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Abstract. This paper develops a more inclusive and cutting-edge literature review, 

in view of the major areas that digital innovation playing roles in sport 

management and in order to provide efficient insights for sport management 
development, future research and public policy. Starting from the important ideas 

of service, management, and business model from the concept of digital innovation, 

six parts that the priority areas digital innovation playing roles in sport 
management will be elaborated in detail, which are digital innovation for athletic 

performance, digital innovation for sport fan engagement, digital innovation in 

sport event management, digital innovation in sport fitness management, digital 
innovation in sport branding and e-sport.   
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1. Introduction 

Nowadays, in the highly competitive sports industry landscape under digitalization and 

innovation, the ubiquitous functions of digital innovation can be intensively observed 

in sport management. For instance, The growing importance of cognitive computing 

based on big data and artificial intelligence technologies in the sports industry is 

transforming various aspects of sport management, such as athletic performance, sport 

fitness management and e-sport by providing exploration possibilities of observing 

sport participants’ brain waves and psychological activities. With waves of 

digitalization and acceleration of industry 4.0, the sports industry, regarded as one of 

the most outstanding industry sectors around the world, is closely intertwined with 

digital innovation, in various range of sporting events and applications. Supported by 

information and communication technologies, artificial intelligence technologies, big 

data technologies and other significant digital technologies, digital innovation becomes 

a substantial driver for sport management.  

As a growing field of interest in the role of digital innovation in sports by 

researchers due to the accelerating growth of the sports industry, scholars from sport 

computer science, management, economic and other relevant academic background 

attach great importance to this topic [1][2]. In the past decades, digital innovation has 

remarkably transformed sport management through various application of digital 
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technology in the sports industry [3]. Increasing significance is attached to digital 

innovation in sport management [4]. Stegmann et al. draw a conclusion that the factors 

facilitating digital innovation such as value co-creation as well as disruptive digital 

technologies are undervalued in the past researches on the sport management [5]. 

However, the role of digital innovation in sport management is an newly emerging 

area of research in recent years, with few barely any literature reviews in relevance. 

Existing models given in researches in regards to digital innovation in sport 

management are confined to specific or regional phenomenon, deficient in macro 

perspective of the industry, such as only focusing on the utilization of information and 

communication or AR technology to manage sport event, or the case of athletic 

performance of the football industry chain in Europe. In addition, among reviews of 

digital sport or sport innovation, there is inadequate consideration of the sport 

management level and even some recent reviews of sport management are short of the 

perspective of digital innovation and frontier business models in sport management like 

e-sport [5][6][7][8]. These circumstances of the current researches lead to the gap this 

literature review aims to help to fill. 

 The framework for this literature review is both the keynote and the difficulty of 

this paper, for that it is hard to classify digital innovation in sport management and the 

framework is supposed to take the financial and economic factors involved in the sport 

management into account. A relational financial-economic model developed by 

ATKearney, including elements of players, fans, club, brands, and players, as one of 

the few established models designed for the idea of power of sport management is of 

inspirational significance for this review. Taking e-sport’s emerging researches and 

market share in the sports industry into consideration, this paper adopts framework of 

analyzing six parts of literatures that the priority areas digital innovation playing roles 

in sport management, which are athletic performance, fan engagement, sport event 

management, sport fitness management, sport branding and e-sport. 

For the purpose of providing efficient insights for sport management development, 

future research and public policy, and in view of the major areas that digital innovation 

playing roles in sport management, this paper develops a more inclusive and cutting-

edge literature review. In the main body of this paper, starting from the important ideas 

of service, management, and business model from the concept of digital innovation, 

digital innovation for athletic performance, digital innovation for sport fan engagement, 

digital innovation in sport event management, digital innovation in sport fitness 

management, digital innovation in sport branding and e-sport will be elaborated in 

detail.  

2. Literature Review 

2.1.  Digital Innovation for Athletic Performance 

Sport activities supported by digital technologies have always been a topic of interest 

for researchers due to the constant advancements in technology and the growing 

number of sport participants. There are far more opportunities provided by digital 

innovation in regards of digital technologies in sport management than it used to be in 

the past. For instance, mobile sensors as well as portable computers are invented to 

collect data of athletes in physical activities, such as data of endurance runners and 
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distance cyclists [9]. Tjønndal finds that digital training tools for boxers can help solve 

problems occur during the COVID-19 pandemic [6]. 

2.2. Digital Innovation for Sport Fan Engagement 

In the competition of attracting fan attention to generate more advertising profits 

between traditional and digital platform to broadcast live sports, fans will be more 

likely to turn to the digital one instead of the traditional one, which can be more 

apparent in the case of top-tier sports events [10]. Mastromartino and Naraine show 

that fans obtain the strongest level of engagement among all the customers under a 

digital innovation strategy of using social media through examining professional sport 

sponsors [11]. It is worthwhile to notice that nowadays some sport fans may be 

addicted to the hype of non-fungible tokens. Pandita et al. create a model to elaborate 

the aspects involving in the enhancement of activation of the sport fan base, and to 

assist sport managers to reasonably harnessing sport fan engagement [12]. 

