Beyond In 
  
G L Clark 
  
M P Feldman 
  

This thesis investigates the relationship between interorganisational behaviour and innovation in sport clusters. Two central research questions are addressed. The first research question asks what constitutes a sport cluster. The second research question investigates the influence of interorganisational citizenship behaviour on product innovation in sport clusters.

), non-participatory observations (17), and secondary data (i.e. organisational information and archival data). The data collection and analysis is a combination of deduction and induction, hence an abductive approach. The research questions are informed by literature. However, data analysis includes inductive tactics. Data analysis processing consists of interview transcribing and report writing. Data was analysed with data coding in NVivo 10, frequency counts, report writing, within-case analysis, and cross-case analysis.

Results reveal that sport clusters depend heavily on location-specific factors. Most important for sport cluster development and sustainability are geo-economic, socio-economic, and sport-related factors. Less important are political, geographical, and historical location-specific factors. These clusters comprise typical cluster organisations as members which include core equipment manufacturers, system suppliers, accessory suppliers, services providers, media, designers, professional and amateur sport, education/research institutions, and governing bodies. These cluster organisations are connected via formal and informal relationships and networks. The most common interorganisational behaviours within those linkages are advancement, altruism, loyalty, and collaboration. These behaviours enhance innovation in clusters. External links between cluster organisations are facilitated through interorganisational citizenship. These links foster innovation throughout the entire innovation process, particularly material innovation but also design and use innovation. This thesis suggests further research of sport clusters as well as the study of interorganisational citizenship behaviour and its outcomes.
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Résumé

Ce projet de thèse étudie la relation entre le comportement inter-organisationnel et l'innovation au sein des clusters de sport. L'objectif est de répondre à deux questions centrales de recherche. La première question concerne les composantes d'un cluster de sport. La deuxième examine l'influence du comportement inter-organisationnel citoyen sur l'innovation de produit au sein des clusters de sport.

), et d'un ensemble de données secondaires, telles que des informations organisationnelles et des données issues d'archives. La collecte et l'analyse des données proposent une approche combinant des méthodes inductives et déductives; ainsi, le travail utilise une démarche abductive. Les questions de recherche sont déduites de la littérature. Toutefois, l'analyse des données inclut des éléments emprunts à la méthode inductive. L'analyse inclut le codage des données avec NVivo 10, dont découlent des tableaux de fréquences, des rapports, et des analyses intra-cas et inter-cas. Les résultats montrent que les clusters de sport dépendent fortement de facteurs locaux spécifiques. Dans le cadre du développement et de la durabilité des clusters de sport, les principaux facteurs sont géoéconomiques, socio-économiques, et ceux liés au sport. Les facteurs politiques, géographiques, et historiques sont moins importants. Ces clusters regroupent un ensemble d'organisations sous forme de typologies, qui inclut le fabricant de l'équipement principal, les équipementiers associés, les fabricants d'accessoires, les prestataires de services liés au produit, les media, les concepteurs, les organisations relatives au sport professionnel et amateur, les institutions de l'éducation et de la recherche, et les organismes de gouvernance. Les organisations relatives au cluster sont liées entre elles, au travers de relations et réseaux formels et informels. Les comportements les plus courants dans ces liaisons sont l'avancement, l'altruisme, la loyauté, et la collaboration. Ces comportements favorisent l'innovation au sein des clusters. Les liens externes entre les organisations du cluster sont facilités par la citoyenneté inter-organisationnelle et encouragent l'innovation pendant Résumé V tout le processus d'innovation, surtout par rapport à l'innovation relative au matériel, ainsi que celle liée au design ou à l'usage. Ce projet de thèse propose de réaliser davantage de recherches sur les clusters de sport, ainsi que sur le comportement inter-organisationnel citoyen et ses conséquences.
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Figure 3. The paradigm of innovative milieus and the three forces of its development (Crevoisier, 2004, p.370) Figure 7. Different levels of analysis within the boat building cluster (Chetty, 2004, p.317) Figure 11. Process model for case study method (Yin, 2009, p. 57) Sport requires equipment. Skiing became possible 4500 years ago in Scandinavia with the invention of wooden devices to slide down hills on snow [START_REF] Loland | Technology in sport: Three ideal-typical views and their implications[END_REF]. Surfing first occurred when Hawaiians stood up on a plank of wood to slide down a wave. The sport of cycling was invented with the technological development of the bike in the 1860s. Even today new sports emerge with the development of new sport equipment and technologies such as the mono ski and kitesurfing equipment [START_REF] Desbordes | Innovation management in the sports industry: Lessons from the Salomon case[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF]. Loland (2009, p. 153) explains 'Technology is a necessary condition for many sports to arise at all.' The necessity of equipment and technology for sport is the starting point of this thesis.

Equipment innovation enhances performance. Sport equipment has continuously evolved over time. This is evident in professional and amateur sport. Sport equipment innovation brings different benefits for recreational and competitive sport. Sport technology innovation has revolutionised sport disciplines, created new disciplines, and democratised sport disciplines. The development of alpine carving skies has changed the technique of skiing itself and allows faster learning for beginners. Swimsuits with reduced water friction have radically enhanced professional swimmers' performance [START_REF] Loland | Technology in sport: Three ideal-typical views and their implications[END_REF]. The use of composite materials for sport equipment has revolutionised many sports including cycling, sailing, and surfing. The advancement of production processes as well as advanced safety technology have democratised sports. Tennis rackets have become affordable for the average consumer [START_REF] Desbordes | Marketing du Sport[END_REF]. Improved safety systems in kite surfing equipment have allowed the spread of the sport into the mass market starting from a small, action-sport community [START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF]. Innovation of sport equipment is complex. Sport equipment is continuously under the pressure of contradicting needs, e.g. light but durable, strong but flexible, heat insulating but thin. Therefore innovation is a difficult undertaking for sport equipment companies. Innovation in sport equipment is complex because developments must respond to the needs of both professional and amateur athletes.

The needs of those two target groups differ in some aspects, while they overlap in others. Comfort and durability has higher priorities in amateur sport while speed and performance are the priorities in professional sports. Safety is important for both amateur and professional sport. The third aspect that makes innovation in sport equipment complex is the fast development of sport equipment. Therefore the lifecycle of sport products is short which makes it difficult for sport equipment companies to make enough profit on developments to survive [START_REF] Desbordes | Marketing du Sport[END_REF].

Sport equipment is a global, niche industry. The global sport equipment market was estimated at €226 billion in 2010 [START_REF] Npd | NPD Releases Global Sports Estimate Report[END_REF]. This is equivalent to about 0.5% of the world's GDP (World Bank, 2011). The European outdoor market is estimated at more than €10 billion in 2012 [START_REF] Basedow | European Outdoor Industry worth over €10 billion[END_REF]. This is equal to about 4% of the global sports goods market (World Bank, 2011). Andreff (2006b) has argued that sport goods industries face a highly segmented market and volatile demand.

Sport equipment is a non-essential good. Therefore sport equipment is exposed to market trends.

Demand usually increases and decreases with the national or global economic trends. The sports goods industry is a highly internationalised market (Andreff, 2006a). The global sport market is dominated by few relatively large companies regarding 'trite' sport goods. Trite sport products are low-tech commodity sport products as opposed to more technical demanding products for 'equipmentintensive' sports. Equipment-intensive sports are predominantly outdoor sports (Andreff, 2008). Sport goods for equipment-intensive sports are primarily produced by small-and medium-sized enterprises. This is especially true for the European market. Only few outdoor sport equipment companies have developed into multinational companies. On a global scale those are still SME.

The cluster model provides a solution for those smaller firms to meet global market challenges. A cluster creates a protected environment for SME. The cluster allows them to compete with the large multinational companies. Clusters are more than just the sum of the member organisations as they benefit from diverse group effects. Clusters attract companies because the cluster environment provides advantages as opposed to those companies acting alone. The phenomenon of cluster is increasingly evident in sport equipment industries as the following quotes and logos of cluster governing organisations suggests.

