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In 2009, an anonymous hacker (or group of hackers) named Satoshi Nakamoto unveiled the first entirely digital 
currency. This new blockchain technology worked on the principle, at its core, money is just an accounting tool - a 
method of extracting value, assigning ownership and providing a means for transacting (Peck, 2017). At its root it is 
called a chain because changes can be made only by adding new information to the end where each new addition or 
block, contains a set of new transactions. Today, each day, numerous blockchains such as Bitcoin, slurp a city’s 
worth of energy to perform a small fraction of the transactions that major credit card networks accomplish (Peck & 
Moore, 2017). Many enthusiasts have gone as far to say that blockchain technology and cryptocurrency will have as 
big of an impact on the world as the internet. Conversely, others are saying that blockchain technology and Bitcoin 
in particular, are a bubble. Regardless of who is right, the reality is that there are going to be blockchains in one’s life 
and as Peck & Moore (2017) noted whether they are in the background or the foreground, it would be wise to 
understand how they work and what could happen if they don’t.  
 
In an agrarian economic epoch livestock, agriculture, and things that are grown, raised, or accumulated from the 
environment are the currency. During an industrial economic epoch the currency is the product of industry. During 
the information age, economically it only makes sense that there would be a digital currency that is as distributed and 
ubiquitous as the Internet. In fact, much like Einstein predicted the existence of black holes long before one was 
found so too did the Nobel Prize winning Economist Milton Friedman predict a digital currency long before 
blockchain forerunner Bitcoin was created (Moses, 2017). So we ask, what are blockchains? What are associated 
risks, rewards, responsibilities? Are there cumulative or separate approaches to its use? Regulations of use? Does it 
have value in the sport environment? How can they be used in the sport environments? This exploratory study 
sought to answer a few of these questions. 
 
Blockchains are essentially a public ledger for all cryptocurrency transactions. The blockchain is determined by a pair 
of cryptographic keys. The first, called the public key, resides in the blockchain for anyone to see. The second, the 
private key, which often can be tied to permissions in specific industries, links identity and most often is kept safe 
from view. Today, blockchains are used by almost every form of public and private business i.e., governments, 
financial institutions, health care entities, educational institutions. Updated with every new transaction, there are 
numerous benefits of blockchain technology. Blockchains keeps sensitive data more private, secure and 
decentralized; it also allows users to make safe transactions without any interference from outside entities. Around 
the world, thousands of computers are linked to the blockchain. To maintain an accurate record of transactions, 
each block has a timestamp with a reference to the previous blocks in the network. Every computer that’s linked has 
equal authority and mutual power with no centralized authority. There is also permanence of the transaction. These 
connected blocks ultimately make up the blockchain, and it is then replicated across the network cryptographically, 
making the chain nearly impossible to hack, (value). Blockchains can’t store much data and need a variety of 
supporting technologies to operate effectively (nonvalue).  
 
The rise of the blockchain marketing technology has been impressive, measuring nearly 400% growth in the last six 
months, moreover, crypto search and social advertising have increased by 500% (Epstien, 2018). This growth is not 
surprising, as more companies are looking for alternative and decentralized options for their growth. Blockchain 
functions are driving a decentralized environment, creating opportunities to enhance innovation across advertising, 
promotion, content, experience, social relationships, commerce, sales and data environments. The blockchain 
environment is ripe to disrupt the role of marketing intermediaries. However, it is ripe to impact the customer 
experience environment. Blockchain technology impacts areas such as advertising, loyalty and influence marketing in 
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an attempt to not only make items more appealing but also more engaging, affording control to the users in the 
marketplace. Marketers seek for innovative ways to improve the consumer experience and their ROI, adding value 
to the growing challenges, game theory, network design, technology, incentives, and mechanism design, network 
effects. The impressive start will convince more companies to invest in the crypto market to follow trends and to 
explore new levels of innovation. The increased interest will also lead to an increased focus on brands. This is 
expected to bring an increase in talent and capital flows, bringing an even faster growth rate across marketing 
platforms.  
 
Is saying "blockchain technology is a bubble", like saying "the sun will rise tomorrow" (Moses, 2017). The genius is 
in identifying what kind of bubble it is, verifying if it is really needed. Blockchains can do some amazing things but 
they are definitely not the solution to every problem. Presently there may be more reasons to not use blockchain 
technology than there are to use the technology. Exploratory studies in the social sciences have been increasingly 
advocated, particularly in relation to new research themes or when addressing an existing issue from a new 
perspective (Mason, Augustyn, & Seakhoa-King, 2010). Exploration is often a starting point, where the need to 
define relationships, fit, relevance, linkage and modeling is often accentuated. To date there is a dearth of research 
on blockchain technology and research that focuses on blockchain technology within sport management is non-
existent. This presentation seeks to review the application of blockchain technology to marketing strategy with a 
particular emphasis on its application to sport marketing.  
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