 
of people in the field of sports and in the scientific works of experts from various areas.
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In the report of the “United Nations Inter-Agency Task Force on Sport for Development 
and Peace” (2003) the term “sport” covers all forms of physical activities that promote good 
physical fitness, mental well-being and social interaction. There, the definition of sports in-
volves games, entertainment, recreational or competitive sporting events, as well as sports 
and traditional games. The definition of sports as described by the Council of Europe, Com-
mittee of Ministers (2001) is

“all forms of physical activity which, through random or organized participation, are 
directed towards the expression or improvement of physical and mental well-being, 
formation of social relations or achievement of results in competitions of all levels”.

The problem of the proper definition of the concept of sports is associated with the nature 
of sports, i.e. the competition activity. The modern definition of “sports” describes the activi-
ties and games that have become a competitive race between teams or individuals and are 
highly appreciated by the public (Shilling, 2005). The attempt to introduce a comprehensive 
definition of the term “sports” proved to be difficult (Jarvie, Thornton, & Mackie, 2018). 
The phenomenon of sports covers various types of physical activities where the participants 
demonstrated the event based on the principle of fair play and specific sports ethics (Darnell 
et al., 2018).

Generally, sports include all types of competitive physical and mental activities and games 
(Sport Accord, 2010). The immediate aim of sports is using, maintaining or improving physi-
cal ability and skills while providing enjoyment to participants, and in some cases, enter-
tainment for spectators (Council of Europe, Committee of Ministers, 2001). Sports includes 
many activities involving single contestants and hundreds of simultaneous participants, as 
well as teams. It is essential to have a general, scientifically sound definition and to clearly 
understand the description of activities that could be considered as sports.

Various kinds of sports within the Sport Accord (2010) are classified in the categories 
given below:

1. Physical;
2. Mind;
3. Motorised;
4. Coordination;
5. Animal-supported.
Sports is influenced by social processes and, therefore, is constantly changing. There is 

an intense competition not only among the sportsmen, but among various types of sports as 
well because they are competing to get more fans and to attract spectators and sponsors. This 
is a dynamic process. The international sports organizations take into account the changing 
social needs and support the emergence of new sports.

Sport Accord (2010) uses the following definitions to describe new sport directions:
1. The sport proposed should have an element of competition;
2. The sport proposed should in no way be harmful to any living creatures;
3. The sport should not rely on equipment that is provided by a single supplier;
4. The sport should not rely on any “luck” element specifically designed into the sport.
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Though old kinds of sports, having a great number of supporters, dominate in the world, 
new kinds of sports are appearing every year. They gain popularity and create a separate 
genre. New sports are fast gaining popularity across the world and paving new opportunities 
for the young generation (Ratten, 2019).

The changes in sports take place simultaneously with social development. Socioeconomic 
development not only promotes structural changes in sports, but also changes the values 
formed by sports, creating new standards of behaviour and lifestyles. The social changes 
caused by sports make the basis of modern culture. Modern processes taking place in sports 
form new social, cultural and structural models, organizations and groups related to sports. 
The effect of sports on social development is complex because both social and economic 
effects are produced. Sport-related processes promote the creation of an independent sport 
industry.

3. Sport industry and its structure

Social, technological and economic changes taking place in the society have formed the 
concept of leisure and entertainment, combining culture and consumption. The consumer 
market is usually achieved through the industry of entertainment by using advertising and 
mass media technologies. The consumer goods of the market are associated not only with 
their usefulness for consumers but also with pleasure and entertainment. Entertainment 
makes an inherent part of the life of modern society and its importance has been constantly 
growing in recent years in all the areas. Sport as an important part of entertainment com-
bines the markets of producers and consumers into a specific sport industry, which embraces 
the markets functioning according to the economic laws and generates goods, services, the 
environment and ideas oriented to sports activities and strengthening of the body (human 
health, satisfying the specific body’s needs in sports and in professional and everyday activi-
ties) and leisure (Ozturk, 2014).

Sport industry forms specific communicative and economic relations. Sport as a kind of 
specific activities, economics and industry also creates jobs. A business taking part in the 
sporting process creates jobs, profit, increases the flow of taxes to the budget and creates the 
society of a new kind, helping to solve some important social problems. The growth of the 
sport industry is closely associated with economic and industrial development (i.e. industry, 
trade, services, construction, education, etc.).

Sport industry has been created based on sporting activities and is expanding them. This 
has become an important factor in social development because sport industry combines 
various types of activities and unites the participants having various motives, aims, tasks and 
activities. There are no statistically average consumers and producers of sport industry. As 
any other activity, sport industry needs the identification of the specific features of the activi-
ties and their consumers. This is required for segmenting sport industry into the particular 
elements and their groups (segments).