'EU4SportsClusters is a project co-financed by the European Commission whose aim is to facilitate the internationalisation of European SMEs dedicated to sports using clusters as a tool. It focuses not only on top sports, but also on mass-market sports practitioners.' (EU4SportsClusters, 2014) 'The Australian Sports Technologies Network (ASTN) is a national collaborative network focussed on developing Australia's sports technologies industry. We are a not-for-profit member-based organisation comprising leaders across the entire 'sports eco-system' in Australia, including sports tech firms, national sporting organisations, sports retailers and marketers, universities, researchers, and investors.' (ASTN, 2014) Figure 1. Logos of sport cluster initiatives.

'Eurolarge Innovation is a technology park which was created expressly as a support system for these innovative businesses centred around ocean racing.' (Eurolarge Innovation, 2014b) level. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] introduced clusters to the field of sport management scholarship. Comparing practical sport cluster initiatives to scientific research on sport clusters suggests that practice has overtaken theory. Hence, it is time to investigate sport clusters to advance not only sport management as a research field but also to provide advice for actors in sport clusters. In addition to studying sport clusters, this research takes an interdisciplinary approach that addresses issues in organizational behaviour and innovation management.

Definitions

The term sport cluster consists of two elements, sport and cluster. While [START_REF] Oakley | The sport and fitness sector[END_REF] distinguish between leisure, sport, recreation, and physical activity, the European Council takes an integrated approach. They define sport as 'all forms of physical activity which, through casual or organised participation, aim at expressing or improving physical fitness and mental well-being, forming social relationships or obtaining results in competition at all levels' (Council of Europe Committee of Ministers, 2001, Art. 2). To clarify, the United States Department of Health and Humans Services (1996, p. 20) defines 'physical activity as bodily movement [...] above the basal level'. A useful definition from the sport management literature defines sport as 'physical activity that is competitive, requires skill and exertion and is governed by institutionalised rules' (Trenberth, 2012, p. 3). All these definitions are inclusive, meaning that they include recreational, competitive, professional, and amateur sport. Depending on research questions and empirical contexts, scholars can utilise a more exclusive definition of sport. This research focuses on competitive sport at professional and amateur level. However, recreational activities and related organisations are considered if they influence the cluster.

Clusters are 'geographic concentrations of interconnected companies, specialised suppliers, service providers, firms in related industries, and associated institutions' (Porter, 2008a, p. 215). A cluster is a 'system of interconnected firms and institutions whose value as a whole is greater than the sum of its parts.' (Porter, 2008a, p. 229). Cluster well-being reflects cluster members' well-being.

Simultaneous competition and cooperation is typical within clusters (Porter, 2008a). Sport clusters were defined as all industries, sellers, and buyers with an impact on the respective sport. In other words a sport cluster includes all organisations with an interest as seller or buyer in a sport [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

Considering all the definitions this thesis defines sport clusters as geographical concentrations of interconnected organisations including companies providing different products or services related to a sport, professional and amateur sport entities, education and research institutes linked to those, and governing bodies that exert control or influence over the aforementioned organisations. All these organisations are regarded as sport cluster organisations. The terms cluster member or cluster stakeholder are also used to describe cluster organisations. Cluster organisations can be affiliated with a cluster governing body and are linked through different types of interorganisational linkages and behaviours. Sport clusters emerge from certain conditional location-specific factors that are examined in this thesis.

The key distinction between sport clusters and non-sport clusters is the inclusion of sportspecific actors, i.e. professional and amateur sport entities. Compared to non-sport clusters, sport clusters have another dimension of interorganisational interactionthe on-field competition. This interaction influences interorganisational linkages and behaviours between all cluster organisations. Sport-related location-specific factors are another distinguishing characteristic of cluster from sport cluster.

Interorganisational links are also key concepts in this research. Bilateral interorganisational links are defined as interorganisational relationships. An interorganisational relationship refers to 'voluntary, close, long-term, planned strategic action between two organizations with the objective of serving mutual beneficial purposes in a problem domain.' (Babiak, 2007, p. 339). An organisation's environment is characterised by other organisations. Interorganisational relationships are therefore 'the way in which organisations interact with their environment' (Dickson, Arnold, & Chalip, 2005, p. 147). A network is a group of at least three organisations that are connected in ways that facilitate the achievement of a common goal [START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF]. Networks are essentially multilateral interorganisational links.

There are a number of interorganisational behaviours relevant to this research. Previous research on clusters has focussed on competition, cooperation, and coopetition as interorganisational behaviours. Competition is the rivalry amongst organisations for customers, suppliers, and towards potential entrants and suppliers of substitute products (Porter, 2008a(Porter, , 2008c)). Cooperative behaviour means providing assistance towards a common goal, however there is not necessarily a joint action [START_REF] Tuomela | What is cooperation?[END_REF]. It has been referred to as strategy aiming at systematically interorganisational rentgenerating processes [START_REF] Dyer | The Relational View: Cooperative Strategy and Sources of Interorganizational Competitive Advantage[END_REF]. Coopetitionsimultaneous cooperation and competition is a distinct behavioural dimension amongst cluster organisations [START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF]. This thesis differentiates negative interorganisational behaviours from positive interorganisational behaviours. Negative interorganisational behaviours contain notions of competition and include competitive and coopetive behaviour (e.g. hostile take-overs, aggressive marketing) while positive interorganisational behaviours include cooperation, collaboration, and citizenship behaviour (e.g. product collaboration, joint marketing campaigns) (Autry, Skinner, & Lamb, 2008;[START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF]Porter, 2008a). Collaboration is 'the process of co-producing knowledge' (Clarke et al., 2013, p. 94). The difference between cooperation and collaboration can be summarised as cooperation is two or more organisations working independently towards a common goal while collaboration means working jointly towards a common goal [START_REF] Clarke | Enhancing the knowledge-governance interface: Coasts, climate and collaboration[END_REF][START_REF] Tuomela | What is cooperation?[END_REF].

Interorganisational citizenship behaviour is a concept that has been adopted from organisational behaviour theory and transferred into the interorganisational context of supplier-buyer relationships (Autry et al., 2008;[START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. Within the cluster context, interorganisational citizenship behaviours are interorganisational behavioural tactics, generally enacted by cluster organisations' boundary personnel, that are discretionary, not directly or explicitly included in formal agreements, and that in the aggregate promote the effective functioning of the cluster (Autry et al., 2008, p. 54).

Innovation is the process of incremental changes resulting in the new combination of extant resources. Innovation is reflected in the development of new services and products, processes and methods, markets and consumers, and organisational systems [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF][START_REF] Schumpeter | Theorie der wirtschaftlichen Entwicklung[END_REF]. Product and sport innovation can be differentiated into function, material, and system innovation [START_REF] Desbordes | Marketing du Sport[END_REF]. Further researched topics in this thesis to better understand innovation are sources of innovation and the aspect of time in innovation. There are two broad innovation sources: the customer and the company. The extent to which interorganisational links are a source of innovation is subject of this thesis which has not often been researched previously (Asheim & Gertler, 2011;[START_REF] Hippel | The sources of innovation[END_REF]. This thesis studies the life cycle of innovation through three distinct phases of innovation: idea generation, invention, and commercialisation [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF][START_REF] Hippel | The sources of innovation[END_REF].

Central Research Questions

This thesis is concerned with the influence of interorganisational links and behaviours on innovation in sport clusters. More precisely the first central research question is as follows: What is a sport cluster? The second central research question is How do interorganisational citizenship behaviours influence innovation in sport clusters?

Clusters have been studied in numerous different industrial contexts. These include science, technology, manufacturing, as also art and leisure [START_REF] Porter | Clusters and the new economics of competition[END_REF]. While there are a few conceptual articles on sport clusters [START_REF] Hillairet | Milieux innovateurs et filière sports-loisirs: essai d'application d'un paradigme techno-industriel du développement économique régional endogène[END_REF][START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF], empirical research articles on sport clusters are more common [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF][START_REF] Chetty | Role of Inter-organizational Networks and Interpersonal Networks in an Industrial District[END_REF][START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF][START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF][START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF][START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF][START_REF] Sarvan | Network based Determinants of Innovation Performance in Yacht Building Clusters: Findings of the SOBAG Project[END_REF][START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]Tristão, Oprime, Jugend, & da Silva, 2013;[START_REF] Viljamaa | Technological and Cultural Challenges in Local Innovation Support Activities -Emerging Knowledge Interactions in Charlotte's Motor Sport Cluster[END_REF]. While all these articles make direct or indirect use of Porter's cluster concept, there is no common agreement of what constitutes a sport cluster. This thesis aims at closing this research gap.

