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Analysis of Challenges to Products Commercialization of
Knowledge-Based Companies Active in the Sport

Industry

There are currently several issues in the commercialization of
products from knowledge-based companies in the sports sector.
Therefore, this study aims to identify and examine the challenges
faced by knowledge-based companies in commercializing their
products within the sports industry. The study is applied in purpose,
exploratory in nature, and descriptive-survey in terms of data
collection, utilizing a mixed-method (qualitative & quantitative)
approach through Q methodology. The study's statistical population
consisted of university professors specializing in knowledge-based
companies, as well as managers, vice presidents, and experts from
knowledge-based companies listed in the national knowledge-based
companies system, science and technology parks, sports startups, and
other relevant specialists. A total of 20 participants were selected
using purposive sampling. The main challenges to commercialization
were categorized into six groups based on mental models: market
challenges, support and collaboration challenges, infrastructure and
research issues, financial and investment hurdles, legal and capital-
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related challenges, and structural difficulties. The study's findings
suggest that entrepreneurs, managers, and officials in the business and
sports industries while identifying the needs of their market and target
community, they should produce their products in accordance with
these needs, strengthen existing infrastructure and financial resources,
and put human resource empowerment on their agenda.

With the rapid advancement of technology and innovation, the
emergence of knowledge-based companies in the sports sector has
gained attention as a means to develop and expand employment
opportunities. These companies are built around the idea of leveraging
research, knowledge, and innovation to create value-added products
and services, thereby enhancing the overall structure and
competitiveness of the sports industry. Despite the immense potential
of knowledge-based companies in sports, many of these ventures have
struggled to achieve the expected level of success in addressing job
creation and business demands. One of the major reasons behind this
underperformance appears to be the absence of strategic and effective
planning. These organizations often face barriers that prevent them
from turning innovative ideas into profitable and sustainable
businesses. While entrepreneurial activities and new product
development are recognized as vital pillars for the success of such
companies, the commercialization of these innovations remains a
persistent challenge. Commercialization the process of bringing a new
product or service to the market is a crucial phase for knowledge-
based companies. In the sports industry, this step becomes even more
significant due to the highly competitive nature of the market, rapidly
changing consumer preferences, and the need for continuous
innovation. Even companies that invest heavily in research and
development or product innovation frequently fall short when it comes

context, knowledge-based companies function as innovation hubs or
scientific research into tangible

goods and services. Their contribution to the growth of the sports
industry is undeniable. However, they continue to encounter numerous
obstacles that hinder their ability to commercialize their products
efficiently. These challenges include issues related to market access,
funding, legal support, infrastructure, and lack of coordination with
supporting institutions. Given this backdrop, there is a critical need to
identify and analyze the main barriers to commercialization that these
companies face. Understanding these obstacles is essential to
formulate effective strategies that can assist entrepreneurs, business
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leaders, policymakers, and other stakeholders involved in the sports
industry. This approach can ultimately help foster a more conducive
environment for innovation and commercial success in the sports
domain.

This research is applied in terms of its purpose, exploratory in nature,
cross-sectional in its time dimension, and qualitative in its data
collection approach, using the Q-methodology. During the operational
phase, the items and statements for the Q-method were compiled
through a comprehensive review of theoretical frameworks, prior
research, scholarly articles, respected publications, and discussions
with subject-matter experts, practitioners, and individuals with
relevant experience in the research field. To finalize the Q-statements,
targeted interviews were conducted with 12 specialists in sports
business and knowledge-based sports enterprises. After analyzing and
synthesizing the interview data and findings from earlier steps, a total
of 36 statements were identified as the main obstacles and challenges
related to commercialization. These statements were printed on Q-
cards. In the following phase, the Q-cards were distributed among 20
domain experts in knowledge-based and sports businesses, including
university faculty involved in knowledge-based enterprise
development, managers, vice presidents, and professionals from
officially registered knowledge-based firms, representatives from
science and technology parks, sports startups, and other
knowledgeable individuals. Each participant was asked to sort and
rank the Q-statements based on their individual perspectives. In the
final stage, factor interpretation was conducted using SPSS software
version 23. Through analysis of the rotated factor matrix and
computation of factor scores, the key extracted factors were
interpreted.

The results of the study show that, according to the participants'
perspectives, a total of six factors (mental models) were identified,
and the six factors explain and cover 70.889 percent of the total
variance. According to this table, the first mental model accounts for
26.769 percent of the total variance, and the other mental models
account for 11.326, 8.607, 8.482, 8.291, and 7.414 percent of the total
variance, respectively. Based on the findings, six mental models
related to the obstacles and challenges of commercializing the
products of knowledge-based companies active in the sports industry
included: market challenges, support and interaction challenges,



infrastructure and research challenges, financial and investment
challenges, capital and legal challenges, and finally structural
challenges. These findings emphasize the complex and multifaceted
nature of commercialization challenges. Addressing only one area is
unlikely to be effective; instead, a holistic and coordinated approach is
necessary. The results provide a valuable framework for decision-
makers to prioritize actions and design targeted support strategies.

In general, based on the findings of this study, the challenges facing
knowledge-based companies active in the sports industry in Iran for
commercializing products can be categorized and analyzed, which is
based on previous studies and the opinions of experts and experiences
of people with expertise in this field; identifying these challenges can
create a suitable awareness framework for the growth and
development of companies, new businesses, and startups active in the
sports industry. Awareness of the challenges in the field of
commercializing sports products can, in addition to understanding the
weaknesses and threats to companies, help them in adopting
appropriate strategies to achieve organizational goals more than ever
before. These factors also provide comprehensive and complete
knowledge for entrepreneurs, managers, experts, and officials of these
companies and can be exploited and used as a suitable rational basis
for decision-making. Ultimately, such insights contribute to the
formulation of practical policies, encourage innovation, strengthen
market positioning, and enhance competitive advantage leading to
long-term sustainability and success in the evolving sports business
environment.

Keywords: Commercialization, Knowledge-Based Companies,
Products, Q Methodology, Sport Industry
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