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Abstract— Internet is a key factor of 4.0 industrial era. It 

provides opportunities for sport industry to develop well. 

However, the important issue is how to manage the sports 

industry to be adaptable with the 4.0 industrial era. This study 

aims to inquire the perspective of sports entrepreneurs on 

managing their industry in 4.0 industrial era. This study employs 

a mix methods study which was conducted by survey and 

interview methods. There were sixteen sport entrepreneurs from 

five provinces in Indonesia. Each of them has filled the 

questionnaires about the sport industry in 4.0 industrial era and 

was interviewed by semi-structured interview method. The 

results show that the 4.0 industrial era influences the sports 

industry, particularly on the management and marketing. 

However, the innovation is not influenced dramatically due to 

specific and unique product of each sporting industry. In 

conclusion, there must be a new strategy to be applied in the 

management and marketing of sports industry in the 4.0 

industrial era. 
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I. INTRODUCTION

Industry 4.0 was introduced at the Hannover Messe 
industry exhibition in the city of Hannover, Germany in 2011. 
It emphasizes on internet, computer, robot, and artificial 
intelligence as industry bases. It is recognized as a smart 
industry [1]. Industry 4.0 provides opportunities for every 
industry including the sports industry, to enhance their business 
[2]. The role of the internet can support innovation, 
management, and marketing [3]. However, there are limited 
studies that observe the utilization of the official website and 
social media in sports industry.  

Sport industry has its own unique characteristics. It has 
many customer segmentations and offers many kinds of 
products [4]. These unique characteristics may benefit the 
sports industry if it can be developed and managed well[5]. 
Furthermore, the successful development of sports industries 
will contribute to the national economic growth[6]. However, 
less is known about sports industry management in 4.0 
industrial era from an entrepreneurs’ perspective. This study 
aims to inquire the perspective of sports entrepreneurs on 
managing their industry in the 4.0 industrial era.  

II.  RESEARCH METHOD

A. Research Design

This study utilized a mixed-method approach. It used a
survey to identify the general information, and semi-structured 
interviews were also conducted to inquire deeper information 
from the research subjects. 

B. Research Sample

There were sixteen research subjects from 5 provinces in
Indonesia, which were selected by purposive sampling (Fig. 1). 
Based on the industrial purposes, 81 % of research subjects are 
in the professional sector and 19 % of research subjects are in 
the amateur sector (Fig. 2). Based on their product, there are 
44% of research subjects selling goods, 19 % rent sports 
facilities or places, 19 % supply services, 19 % offer ideas, and 
6 % offer agencies (Fig. 3). Based on the market, there are 13 
% of research subjects providing their products for the local 
market, 31 % regional market, and 56 % national market (Fig. 
4). 

Fig. 1. Research subjects based on the origin 
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Fig. 2. Research subjects based on the origin 

Fig. 3. Research subjects products 

Fig. 4. Research subjects markets 

III. RESULTS AND DISCUSSION

Overall, almost all research subjects have been using social 

media as their tools in marketing. However, there are only a few 

of them who utilize the internet to develop their business by 

establishing collaboration with other institutions and foreign 

companies. 

TABLE I. INTERNET UTILIZATION 

Average 

Innovation Management Marketing 

Official 

Website 
43.75 % 37.50 % 62.50 % 

Social 

media 
81.25 % 62.50 % 93.75 % 

A. Innovation

Business innovation means adapting the current invention

and trend which are suitable with the industry [7]. It is 

necessary to make a continuous innovation in sports industry 

[3]. There are thirteen research subjects who use social media 

to update the information and get new ideas and seven research 

subjects who use official website to gain inspiration and 

innovation. All research subjects working on designing product 

and making a thing use social media frequently. On the other 

hand, the research subjects who work in the services and agency 

use the official website more.  

During the interview, some research subjects explained the 

importance of YouTube to make innovation. They use it as a 

learning resource to gain more information other than online 

books and magazines. In conclusion, all of the research subjects 

agree that the vital role of online resources is to broaden their 

creativity. Furthermore, online resources are more likely to be 

used because it is free but provides adequate information. There 

is plenty of online information; however, the sports industry 

manager has a critical role to decide the application of 

innovation [8]. Mostly, innovation will not be executed 

dramatically in the sports industry because every company has 

its own product’s characteristic and identity. 

B. Management

Management in the sport industry could be interpreted as an

understanding among sports entrepreneur, current investors, 

and future investors [3]. Furthermore, managing the sport 

industry requires a complex capability to understand the market 

deeply. It also requires an intent for communication to update a 

piece of new information daily. There are ten research subjects 

who use social media to communicate and manage their 

industry. Moreover, twelve research subjects utilize the official 

website as their database and human resource management. 

In the sport industry, management skill is also needed to 

obtain more customer. Managing the customer by social media 

and the official website has been proven significantly and 

effectively. It was also stated by the research subject who 

emphasizes the importance of customer interaction in the social 

media and official website. Furthermore, this interaction creates 

social entrepreneurship in the sports industry [9]. 

C. Marketing

Marketing is an understanding of market segmentation and

purchasing capability [3]. In the sport industry, market 

segmentation could be divided into sports performance, sports 

production, and sports promotion [10].  Most of the research 

subjects work in sport production. Furthermore, some of the 

research subjects operate sports promotion and three research 

subjects deal with sports performance. All these segmentations 

could be advertised by online marketing. Furthermore, this 
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virtual market has also created simple payment methods which 

can possibly allow the costumer to buy the goods and services 

that they need. 

As a result, all of the research subjects use online media to 

promote their product. There are fifteen research subjects use 

social media to boost their marketing value. Furthermore, there 

are nine research subjects who use both social media and the 

official website. All of the research participants believe that 

online marketing has a much larger market than traditional 

marketing. Consequently, some sports industries hire 

professional content makers to make their product become 

more interesting in the online market. 

IV. CONCLUSION

In conclusion, the 4.0 industry era has been creating its own 

structure. Overall, it gives a positive impact to the sports 

industry. Online marketing is the best example to illustrate how 

quickly a brand could establish and increase its popularity [11]. 

However, there must be a new strategy and skill to be applied 

in this 4.0 industry era. One of the most important is customer 

safety [12]. The role of government and other law regulators are 

very critical to create a safe transaction in online marketing. 
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