There is no cluster study that integrates the different interorganisational links (i.e. formal/informal relationships and networks) with interorganisational behaviours (Autry et al., 2008;[START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF]Porter, 2008a). By analysing different interorganisational links and behaviours this thesis responds to criticism that cluster theory is both static and descriptive [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF]. This thesis focuses on interorganisational interaction and innovation outcomes. It aims at enhancing sport management scholars' and practitioners' understanding of linkages and interactions amongst organisations in sport industries [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

The question of where innovation comes from is as old as the concept itself. This question has been studied in different industries including sport. While previous research has focussed on the enduser/consumer as source of innovation [START_REF] Hyysalo | User innovation and everyday practices: micro-innovation in sports industry development[END_REF][START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF][START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF] and on resources internal to the firm [START_REF] Desbordes | Innovation management in the sports industry: Lessons from the Salomon case[END_REF][START_REF] Hillairet | The dual management of innovation by the Declathon Group. A distinctive strategic system on the sport goods market[END_REF], this thesis focuses on external links of organisations as a source of innovation in sport products. This is investigated with regards to different types of product innovation and with regards to different phases of the innovation process. The purpose is to see whether different innovation sources influence varying types or phases of innovation differently [START_REF] Desbordes | Empirical Analysis of the Innovation Phenomena in the Sports Equipment Industry[END_REF][START_REF] Desbordes | Marketing du Sport[END_REF].

Different types of interorganisational behaviour, notably interorganisational citizenship behaviour, are analysed as leverage of external links towards innovation.

To summarise, the first central research question is as follows: What is a sport cluster? The second central research question is: How does interorganisational citizenship behaviour influence product innovation in sport clusters?

Delimitations

The purpose of this section is to articulate the delimitations, or boundaries of this thesis. This thesis considers aspects of cluster governance, i.e. cluster governing bodies and cluster selfgovernance. However, this thesis is not about governance effectiveness. This thesis suggests a model for the detection and analysis of sport clusters. However, there might be other forms of sport clusters for which the model needs to be adjusted. This research looks at equipment-intensive sports. Hence, clusters studied in this research focus on sport products and technology (Andreff, 2006a(Andreff, , 2009;;Andreff & Nys, 2002). In terms of innovation this research focuses on process and sources of different forms of product innovation as opposed to other forms of innovation. However, the boundaries from product to service or process innovation are fluent. To better understand interorganisational links as source of innovation, consumers and internal resources as other principal sources of innovation are considered. However, they remain peripheral to this thesis. While different forms of interorganisational behaviours are identified, this research focuses on interorganisational citizenship behaviour as lever for external links as source of innovation. Last, this research applies qualitative research methods and does not suggest, test, or use quantitative research methods or results. However, quantitative data processing through frequency counts of coded references is utilised to organise data. SURFAQUI is the surfing cluster in the southwest of France. It stretches from Hossegor on the Northern end to Hendaye in the South at the border to Spain (ca. 63 km), with the highest density of cluster organisations in the towns Hossegor and Biarritz. SURFAQUI stretches across the French departments of 'Landes' (40) and 'Pyrénées Atlantiques' (64), both situated in the region Aquitaine. SURFAQUI hosts about 400 organisations with 127 of them affiliated to the cluster governing body. SURFAQUI employs 3,000 people and generates about €3 billion turnover (Région Aquitaine, 2011).

SAILAUCK is the sailing cluster in Auckland and surrounding regions in the North Island of New Zealand. SAILAUCK stretches for 77km from Wellsford in the north to Auckland's Southern suburbs. There is a concentration of cluster organisations around the marinas close to the central business district of Auckland. SAILAUCK is embedded in the wider national marine industry. There are 160 people employed in Auckland's yacht racing sector which accounts for approximately €10 million turnover (Market Economics, 2012). SURFTORQ is the surfing cluster in and around the town of Torquay in Victoria, on the southeast coast of Australia. Torquay is close to several world-class surf beaches. SURFAQUI stretches approximately 113km from Apollo Bay to Torquay (Surf Coast Shire) and then to Geelong. The majority of cluster organisations are located in Torquay. Estimates on the size of the industry identify 213 businesses and 1,000 direct employments directly associated with surfing. This generates €400 million turnover associated with the surf industry (Surf and Lifestyle Torquay, 2009).

Primary and secondary was collected. Formal semi-structured interviews were complemented by a smaller number of explorative interviews. The interviews were conducted with Chief Executives, General Managers, Research and Development Directors/Managers, and/ or Marketing Directors/Managers of participating cluster organisations. The interview data was complemented by direct, non-participatory observations during sport, industry, and company events. Secondary data was acquired from documents supplied by participating cluster organisations as well as contemporary and archival data obtained from third sources. All data was analysed using NVivo version 10. An initial coding system was derived deductively from central research questions and sub questions. After the first coding round, the coding system was inductively adjusted. All remaining data was coded according to the final coding system. Interview and observation analysis reports were written and frequency counts of coded references were used to organise and reduce data. Finally within-case analysis was conducted through narrative writing based on coding, frequency counts, observation reports, and interview analysis reports. Cross-case analysis was conducted using a combination of variable and case orientation and by developing causal fragments and matrices [START_REF] Miles | Qualitative Data Analysis[END_REF].

Structure of the Thesis

Following this introduction chapter, the second chapter provides the theoretical framework via an extensive literature review. Chapter Three explains the research design and methods employed in this thesis. Chapter Four provides results of the within-case analysis for each case. The fifth chapter elaborates on findings from cross-case analysis and discusses practical and scientific implications of this research. It furthermore outlines limitations and provides a general conclusion and outlook for further research.

The most prevalent approach to explain economic agglomerations is clusters. Similar concepts are industrial districts, innovative milieus, and networks. The following paragraphs define and explain these concepts briefly with a focus on the cluster concept.

Cluster. [START_REF] Porter | Clusters and the new economics of competition[END_REF]Porter's ( , 2008a) ) cluster theory is the main point of reference in this thesis and hence explained in detail. A cluster is 'a geographically proximate group of interconnected companies and associated institutions in a particular field, linked by commonalities and complementarities' (Porter, 2008a, p. 215). These concentrations of interdependent organisations consist of different participants. Cluster organisations can be categorised upstream or downstream depending on their position in the value chain (e.g. suppliers, buyers). There is also a horizontal dimension in clusters.

Participating firms may come from related industries or they could be manufacturers of complementary or competing products. Associated organisations can be governments, regulatory bodies, and non-governmental organisations. Research on maritime clusters uses the following work definition for clusters: 'group of companies and institutions co-located in a specific geographic region and linked by interdependencies in providing a related group of products and/or services' (Viederyte, 2013, p. 624). Porter (2008a) explains that standard industrial classifications rarely apply to clusters because they miss important players and interactions in competition. Clusters comprise many different organisations and their products defy classification into a single industrial standard category.