The market of sport consumers is segmented based on their mentality, reflecting the rela-
tionship between rationality and emotionality. The segmentation of the market of the sports 
product suppliers is required for providing their consumers with the products possessing the 
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properties which could satisfy their psychological and physiological needs through consump-
tion and participation (Sohn, Canbolat, & Gardner, 2017). At the same time, the sociological 
data on the consumers (i.e. sex, age, education, income, etc.) can help understand their choice 
and group them according to their motives and behaviour (Yousaf, Bashir, & Mishra, 2020; 
Trail & James, 2001).

The segmentation of sport industry allows for identifying the needs of the consumers 
and converting them into demands. Segmentation means the division of the producers’ and 
consumers’ market into the smaller and clearly outlined segments with similar features. It is 
important to identify and evaluate the particular features and motives of the sport consumers 
when their typological portraits are created (Rohm, Milne, & McDonald, 2006). Typologi-
cal studies and segmentation of sport consumers help to achieve effective communication 
between the producers of sports products and their consumers (Trail, Fink, & Anderson, 
2003). The segmentation of the sports market al.ows for predicting the trends of the sport’s 
development and expansion, as well as optimizing the communication among the produc-
ers and consumers of the sports products. The formation of the sport industry’s markets is 
dynamic and, therefore, needs constant re-evaluation. The origin of the segmentation of the 
sport industry is associated with the work of Pitts, Fielding, and Miller (1994), who divided 
the sports market as follows:

1. sport performance (which includes the consumption of sport through spectation and 
participation);

2. sport production (which includes the products and services needed for the production 
of sports activities);

3. sport promotion (which includes sponsorship, endorsements, merchandising, and 
sport media).

A large number of ways and methods of market segmentation have been created. This is 
a dynamic process, depending on the state of the market, which in turn, depends on social, 
economic and technological development. The participants of the sport industry are compet-
ing for customers in creating new market segments. The segmentation of the sport industry’s 
market mainly depends on the identification of the consumers’ needs, seeking to turn the 
market of the sports products’ producers into the demand. The generation of new segments 
of the sport industry’s markets and their expansion can be achieved only by developing in-
tense communication among the participants of the market.

4. Sport industry’s communication

The collection and the analysis of information about the choices of market participants for 
the products’ suppliers allows for understanding the choices of their consumers. The at-
tention of consumers to the products offered on the market is becoming one of the most 
important sources of the collected information, on which the communication guidelines are 
based. Now, social communication of market participants is being transferred to the elec-
tronic realm. The collection and processing of the information about market participants 
and the generation of the content of communications aimed at various market segments are 
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more often turned over to the specialized software having artificial intelligence (Milgrom & 
Tadelis, 2018). Only the interaction between the artificial and the human intellects allows us 
to make effective communication solutions of better quality (Lichtenthaler, 2018; Plastino & 
Purdy, 2018).

Sport communication embraces the interpersonal and interorganizational levels in vari-
ous kinds of sports and among them. The aims of sport communication may be associated 
with the demonstration of the use of the products and the presentation of their peculiarities 
to consumers. To achieve these aims marketing technologies are used. To describe the sports 
marketing communication a definition presented by Fill (2009) may be used, which describes 
it as a controlled process when the supplying organization begins a dialogue with its target 
audience. In this way, the supplier of the product prepares and transmits the information 
aimed at the interested group of people, as well as evaluating the feedback and continuing 
the communication process based on it. The aim of communication is the positioning of the 
product or its supplier and its correction to influence the target group of people. The whole 
process is aimed at forming the evaluation level and the behaviour of the target group.

Sport communication is getting a greater attention in the research works, where mass 
media and sport consumption are the dominant topics (Pedersen, 2013). Sport industry’s 
development is acquiring a global scope, penetrating all social activities and involving 
specialists in various fields (e.g. trade, management, law, marketing, entertainment, finance, 
production, high technologies, etc.). Sport industry has achieved all the scopes of social 
activities (i.e. interpersonal, social, self-governmental, state and international) both at the 
amateur and professional levels. Sport industry promotes the communicative relations, 
combining its branches into a united economic power. The communicative relations be-
tween all the processes of the sport industry make it powerful. Communication is becom-
ing the main factor of the sport industry’s development (Romney & Johnson, 2020). The 
integrity of the sport industry makes sport communication a powerful tool, influencing 
the choices of the community and the marketing and management processes in various 
areas (Stoldt, Dittmore, & Branvold, 2012). Sport cannot exist without communication, 
which is a catalyst of the sport industry’s development. The researchers emphasize that 
the processes of sport communication are being accelerated and this tendency is stable 
(Wheaton & Thorpe, 2019).

