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Aim of paper and research questions
People’s expectations in regard to sports and recreation facilities have increased. However,
because of lack of funds and crowded metropolitan areas, there are certain difficulties to build
additional facilities to meet the needs of the citizens. The use of outsourcing existing public
facilities such as schools, public swimming pools etc., would be able to help resolve this
problem. Current outsourcing of publicly-owned sports facilities in Taiwan can be divided
into three types: Build-Operate-Transfer (BOT), Rehabilitate-Operate-Transfer (ROT) and
Operate-Transfer (OT). The majority of companies involved in the present outsourcing bid of
sports recreational institutions are sports marketing companies. In Taipei, there are about 11
companies competing. Each company relies on the internal resources and capabilities to create
heterogeneous products and services to gain competitive advantage for the outsourcing contracts
of operation and management plans. Therefore, how to utilise these companies resources and
capacities to develop appropriate strategies to be successful in getting the outsourcing contracts
of the operation and management projects will be an important issue, and this study aims to
answer this question.
Literature review
This research is based on the resource-based view (Barney, 2001; Prahlad & Hamel, 1990;
Teece et al., 1997; Fahy, 2000; Clulow et al., 2003; Clulow et al., 2007) and adapts Fahy’s
(2000) framework and other related studies to probe into what are the most important resources
and core capacities as well as how to apply management skills to create heterogeneity of
products and services, and to coordinate to win the outsourcing contracts of public management
plans.
Research design and data analysis
The research uses a case study approach to analyse a sports marketing company engaged in
sports-related facilities including swimming pools, health clubs, and sports stadium. There are
seven major sports arenas operated by the company. Its business scope includes management
of arena and facilities, holding sports event, and sports marketing activities. The company has
done an outstanding job in raising the community and school physical education activities. The
research conducted included in-depth interviews and a field survey in the first month of 2009 to
investigate how the sports marketing services company competes for winning the outsourcing
contracts of managing the public sports facilities.
Results
The corporate strategy of the case study company aims at three aspects: a collaboration plan
for the development of academic institutions, assistance in regional schools’ physical education
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development, and the formation of alliance with related physical education organisations and
institutions. The main intangible resources include the values of executives, core technology,
network of human resources, reputation, the past operating experiences, diversified sports
services and products, and the recognition of social corporate responsibility. The research also
finds that lots of capabilities and managerial skills are important, making it easier to gain the
support of government units, as well as to have feedback from them. The company combines
abilities, expertise and managerial skills into the unique proprietary resources of company, and
by the overall operations of organisations to create value and maintain competitiveness.
Discussion and conclusion
From the case study, it can be found that the establishment of a competitive advantage of
the sports marketing company comes from its core resources and capabilities. Through this
research, it can be confirmed that the concept of core resources and capabilities can form
competitive strategies, and the competitive advantage can be used in winning the outsourcing
projects of operating public sports facilities. Therefore it is important for a company to focus on
their core competencies and resources and combination of both, and through the use of a good
social network to create strategic alliances advantages and a diversified program, in order to
create its own competitive strategy.
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