Clusters are not static and they vary in both their nature and composition. Therefore various cluster typologies have been suggested taking into account different cluster boundaries. Clusters have been differentiated with regards to geographic scope, type of products, time, size, and drivers. Spatial clusters for which physical proximity matters are distinguished from virtual clusters that exist independent of geographical location [START_REF] Schumpeter | Théorie de l'évolution économique[END_REF], Marceau, cited in Johnston, 2003). Geographically speaking, clusters can be local, metropolitan, regional, national, and international [START_REF] Johnston | Clusters: A Review Prepared for Mapping Australian Science and Innovation: Department of Education[END_REF]Porter, 2008a). [START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF] categorise clusters according to the product and industry focus such as industrial, high-tech, and manufacturing clusters. They suggest considering other forms of clusters based on history, culture, tradition, and land-based conditions of a region where a cluster develops. This list can be supplemented with craft-based and service-based clusters [START_REF] Keeble | Why do business service firms cluster? Small consultancies, clustering and decentralization in London and southern England[END_REF]. Furthermore clusters can be differentiated depending on whether firms within one cluster are interested in the same (end) product (single product cluster) or in several (diversified cluster). Another aspect for classifying clusters is the cluster's life cycle. Just as products experience a lifecycle -birth, growth, maturity, and declineso can clusters (Porter, 2008a). [START_REF] Johnston | Clusters: A Review Prepared for Mapping Australian Science and Innovation: Department of Education[END_REF] distinguishes between trade-driven versus knowledge-driven clusters. The latter tend to develop around knowledge institutions such as universities, while the former tend to depend on resources and markets. Clusters and participating organisations differ in size (Porter, 2008a). Some clusters consist primarily of small-medium enterprises (SME) [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF] while others evolve around one or several large multinational enterprises (MNE) [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. Referring to the number and size of cluster participants Marceau (1999, cited in Johnston, 2003) distinguishes horizontal clusters consisting of numerous SME that balance cooperation and competition, and web clusters, which consists of a few large firms and their suppliers.

Industrial districts describe industries that are concentrated in a certain geographic territory primarily due to physical conditions and the socio-cultural infrastructure in that location. A unique 'industrial atmosphere' develops and prevails naturally. The industrial district is characterised by the workers' specialised skill and know-how, the positive learning environment, the potential for inventions and innovations, and the continuous balance between co-operation and competition between the belonging units [START_REF] Marshall | Principles of Economics[END_REF].

Innovative milieus have similar characteristics to the industrial district. However, the focus of this concept is factors impacting on the innovation process. There are three major economic elements that impact on the innovation process in innovative milieus. Firstly, there are district economies for smaller firms versus larger firms such as a reduced cost disadvantage through mutual help in the innovation process. Second, proximity economies reduce transaction costs mainly through easier access to information needed for innovation which is facilitated through informal exchanges. Third, the local innovation capability is enhanced through interaction between complementary organisations such as firms, public agencies, and research centres [START_REF] Camagni | The concept of innovative milieu and its relevance for public policies in European lagging regions[END_REF].

Networks have been interpreted in different ways in the context of clusters. Networks usually refer to relationships between more than two organisations or individuals belonging to different groups and that interact to facilitate the achievement of a common goal [START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF]. Sociologists use networks as the underlying concept in social network analysis. In order to decompose social networks into their constituent sub-groups they search for 'clusters' within the network [START_REF] Scott | AcjmI&sig=WXwR-JyGTAmRUtdXEJ4GU4PtQ-Y#v=onepage&q&f=false[END_REF]. However with regards to cluster theory networks are seen as subset of clusters. Thus, networks exist within clusters and are formed through interconnected groups of more than two cluster members [START_REF] Chetty | Role of Inter-organizational Networks and Interpersonal Networks in an Industrial District[END_REF][START_REF] Johnston | Clusters: A Review Prepared for Mapping Australian Science and Innovation: Department of Education[END_REF][START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF]. Clusters are characterised through interlinkages and interdependencies related to the value chain while networks develop within clusters through related interests and formal agreements [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF][START_REF] Johnston | Clusters: A Review Prepared for Mapping Australian Science and Innovation: Department of Education[END_REF]. Furthermore relationships between different clusters are described as inter-cluster networks (World Surf Cities Network, 2014).

In this thesis networks are defined as three or more interrelated organisations that interact to facilitate the achievement of a shared objective or interest [START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF]. However, it should be noted that interorganisational links are usually enacted through human interactions. Interpersonal relationships can then develop into interorganisational links [START_REF] Chetty | Role of Inter-organizational Networks and Interpersonal Networks in an Industrial District[END_REF].

Stage model of industrial agglomerations. The different forms of industrial agglomerations

can be viewed as a stage model [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF]. In this model the first level is the industrial district that consists of a group of firms focussing on the same or similar products. The next level is the innovative milieu which also includes organisations relevant for innovation. The innovative milieu goes beyond the industrial district because it comprises a more comprehensive and diverse group of organisations (e.g. research centres, universities). The cluster is the third stage which includes all organisations representing one of the five forces shaping competition and their interlinkages (Porter, 2008c). Finally, there is the network stage. This includes two aspects: the formation of intra-cluster networks amongst cluster organisations and creating inter-cluster networks between different clusters. This stage can be achieved once the cluster is soundly developed internally. Figure 2 Sport clusters. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] defines a sport cluster as all industries, sellers, and buyers with an impact on the respective sport. In other words a sport cluster includes all organisations with an interest in a sport as seller or buyer. Similar to Porter's definition of cluster, Shilbury (2000, p. 207) emphasises the 'interconnectedness and linkages among individual sports and companies' as characteristic of sport clusters. In defining and identifying sport clusters [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] suggests differentiating three levels of stakeholders in a sport cluster: those with the strongest interest in the sport, those with a moderate interest in the sport, and those with the least interest in the sport.

The term sport is ambiguous. While [START_REF] Oakley | The sport and fitness sector[END_REF] distinguish leisure, sport, recreation, and physical activity the European Council defines sport as 'all forms of physical activity which, through casual or organised participation, aim at expressing or improving physical fitness and mental well-being, forming social relationships or obtaining results in competition at all levels' (Council of Europe Committee of Ministers, 2001). Furthermore the US Department of Health and Humans Services (1996, p. 20) defines 'physical activity as bodily movement [...] above the basal level'. A useful definition from the sport management literature defines sport as 'physical activity that is competitive, requires skill and exertion and is governed by institutionalised rules' (Trenberth, 2012, p. 3).

The terms sport cluster and sport industry are closely linked and are even used jointly as sport industry cluster. According to [START_REF] Haichao | Building Sports Industry Cluster Promoting Regional Economic Development-A Case Study of Henan Province[END_REF] sport industry clusters include all activities that provide sports-related goods, services, and everything related to them and offered to the public. Eight major areas of activity are differentiated: fitness and leisure, competitive sports, sports training, intermediary sports services, sporting goods, stadium construction, and sports tourism and exhibition.

All these definitions are inclusive considering recreational, competitive, professional, and amateur sport. Depending on the research question and empirical context sport management scholars can take a more exclusive definition of sport. This thesis focuses on competitive sport at professional and amateur level in sailing and surfing. However, recreational activities and related organisations are considered if they influence the phenomena investigated in this thesis.

Sailing clusters are particular types of sport clusters. The term 'sailing' includes all sorts of aquatic, nautical, and maritime activities that use a vessel in combination with a sail for a sportive purpose. Sailing clusters include all industries, sellers, and buyers that provide products or services related to sailing. Also non-profit organisations with an interest in or impact on competitive or recreational sailing at professional or amateur level are included as stakeholders of a sailing cluster.

Surfing clusters are particular types of sport clusters. Derived from the French terms 'sports de glisse été/sports de glisse sur la mer' (sports of sliding in summer/ sports of sliding across the ocean) and 'sports de glisse hiver/ sports de glisse sur la neige" (sports of sliding in winter/ sports of sliding across snow) [START_REF] Eurosima | Le marché des sports de glisse dans le monde: EuroSIMA[END_REF] surfing clusters focus on summer sliding sports but include any sport in which a board or boards are used to slide across predominantly natural surfaces like water or snow but also artificial surfaces as in skateboarding. Surfing clusters include all industries, sellers, and buyers that provide products or services related to surfing. Also non-profit organisations with an interest in or impact on competitive or recreational surfing at professional or amateur level are included as stakeholders of a surfing cluster.

The development of cluster research and related concepts

This section looks at the work that has been undertaken in terms of cluster research and related agglomeration research. Industrial districts and clusters are identified as the most important theories and concepts in agglomeration research [START_REF] Lazzeretti | Founders and disseminators of cluster research[END_REF]. The innovative milieu and network theory are closely linked to cluster research. The historical development of agglomeration research is presented to explain the different key concepts. Definitions and typologies are reviewed and determined for this thesis. [START_REF] Marshall | Industry and Trade[END_REF][START_REF] Marshall | Principles of Economics[END_REF] work provide the main reference point for many agglomeration researchers. Marshall's 'industrial districts' have been advanced by many researchers [START_REF] Amin | The Difficult Transition from Informal Economy to Marshallian Industrial District[END_REF]Asheim, 1996Asheim, , 2000;;[START_REF] Becattini | Industrial Sectors and Industrial Districts: Tools for Industrial Analysis[END_REF][START_REF] Bellandi | Innovation and Change in the Marshallian Industrial District[END_REF][START_REF] Bellandi | Italian Industrial Districts: An Industrial Economics Interpretation[END_REF][START_REF] Corolleur | The Marshallian Industrial District, an organizational and institutional answer to uncertainty[END_REF][START_REF] Ottati | Cooperation and competition in the industrial district as an organization model[END_REF].