New social media technologies are assessed in sport industry as a rapidly developing 
segment of sport communication. People going (or not going) in for sports or organizations 
associated with it, who are striving to socialize, pay more and more attention to the segment 
of social media (Naraine, Wear, & Whitburn, 2019). The technological advance allows the 
sport industry’s communication to reach a larger audience and to spread the information, 
quickly reacting to social changes, as well as maintaining close relations with the existing 
consumers and increasing their number. New technologies have largely widened the spectre 
of the methods used in sport communication and created the attractive realm of communica-
tion for achieving various purposes. Taking into account the effect of sport communication 
on all human activities, it can be considered a powerful strategic tool, which requires the 
collection of the research data, their generalization and systemization.



Creativity Studies, 2020, 13(2): 246–256 253

5. The relationships between sport and creative industries

Tkaczyk and Krzyżanowska (2013) and Mumford (2019) emphasize that creative industries 
are considered to be the most rapidly developing branch of industry, which provides great 
possibilities for the development in all human activities. Therefore, creative industries are 
considered to be one of the areas, generating the largest amount of jobs, thereby contributing 
to social welfare, as well as promoting consumption and services, increasing social stabil-
ity and promoting international development (Howkins, 2013). Creative industries, as well 
as the sport industry, are based on integrity and adaptability to the social processes in the 
society (Memmert, 2016). It is necessary to constantly revise the relationships between sport 
and creative industries and their integrity. Sport and creative industries are most closely 
interrelated in the areas of innovations and businesses (DiMaggio, 2003). Their relationship 
needs re-evaluation. It is necessary to clearly determine the integration processes of sport 
and creative industries and to evaluate their scope and intensity. The integrative processes of 
sport and creative industries have shown that their theoretical and scientific basis is lagging 
behind the real life. To achieve that science would play the role of the “catalyst” and promote 
positive local and global changes in the society the processes taking place in science and the 
society, as well as their communication, should be constantly observed and investigated.

Conclusions

Sport performs the function of human socialization by using various methods at various 
levels (e.g. personal, group, community, national and international relations). Sports is closely 
associated with communication processes required for its existence. The communicative as-
pect of sports promotes its penetration into all spheres of human activities. The cultural 
and economic expansion of sport communication has promoted the emergence of the sport 
industry, which became an important factor in combining the economic, cultural, industrial, 
technological and scientific aspects. Sport industry not only generates large-scale revenues, 
but also is an important part of the cultural life of society. Though sport is associated with 
the mass character, a healthy way of life and humanistic values, its commercialization caused 
some negative effects (e.g. the signs of aggression and nationalism, doping scandals, isola-
tion of sportsmen). Now, sport experiences the changes in values and goals caused by the 
global social changes. Sport has changed from the source of entertainment and spending the 
leisure time into the inherent part of the modern urban life of the people. The changes tak-
ing place in sport’s content and goals cause the growth of its relationships with the creative 
processes, which promotes stronger integration of the creative and sport industries. Sport in-
dustry is changing dynamically, and its influence on the society is growing. Sport has become 
a phenomenon promoting the communication processes, as well as social, economic and 
technological development. The integral character of sport determines its dynamic change. 
Therefore, the segmentation of the sport industry should be made periodically, taking into 
consideration the trends of the changes.
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SPORTO IR SPORTO KOMUNIKACIJOS ANALIZĖ 
KŪRYBINIŲ INDUSTRIJŲ KONTEKSTE

Stanislav DADELO

Santrauka

Sporto reiškinio atsiradimas siejamas su visuomenės komunikacijos procesais. 
Sportas  – tai socialinis reiškinys, kuris integraliai sprendžia daugybę skirtingų 
uždavinių. Sporto integralumas ir populiarumas paskatino sporto industrijos at-
siradimą ir plėtrą. Sporto industrija integruoja visų žmogaus veiklos rūšių sritis, 
vykstant visuomenės socialinei raidai ir technologijų plėtrai, keičiasi ir sporto in-
dustrija. Pagrindinis jos uždavinys  – tenkinti įvairaus lygmens visuomenės porei-
kius (asmens, grupės, bendruomenės, valstybės, tarptautinius). Sporto reiškinys 
padeda spręsti ir asmenybės augimo uždavinius. Atlikta sporto ir sporto industrijos 
pagrindų analizė leidžia įvertinti sporto industrijos svarbą ir plėtros gaires. Sporto 
reiškinys ir jo generuojama industrija reikalauja plačių integralių tyrimų sujungiant 
iš pirmo žvilgsnio nesusiejamas sritis (edukaciją, fiziologiją, psichologiją, teisę, eko-
nomiką, komunikaciją, kultūrą, technologijas ir t. t.).

Reikšminiai žodžiai: turinys, plėtra, sporto integralumas, sąsajos, visuomenės po-
reikiai, vertybės.
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