2.3.  Digital Innovation in Sport Event Management 

In the research on the digital sport entrepreneurial ecosystems, the operation of digital-

technology-supporting sport events may lead to radical innovations [13]. From the 

perspective of a forced e-ticket environment, sport event ticket-type preference can be 

analyzed into five topics, which is a huge research gap in the research field of e-ticket 

consumption preference [14]. The adaptation of digital innovation on sports can be 

observed in broadcasting live streaming of sport events. Brochado et al. study on 

organizing sports events from the perspective of the promoters in Europe through 

questionaire by 41 interviewees, which comes into the conclusion that three catagories 

can be classified within the sample events [15]. Digital ticketing virtual spectating 

ensures necessarity of innovation during the COVID-19 pandemic [16]. 

2.4.  Digital Innovation in Sport Fitness Management 

Sport fitness management, with the utilization of digital innovation, particularly 

focusing on sport fitness app operation is a research topic being discussed since recent 

years. Behr mention that the clothe that fitness trackers in the research wear and sport 

application of wearable technology sensors they use do not necessarily show the 

connection between innovation and digital sport [17]. Fenton et al. discover that digital 

innovation level needs to be improved from the type of sport innovation of fitness app 

[18]. Soulé et al. pay attention to the sports and fitness mobile applications (SFMAs) 

and carry out a review on the utilization of sport and fitness app from the perspective of 

social science [19]. 

2.5. Digital Innovation in Sport Branding 

From most researches on digital innovation in sport branding, it is obvious that the 

branding strategies are based on the reputation of athletes or sport teams. Ballouli and 

Hutchinson interview Digital Royalty s Amy Martin and stress the importance of 

integrated marketing strategy for professional athletes as well as sports teams [20]. 

Stegmann et al. carry out a sport marketing research and perceive that online and 
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mobile strategies lead to affection of brand in sports teams [5]. Fenton et al. conduct 

the branding strategy for fitness apps. Petit et al. complete a research of digital touch in 

sport sponsorship and discuss practice circumstances of virtual reality in sport 

management and some related sectors [21]. 

2.6.  E-sport 

E-sport, as a type of competitive new sport playing computer or video game as well as 

a kind of digital-based game, is not independent but derived from and in close relation 

to real sports [22]. Martin-Niedecken and Schättin discuss a motivating and promising 

complementary training method utilized by e-sport players, indicating that exergames 

provides physical approaches to e-sport [23]. The trajectory of digital sport and media 

innovation move more and more closely and overlap with each other. E-sport is a prime 

instance and the interactive effect will be strengthened in the long-term future [24]. 

Digital innovation also plays important role in E-sport human capital management [25].  

3. Discussion and Conclusion 

This paper provides a literature review on the role of digital innovation in sport 

management, offering insights for industry development, future research, and public 

policy. It develops a six-element framework of the role of digital innovation in sport 

management and highlights the impact of digital innovation on athletic performance, 

sport fan engagement, sport event management, sport fitness management, sport 

branding, and e-sports.  

For the limitations of this paper, a six-element framework including athletic 

performance, fan engagement, event management, fitness management, branding, and 

e-sports is applied in this literature review. However, it cannot include all of the other 

minor factors that play role in digital innovation’s influence on sport management. 
For the managerial implications, it is discovered that media, or digital media 

platform, such as social media, is a assignable favourable factor in the progress of 

digital innovation promoting global sports industry growth. Among different digital 

innovation types, disruptive innovation has a tremendous bearing on the sports industry, 

such as Twitter as disruptive innovation in sport communication. In addition, according 

to the patchy development of digital innovation and sport management, as well as 

relevant law and regulation environment including difference in patent act and anti-

monopoly law, the presenting function and development level of digital innovation in 

sport management vary in different regions. 
For future research directions, two main directions can be suggested from the 

literature review analysis in this paper. First, the changing relations of the six elements 

in this article’s framework can be discussed by researchers in the future. Second, 

quantitative researches are infrequently carried out on the topic of the role of digital 

innovation in the sports industry, regarding with more academic attempts can be 

encouraged.  

Digital Innovation plays a vital role in sport management. The concept of digital 

innovation in sport management intersect with sport digitalization and sport innovation. 

In this paper, for an explicit observation of digital innovation in sport management, 

literatures about digital innovation for athletic performance, digital innovation for sport 

fan engagement, digital innovation in sport event management, digital innovation in 
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sport fitness management, digital innovation in sport branding and e-sport are reviewed 

on its academic map. It is hopefully that digital innovation plays an interactive role in 

sport management in the future, with regard to the aspects of product, service, process 

or business model. 
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