Extending the concept further, [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF] and others (GREMI group 1 ) developed the innovative milieu approach that focuses on the innovation aspect of industrial districts. [START_REF] Porter | Clusters and the new economics of competition[END_REF]Porter ( , 2008a) ) related Marshall's concept of industrial districts to competition in order to develop cluster theory.

Network theory has been used to explain internationalisation of industrial districts [START_REF] Johanson | Internationalisation in industrial systems -a network approach[END_REF]. The following sections outline in chronological order the research conducted around the key concepts: industrial district, innovative milieu, cluster, and network.

Marshall's industrial districts. Marshall pioneered the socio-economic school of thought when he combined sociological and economic approaches to economic structure (Asheim, 2000;[START_REF] Ottati | Cooperation and competition in the industrial district as an organization model[END_REF]. In his publication 'Principles of Economics', first published in 1890, [START_REF] Marshall | Principles of Economics[END_REF] explains the phenomenon of localised industries or what he called industrial districts. The development of industrial districts is usually caused by and dependent on the physical conditions of a location. This traditional view considers only tangible aspects such as climate, landscape, and natural resources influencing regional economic development and geography. [START_REF] Marshall | Principles of Economics[END_REF] extends this idea by considering intangible location-specific factors. This includes a location's socio-cultural infrastructure such as local residents' attitudes, skilled labour, knowledge, and potential for new ideas. The success and longevity of a localised industry depends very much on location-specific factors such as the strength of the collective spirit, the willingness of the residents to migrate, the skill level of workers, the willingness and capability to learn and innovate continuously, and the historical and socio-cultural embeddedness of the industry in the location (Asheim, 1996;[START_REF] Marshall | Principles of Economics[END_REF]. When a location provides favourable conditions for the establishment 1 The GREMI group is a research group called 'Group de Recherche Européen sur les Milieux Innovateurs' which translates into 'European Research Group of Innovative Milieus' initiated by the EEC and directed by Roberto Camagni. (1995). of a particular industry, it is likely that a simple industrial agglomeration will resemble an industrial district [START_REF] Marshall | Principles of Economics[END_REF].

The notion of location-specific factors has been taken up by international business research in order to explain firms' internationalisation strategies [START_REF] Dunning | Toward an eclectic theory of international production: some empirical tests[END_REF][START_REF] Rugman | Country Specific and Firm Specific Advantages[END_REF]. Locationspecific factors are differentiated from firm-specific advantages [START_REF] Rugman | Country Specific and Firm Specific Advantages[END_REF] which determine a firm's success in international expansion. Firm-specific advantages are further differentiated into ownership and internalisation of factors [START_REF] Dunning | Toward an eclectic theory of international production: some empirical tests[END_REF][START_REF] Dunning | The Eclectic (OLI) Paradigm of International Production: Past, Present and Future[END_REF].

Industrial district means more than a concentration of firms producing the same or similar products. Industrial districts are characterised by the division of labour between local enterprises, strong product specialisation, high levels of firm interdependency, close intra-sector and interorganisational networks, a high level of informal and formal cooperation amongst the organisations, and high vertical and horizontal integration of the entire value chain (Asheim, 2000;[START_REF] Bellandi | Innovation and Change in the Marshallian Industrial District[END_REF][START_REF] Bellandi | Italian Industrial Districts: An Industrial Economics Interpretation[END_REF]. Effective functioning of industrial districts also requires a certain level of 'institutional thickness'2 that ensures a high level of trust within the interorganisational network, geographical proximity to enable the functioning of the network, and a highly skilled and innovative workforce that allows diffusion of tacit knowledge [START_REF] Amin | The Difficult Transition from Informal Economy to Marshallian Industrial District[END_REF]Asheim, 2000).

The participating organisations in an industrial district are mostly SME led by individual entrepreneurs. An industrial district provides SME with an environment and benefits similar to a large corporation. The different firms function as the different departments of a corporation specialising in one particular task in the production system. The primary benefit of industrial districts is the creation of economics of scale which are external to the firm but internal to the industrial district (Asheim, 1996(Asheim, , 2000)). Furthermore industrial district as economic structure can advance invention and innovation if the industrial district's industrial atmosphere supports it. This industrial atmosphere is characterised by a dynamic balance of cooperation and competition (Asheim, 1996;[START_REF] Corolleur | The Marshallian Industrial District, an organizational and institutional answer to uncertainty[END_REF].

Marshall was the first to link sociological paradigms with the school of economics. More recently, his ideas were further developed by many contemporary researchers such as [START_REF] Camagni | The concept of innovative milieu and its relevance for public policies in European lagging regions[END_REF] in innovative milieus and [START_REF] Porter | Clusters and the new economics of competition[END_REF] in clusters.

Camagni's innovative milieus focus on the innovation process in an industrial district [START_REF] Camagni | The concept of innovative milieu and its relevance for public policies in European lagging regions[END_REF]. The concept was developed in a multistage project by a group of researchers [START_REF] Crevoisier | The Innovative Milieus Approach: Toward a Territorialized Understanding of the Economy?[END_REF]. The central characteristics of an innovative milieu are similar to the ones of an industrial district. There is a high level of division of labour. Learning processes take place within the milieu through learning-by-doing and learning-by-using. There is a high labour mobility within but not external to the innovative milieu. Economies of scale and other group advantages are similar to those within large corporations and can be achieved without reducing the flexibility of individual firms.

Dense industrial input-output relations facilitate a certain industrial culture and atmosphere. Spatial proximity reduces transaction costs. Positive outcomes also include increased entrepreneurship, as well as increased innovation capabilities and activities [START_REF] Camagni | The concept of innovative milieu and its relevance for public policies in European lagging regions[END_REF]. The innovative milieu concept is different to other models as it considers factors that affect innovation capabilities, not just the efficiency of local economies.

The concept of innovative milieus has developed over years developing several surveys [START_REF] Crevoisier | The Innovative Milieus Approach: Toward a Territorialized Understanding of the Economy?[END_REF]. Although the innovative milieu is centred around innovation and the process of innovation, [START_REF] Crevoisier | The Innovative Milieus Approach: Toward a Territorialized Understanding of the Economy?[END_REF] argues for a more holistic approach to advance the framework. As shown in Figure 3, the framework incorporates three essential forces in the development of innovative milieus: organizational changes, technological dynamics, and changes to territories. These three forces are combined in one ideal type framework for innovative milieus.

Figure 3. The paradigm of innovative milieus and the three forces of its development (Crevoisier, 2004, p.370).

Another offspring of agglomeration theory related to innovation is the concept of regional innovative systems [START_REF] Cooke | Regional Innovation Systems, Clusters, and the Knowledge Economy[END_REF]. Advocates of this concept argue similarly to advocates of the innovative milieu model. Territorial agglomeration provides the best context for innovation and innovation based economies because of localised interaction, better learning processes, and knowledge sharing based on social interactions [START_REF] D'allura | Regional Innovation Systems: A Literature Review[END_REF]).

Porter's cluster. Porter (2008a) argues that location is increasingly important for the economic success of businesses, regions, and nations. While input factors have become accessible ignoring location in today's globalised world, productivity, innovation, and new business formation are more likely to be enhanced through close cooperation amongst buyers, suppliers, producers, research institutions, and businesses from related industries. Cooperation is more likely when participants are geographically close as this facilitates formal or informal exchanges and knowledge dissemination (Porter, 2008a). [START_REF] Porter | Clusters and the new economics of competition[END_REF]Porter ( , 2008a) ) developed the concept of clusters by relating industrial districts to competition theory. Porter (2008a) argues that location affects competitive advantage of a firm through its influence on productivity. Clusters are defined as 'geographic concentrations of interconnected companies and institutions in a particular field' (Porter, 1998, p. 78). Cluster dynamics affect competition in three principle ways. First, clusters increase the productivity of cluster members.

