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Introduction 
 
The substantial growth of the collaborative economy, such as Uber and Airbnb, has seen a corresponding increase 
in interest from both academics and practitioners (Kumar, Lahiri, & Dogan, 2017).  Although there is limited sport 
marketing research on the topic, there are ways the sport industry can utilize a collaborative economy to enhance the 
consumer experience and generate revenue. According to Gössling and Hall (2019), a collaborative economy 
represents the concept of consumers relying upon each other to satisfy a set of wants or needs. Within the sport 
industry, this concept can gain relevancy when consumers serve as “hosts” to other consumers. The concept of 
hosting in the sports environment centers on interactions associated with travel activities. Visitors may participate in 
travel activities such as tours, eating or drinking at restaurants, or attendance at sporting events. Such interactions 
between hosts and visitors are central to the theory of collaborative consumption. Recently, Moon, Miao, Hanks, 
and Line (2019) called for more qualitative research to examine the process of social interactions within peer-to-peer 
commerce. This study will not only attempt to address this but will also elucidate how a collaborative economy can 
be employed in the sport industry.  
 
Theoretical framework 
 
Collaborative consumption is “the peer-to-peer-based activity of obtaining, giving, or sharing the access to goods 
and services” (Hamari, Sjoklint, & Ukkonen, 2016, p. 2047). Such access is often coordinated via community efforts 
and fulfilled through community-based online services or face-to-face interactions. The concept emphasizes the 
utilization of ‘idle capacity’ and is associated with the positive symbolism of ‘sharing’ (Schor & Attwood-Charles, 
2017). The sharing economy is an “organized system or network in which participants conduct sharing activities in 
the form of renting, lending, trading, bartering, and swapping of goods, services, transportation solutions, space, or 
money” (Mohlmann, 2015, p. 193). While the majority of the collaborative consumption experience occurs using 
social and digital platforms, its results are often perpetuated in face-to-face connections, such as an Uber ride or an 
Airbnb experience.  
 
Ikkala and Lappinen (2015) demonstrated that collaborative consumption has both financial and social benefits. 
While there is a monetary exchange, this exchange provides a framework for hosts to attain a desired level of 
sociability. Ikkala and Lappinen’s (2015) study showed that over time, social factors became more important than 
the monetary exchange, even for those who initially became involved with the sharing economy just to generate 
revenue. More recently, Sthapit & Jimenez-Barreto (2018) confirmed that social interactions with a host were a key 
component for visitors to uphold positive memorable experiences. 
 
For the sport marketer, the collaborative consumption experience can serve as a framework for host-visitor 
interactions usually occurring during activities such as professional sporting events. Recently, sport organizations 
have begun utilizing their events as a medium to provide a structured space for collaborative consumption 
experiences. In particular, certain sport organizations have begun to allow their most avid fans (e.g., season ticket 
holders, or members of support groups) to “host” visitors who may not be familiar with the sport organization. In 
doing so, the user (i.e., the visitor) obtains positive memorable experiences, while the host obtains both a desired 
level of sociability and a sense of further connectedness to the organization due to the concept of assisting the sport 
organization in co-creating the experience. Subsequently, the sport organization acquires a deeper level of 
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connectedness to the host, obtains a new customer (i.e., the visitor), and increases the possibility for further brand 
engagement from both parties.  
 
Such a scenario has yet to be evaluated in an academic research setting. As such, the current study intends to 
investigate the effects of a sport organization’s usage of the collaborative consumption experience. For this, two 
overarching research questions were developed: 
 
R1: What value do hosts and visitors experience through collaborative consumption in a sport setting? 
R2: What consumption constraints do hosts and visitors experience through collaborative consumption in a sport 
setting? 
 
Method 
 
Drawing on a moderator guideline developed and refined by the authors to investigate the research questions, four 
focus groups of 6-10 participants were conducted during 2018 with hosts and visitors of the NBA’s Brooklyn Nets 
and MLB’s San Francisco Giants.  The three authors were requested to host these focus groups by SportsHosts, a 
start-up business that connects international travelers to local sport fans to attend local sport events. Following 
Miles and Huberman (1994), the focus group transcripts were coded and analyzed to draw conclusions about the 
themes observed in the data. 
 
Results 
 
The qualitative analysis across all focus groups provided strong evidence for four types of value experienced by 
hosts and visitors through collaborative consumption: friendship, social interaction, venue knowledge, and sport 
expertise. In terms of friendship, participants spoke about becoming “the best of mates” and having “real 
conversations” with people they only met a few hours before. Within the broader theme of social interaction, 
participants shared the value of a “whole experience” to consume sport in a group setting rather than attending 
alone. The knowledge and expertise themes were expressed by participants in terms of “feeling like a local,” going 
with someone who “knows the park inside out,” and being taken to “that spot where this person did that, to show 
you that, and that means a lot.” 
 
The findings also pointed to a number of consumption constraints related to collaborative consumption: ticket costs 
and seating, desire for incentives, interpersonal disconnects, and social risks. In terms of ticket costs and seating, 
participants highlighted a complication of hosts not being able to sit in their usual quality seats in order to sit with 
visitors who may have lower-priced tickets. Participants also expressed their desire for incentives from the sport 
franchise, such as concession vouchers or special merchandise offers. A third constraint theme was if “the visitor 
sucks,” relating to an interpersonal disconnect between host and visitor. Lastly, participants spoke about the 
potential risks of being “in a foreign country with a random dude” and the possible vulnerabilities related to alcohol 
consumption without “safety in numbers.” 
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