Second, innovation is guided and accelerated by clusters. Third, entrepreneurship and new business formation is augmented by clusters [START_REF] Porter | Clusters and the new economics of competition[END_REF]. Organisations within clusters benefit from the cluster environment through advantages resulting from being part of a group similar to those of being part of a larger corporation. These advantages include scale economies, specialty know-how, and access to innovations. However, organisations in clusters keep flexibility and independence as there is no or little formalised commitment [START_REF] Amin | The Difficult Transition from Informal Economy to Marshallian Industrial District[END_REF]Asheim, 1996Asheim, , 2000;;[START_REF] Porter | Clusters and the new economics of competition[END_REF]. [START_REF] Porter | Clusters and the new economics of competition[END_REF] emphasises the ubiquity of clusters and their suitability for basically every market economy in the world. Clusters occur in developing or advanced economies, high tech or traditional industries, manufacturing or service industries, and on supranational, national, regional or local level (Porter, 2008a). There is no defined geographical scope for clusters but there needs to be a critical mass of cluster organisations. However, the interlinkages between cluster organisations are more important than the number of cluster organisations in order to be considered as a cluster (Porter, 2008a).

Members of clusters are diverse. Cluster members are not only vertically integrated firms such as suppliers, manufacturers, and customers, but also horizontally integrated firms such as manufacturers of complementary and competing products and providers of infrastructure or services.

Clusters also comprise associated institutions including government bodies, universities, agencies, and industry associations.

The key difference between Porter's cluster theory and previous models on economic geography is the holistic consideration and analysis of economic agglomerations and their influence on competition. Previous studies on agglomeration theory and related concepts tend to focus on particular aspects of clusters or particular types of clusters. That is why Porter's (2008a) cluster theory claims to provide a revolutionary and universal concept with global relevance. The amount of attention devoted to Porter's cluster theory bears testament to this [START_REF] Hotz-Hart | Innovation Networks, Regions, and Globalization[END_REF]. Porter (2008c) develops cluster theory from his Five Forces of competition framework (Figure 4). The Five Forces model illustrates the most important forces that influence a business' competition and productivity: threat of new entrants, bargaining power of buyers, bargaining power of suppliers, threat of substitute products/services, and rivalry among existing competitors. The organisations behind these forces can be seen as the types of organisations that comprise a cluster. The interactions and interdependencies between these organisations create the dynamics that are typical for clusters [START_REF] Hotz-Hart | Innovation Networks, Regions, and Globalization[END_REF]Porter, 2008a).

Figure 4. Fives Forces model by Porter (2008c, p. 4).

Another theory influencing and preceding the cluster theory is the diamond model (Porter, 2008a). The diamond model constitutes four attributes that characterise a nation and its national advantages: factor conditions, demand conditions, firm strategy and rivalry, and related and supporting industries. Clusters represent the latter element -related suppliers and industries (Porter, 2008a).

However, the other aspects also play important roles. Factor and demand conditions are essential for cluster formation and development. Firm strategies and rivalry influence the longevity and sustainability of a cluster.

While the Five Forces model makes sense, it is not differentiated enough for sport clusters to define types of cluster organisations as buyers and suppliers. Therefore [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] stakeholder model is applied to define a typology of cluster members. The stakeholder approach offers a method to understand an organisation's environment and manage it in a positive proactive manner. It can be useful for organisations to configure themselves and their strategy of action according to their external environment. Freeman (2010, p. 25) defines stakeholders of an organisation as 'all of those groups and individuals that can affect, or are affected by, the accomplishment of organizational purpose.' Figure 5 shows [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] original model of stakeholders of a firm. The stakeholder model was utilised in the interorganisational context of clusters. This helps to identify cluster members. The stakeholder model in the cluster context aims at understanding the cluster members' environment. The cluster environment is understood as the links cluster organisations' have with each other [START_REF] Warren | The Interorganizational Field As a Focus for Investigation[END_REF]. Cluster members depend on the achievement of objectives and performance by other cluster members. They also affect other cluster members by the achievement of their own goals and performance. This creates interdependencies. While cluster members share an interest in a particular field (e.g. sport in the case of sport clusters), the intensity of interest can vary from low interest (e.g. sport infrastructure providers), to moderate interest (e.g. sporting goods manufacturers), and to those with a strong interest (e.g. media) [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

Furthermore cluster governing organisations represent a particular type of cluster member. Cluster governing bodies (CGB) are industry or government led organisations that aim at enhancing a cluster's strength [START_REF] Viederyte | Maritime Cluster Organizations: Enhancing Role of Maritime Industry Development[END_REF]. Previous research finds that CGB have a mediating role in enhancing the value of innovation activities (De la Maza-y-Aramburu, [START_REF] De La Maza-Y-Aramburu | Where is the value of cluster associations for SMEs?[END_REF].

Networks are discussed in various research fields. International business research uses networks to explain firm internationalisation [START_REF] Johanson | Internationalisation in industrial systems -a network approach[END_REF]. Organisational behaviour research uses networks to explain interorganisational linkages and interactions [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF][START_REF] Thornton | Understanding types of organizational networking behaviors in the UK manufacturing sector[END_REF].

In international business research the network model is used to explain why and how firms, particularly SME, tend to internationalise [START_REF] Johanson | Internationalisation in industrial systems -a network approach[END_REF]. The main idea is that firms internationalise in incremental steps using their network of relationships. Through experimental learning and gradual commitments across borders firms enter international markets and build up international linkages. These relationships connect not only firms but also different groups of firms to which they belong, e.g. a cluster. In the late 1980s [START_REF] Johanson | The internationalization process of the firm -A model of knowledge development and increasing foreign market commitments[END_REF] developed the 'Uppsala internationalisation process model'. This illustrates the typical process of the way firms internationalise through the progressive appropriation, integration, and use of information and incremental commitment to foreign markets.

The network model of internationalisation is also applied and confirmed in more recent studies [START_REF] Chetty | Internationalisation of small to medium-sized manufacturing firms: a network approach[END_REF][START_REF] Hadley | The network model of internationalisation and experiential knowledge[END_REF][START_REF] Johanson | The Uppsala internationalization process model revisited: From liability of foreignness to liability of outsidership[END_REF]. [START_REF] Chetty | Internationalisation of small to medium-sized manufacturing firms: a network approach[END_REF] conduct a longitudinal case study of manufacturing firms based in a small and open economy (New Zealand) and illustrate how interfirm networks develop organically rather than through formal structures. [START_REF] Hadley | The network model of internationalisation and experiential knowledge[END_REF] operationalise the network model of internationalisation to investigate relations between experiential knowledge and firm/market degree of internationalisation. The Uppsala model is reviewed taking into account new market developments, changing mechanisms, and business environments. Hence, the model is extended in two ways: considering markets as networks of relationships between firms and groups of firms, and considering inter-firm relationships as source of learning and trust-building [START_REF] Johanson | The Uppsala internationalization process model revisited: From liability of foreignness to liability of outsidership[END_REF].

Networks facilitate the dissemination of information in the context of agglomeration models.

The network model presents a new paradigm responding to increasingly rapid processes of technological change and other external influences in localised industries [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF][START_REF] Håkansson | Business relationships and networks: consequences for economic policy[END_REF][START_REF] Tikkanen | Planned and spontaneous orders in the emerging network society[END_REF]. [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF] uses the network term to clarify innovative milieus as a defined set of relationships between firms in a certain geographical area functioning on an informal base. Networks in this context are defined as formalised, selected, long-term relationships between firms belonging to different innovative milieus [START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF]. Inter-milieu relationships lead to into inter-milieu networks.

The role of spatial proximity varies in different types of networks. [START_REF] Håkansson | Business relationships and networks: consequences for economic policy[END_REF] questions whether networks are relevant, what their characteristics are, and how they function. [START_REF] Tikkanen | Planned and spontaneous orders in the emerging network society[END_REF] investigate the emergence of a 'network society' and its impact on the organisation of economic activities. The network model as new paradigm in economic geography was further developed to an 'industrial network' [START_REF] Gadde | Strategizing in industrial networks[END_REF]. Inter-firm relationships are considered to be crucial in order to stay competitive. The strategic reasoning is the creation of new resources through the continuous combining of existing heterogeneous resources. This implies continuous interdependence and collaboration of the firms in networks in order to access new resources that lead to new combinations of resources [START_REF] Gadde | Strategizing in industrial networks[END_REF].

The interpretation of networks in international business and in economic geography research share common aspects. In both approaches networks are a means of creating linkages between organisations in order to generate benefits from those linkages. In international business the benefits from linkages are the reduction of risks from internationalisation, however in economic geography the benefits from network linkages are scale effects and innovation. Networks enable organisations to learn from each other and ensure continuous external input which can prevent organisations and clusters from getting into a locked-in situation 3 . Networks enable the participants to benefit from scale effects and synergies without losing independence and flexibility.

A review of sport cluster research

This section looks at extant sport clusters research. The development of sport cluster research is outlined. Conceptual and empirical research on sport clusters is reviewed and discussed.

The first articles on sport clusters were published in the beginning of the 21 st century.

Publications include conceptual research (Hillairet, 2005a;[START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] and also empirical research in which sport clusters are mapped out, analysed, or used for a specific research question [START_REF] Boutroy | Combination of geographical and socioeconomic proximities. The "mountain and nature sports tourism" commmodity chain in the Rhône-Alpes region[END_REF][START_REF] Haichao | Building Sports Industry Cluster Promoting Regional Economic Development-A Case Study of Henan Province[END_REF][START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF][START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF][START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF][START_REF] Sarvan | Network based determinants of innovation performance in yacht building clusters[END_REF][START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF][START_REF] Viljamaa | Technological and Cultural Challenges in Local Innovation Support Activities -Emerging Knowledge Interactions in Charlotte's Motor Sport Cluster[END_REF]. Important conceptual research was conducted by [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] who considered sport clusters as a newly emerging future sport delivery system. This conceptual idea is outlined in more detail whilst also considering Hillairet's (2005a) contribution as to whether the cluster concept is applicable in the sport and leisure sector. Furthermore empirical articles on sport clusters are reviewed.

Conceptual research on sport clusters. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] suggests that sport organisations utilise clusters to respond better to the industry's changing conditions and future challenges. These challenges include a reduction in public funding for both, professional and leisure sport, new commercial challenges, pressure on the sport community and infrastructure, and increased expectations towards the performance of sport product, services, and athletes. Therefore there is a need for a new framework for the continuous and sustainable delivery of sport goods and services [START_REF] Stewart-Weeks | The third wave: Developing a post-2000 sports policy framework[END_REF]. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] points this out by reviewing sport industry's development since its early beginning. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] argues that the sport industry is not one generic industry [START_REF] Chadwick | From outside lane to inside track: sport management research in the twenty-first century[END_REF] but actually comprises multiple industries. Many sport-dependent activities such as illustrated in Figure 6 are overlooked when considering the economic impact and contribution of sport to a location.

However, this has changed over recent decades as industry standard agencies started to include categories for sport, camping, and outdoor recreation as well as recreational and sporting services (Statistics New Zealand, 2014). There are still large components of the economic contribution of sport such as major events and sports media that are not directly recognised in standard industry classifications. Sport clusters represent the agglomerations of organisations belonging to different sport industries and sectors. Sport industries can be defined by different sport disciplines or by different sport products/services. A sport product or service is created if there is a seller and a buyer for any product or service based on or related to a sport (or several sports). The quality and maturity of a product can be distinguished by different levels of function: the core function, basic function, expected function, improved function, and superior function (Kotler & Bliemel, 2001a). However, the buyer of a service is integral part in creating the service and the quality of the service can vary more readily than for a product (Kotler & Bliemel, 2001b). Thus, sport clusters take two different forms. The first option is characterised by organisations with a common interest in the same sport but providing different sport products and services. The second option is for organisations with a common interest in the same product but with regards to different sports [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] 5 .

The amount of public and private funding varies from sport to sport (Andreff & Nys, 2002). A key argument for sport clusters is to develop new sources and ways to access funding for sport.

Government funding for sport is likely to be reduced in the long-term [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF]. Sport clusters contain interdependent organisations that rely on a sport. This includes not only the traditional funders (e.g. government) but also non-traditional funders from the private sector (e.g. sport equipment manufacturers and retailers). An exception is sport events which are already largely funded by sponsors from the private sector (Andreff & Nys, 2002). Specific risks of accountability are associated with the sport cluster model. One problem is the diffusion of responsibilities for sport and its funding. The traditional liability of the public sector for sport is diluted. If the private sector does not respond, there is a risk of no funding for sport at all. Secondly, it becomes increasingly difficult to measure the impact or contribution of individual organisations to sports if several contribute. Also the social and economic output is difficult to measure if different parties are involved in creating sport services and products [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

Geographic proximity matters for sport clusters [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF]. In terms of sport products, location matters for different reasons. For sport products geographic proximity enables diffusion of product knowledge and innovation amongst companies (Hillairet, 2005a;Porter, 2008a). Hillairet (2005a) argues that innovation in the sport equipment sector is generated by the firm's environment but not by a single firm. There are other sources of innovation than the internal research and development department of a firm [START_REF] Hillairet | The dual management of innovation by the Declathon Group. A distinctive strategic system on the sport goods market[END_REF] or consumer-driven innovation [START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF]. Factors that are embedded in the environment of the firm can be a source of product innovation. Location is important for sport product manufacturing and development because a location's geography, history, and socio-cultural environment influence idea development and testing [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF][START_REF] Gerke | The influence of Location and Product Innovation on Internationalisation -Insights from New Zealand's SMEs in the Outdoor Sport Goods Industry[END_REF][START_REF] Gerke | Growing new MNEs in New Zealand: the FSA/CSA framework revisited[END_REF][START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF][START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. If sport is considered as a service industry it can be argued that the delivery of sport services depends on the location for various reasons. The people that create and consume sport services need to be in the same location, for example players and spectators in the case of a sport match, or instructor and participants in a training session. The location must be available when the service is rendered.

Sponsorship and other support must be available in the location where the service is rendered [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF]. Hillairet (2005a) applies [START_REF] Camagni | The concept of innovative milieu and its relevance for public policies in European lagging regions[END_REF] innovative milieu concept in different sport-leisure sectors. Hillairet investigates whether industrial agglomeration models are observable or transferable in sport industries. The characteristics of the innovative milieu are applied to different sport and leisure industries. The existence of features such as solidarity, collective behaviour, efficient collaboration, and organised interaction amongst sport product manufacturers that are located in a particular territory is investigated. Results show that the innovative milieu concept is not strictly transferable into the sport and leisure sector. However, Hillairet (2005a) finds exceptions in France in the water sports sailing and surfing. There is an example in the region Pyrénées Atlantique where research and educational institutions form an innovative milieu together with French sport equipment retailers and manufacturers. Overall, the existence of innovative milieus in the sport and leisure sector is not confirmed but described as a 'quasi-illusion'. Hillairet (2005a) argues that it is difficult to transfer an apparently ideal and universal model without considering the context. Each location and each sector has particularities and history that need to be taken into account when a theoretical model is applied [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. That is why the suggestion is to find 'micro-milieu innovators' rather than one single innovative milieu in the sport and leisure sector. Hillairet (2005a) argues for a less radical application of the innovative milieu concept in which only some of the characteristics or mechanisms of an innovative milieu are fulfilled.

Empirical research on sport clusters.

Thirteen articles investigating different aspects and different types of sport clusters are identified. The following paragraphs summarise the empirical context, purpose, results, and the extent to which cluster theory was applied successfully in these sport cluster studies. The first three studies belong to the category action sports -surfing and skateboarding Australia [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF][START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF][START_REF] Warren | Making things in a high-dollar Australia: The case of the surfboard industry[END_REF]. The next five belong to the yachting and sailing industry [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF][START_REF] Gerke | Growing new MNEs in New Zealand: the FSA/CSA framework revisited[END_REF][START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF][START_REF] Sarvan | Network based Determinants of Innovation Performance in Yacht Building Clusters: Findings of the SOBAG Project[END_REF][START_REF] Sarvan | Network based determinants of innovation performance in yacht building clusters[END_REF]. These are followed by one study that uses horseracing [START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF] and one that uses motor sport as the empirical context [START_REF] Viljamaa | Technological and Cultural Challenges in Local Innovation Support Activities -Emerging Knowledge Interactions in Charlotte's Motor Sport Cluster[END_REF]. Two articles deal with sport clusters in the Rhône-Alpes region, one around sport equipment [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF] and the other around sport tourism [START_REF] Boutroy | Combination of geographical and socioeconomic proximities. The "mountain and nature sports tourism" commmodity chain in the Rhône-Alpes region[END_REF]. A case study about a sports industry cluster in the Chinese region Henan investigates sport clusters as tool to promote regional economic development [START_REF] Haichao | Building Sports Industry Cluster Promoting Regional Economic Development-A Case Study of Henan Province[END_REF].

The first study in action sport investigates the surfing cluster in Torquay, Australia [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. It investigates how and why the surfing industry developed in that particular location, especially Rip Curl and Quiksilver, two of the industry's leading brands. Porter's (2008a) cluster model is applied to investigate certain characteristics in the territory where the surf cluster developed, and to analyse how certain conditions contributed to its development. The factors that are analysed include the surrounding geography, the culture and emerging industry around the sport, the role of entrepreneurs, the development of organisations, local competition, and the ability of local firms to grasp market challenges [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. The key research questions are a) to what extent is it appropriate to call the Torquay region and its surf equipment industry a cluster? And b) how did it become a surf cluster? The region's competitive advantages and how they were used to build the cluster are investigated. The findings show that in the case of the surfing industry in Torquay, Porter's (2008a) cluster model is perfectly applicable and it is a useful framework to explain how and why the cluster developed. The key factors in the development of the surf cluster are historical events, a stringent local demand, and strong rivalry, competition, and pressure within the cluster. An additional success factor was that the two main companies (Quiksilver and Rip Curl) were owned by professional surfers who knew how to respond to surfers' needs and more importantly, they knew how to market surf products. Brand promotion on surf events, competitions, and with professional surfers was the major marketing tool [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. In another case study of surfing clusters researchers investigated reasons for the precarious situation of Australia's manufacturing industries using the Australian surfboard industry as example. While a high Australian dollar and cheaply-produced imports partially explain the crisis, there are other factors specific to the surfboard industry. Those are the transition from hand-made to computer-aided design and manufacturing of boards, the concentration of power in retailers, poor surf workshop succession planning, and the informal subculture of surfing which increased risk and exploitation [START_REF] Warren | Making things in a high-dollar Australia: The case of the surfboard industry[END_REF].

The next action sport cluster study is concerned with skateboarding in Australia [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF]. There are two major objectives in this research. Firstly, it aims at comparing sport delivery systems in mainstream sports to those in action sports in the Australian context. Secondly, it aims at identifying the organisations that are involved in delivering skateboarding and investigating how they interact within the cluster [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF]. The current well organised and structured Australian delivery system for mainstream sport, illustrated in the 'Four Pyramids model of Australian sport' [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF], is contrasted to the uncoordinated, organic, almost chaotic development and nature of action sport and its informal delivery system. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] sport cluster model is discussed with regards to its relevance to sport delivery systems in mainstream sport versus action sport. It is found that the sport cluster model is based on the Four Pyramids model which illustrates the organisations that cater traditionally for sport in Australia: the government, sport clubs, elite sport institutions, and professional teams. Other organisations outside of this model, e.g. the entertainment industry, the broadcast industry, and the sporting goods manufacturing industry, are included in the sport cluster model. In spite of this inclusion, [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF] argue that interorganisational relationships beyond the Four Pyramids model are insufficiently addressed. They suggest that clusters are more likely to develop in the informal and unregulated environments evident in most action sports. [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF] emphasise the role of entrepreneurs in the development of action sport clusters as they are also often participants in the sport. Hence, they know the consumer mentality and desires very well and are more likely to exploit marketing opportunities and gaps in the supply of action sport products and services [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF]. Furthermore, the authors find that an attempt to introduce the mainstream sport delivery system to the action sport of BMX riding failed. A further conclusion of the study is that making the sport and its development the first priority is a key to accessing and working with the action sport industry. This should be guidance for any sport governing body or enterprise that seeks to intervene or cooperate with the action sport industry. Hence, sport governing bodies could be still desirable for the rather unorganised action sport industries in order to prevent unsustainable exploitation of the sport through private corporations [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF].

Five articles have investigated boat building clusters, which are closely related to the sports of yachting and sailing in particular [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF][START_REF] Gerke | Growing new MNEs in New Zealand: the FSA/CSA framework revisited[END_REF][START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF][START_REF] Sarvan | Network based Determinants of Innovation Performance in Yacht Building Clusters: Findings of the SOBAG Project[END_REF][START_REF] Sarvan | Network based determinants of innovation performance in yacht building clusters[END_REF]. [START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF] examine innovation and interdependencies between organisations in the New Zealand-based custom boat building cluster. The key objectives are to investigate the context and key factors of its development, in particular the role of innovation and technological change. Sources and mediators of process and product innovation are explored, as well as the role of interorganisational structures and networks for its diffusion.

Incremental product innovation through product modifications is contrasted with radical innovation through completely new products. A key finding is that New Zealand's historical and socio-cultural background was instrumental for developing the cluster. Three facts are important to explain New Zealand's internationally successful boat building cluster. First, early immigrants and settlers depended on waterway transport and hence, developed strong boat building skills. Second, boating, especially competitive and recreational boating with sailing and motor yachts, as well as other waterbased activities such as fishing or kayaking, are deeply anchored in New Zealand's culture and population. Third, yachting events, especially those with an identifiable New Zealand presence are popular and extensively covered by the mass media. The extraordinary success of New Zealand's team and of New Zealand yachtsmen and women in other sailing teams have helped New Zealand's yachting cluster to build up a global credibility and reputation. With the participation and success of New Zealand's team in the America's Cup competition, sponsorship began to increase in New Zealand's yachting. For the America's Cup, one of the most important sailing competitions, sponsorship provides direct financial support for product innovation because the sponsors provide funding purposely to create the fastest boats to win the competition. [START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF] conclude that there is an evident yachting cluster observable in the Auckland region with boat building firms focusing on different aspects of boat construction (e.g. hull and keel, deck and cabin, deck equipment, motorised propulsion systems, mast and rigging, interiors, navigation systems, design, assembly, brokerage). The core competency of the New Zealand-based custom boat building firms lies in their ability to adapt and apply innovations to basic technologies that are imported from overseas.

An additional key success factor is their ability to use and access innovation knowledge and information through the informal network of relationships that exists between boat-builders, part suppliers, designers, clients, and employees [START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF].

The second article on yachting clusters also deals with the yachting cluster in Auckland, New Zealand. Porter's (2008a) cluster theory is used to test its adequacy in the context of the boat building industry and to investigate how clusters and their capabilities develop in the context of a small and isolated economy such as New Zealand [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF]. Therefore different levels of analysis of the yachting cluster are investigated as shown in Figure 7.

Figure 7. Different levels of analysis within the boat building cluster (Chetty, 2004, p.317).

The findings reveal that most of the cluster determinants proposed by Porter (2008a) are confirmed except domestic rivalry and transition into isolation from the external environment. Furthermore, [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF] identifies the role of entrepreneurship and the drive for internationalisation as additional determinants. With regards to the question of how the cluster has developed and what role location had, it is argued that geographical characteristics such as the long coastline, the many islands, harbours, and the harsh weather conditions have enforced the development of strong boat building capabilities. Similar findings are confirmed in a study on the influence of location-specific and firm-specific advantages on the internationalisation of outdoor sports goods SME in New Zealand, including the yachting sector [START_REF] Gerke | Growing new MNEs in New Zealand: the FSA/CSA framework revisited[END_REF]. Secondly, the historical grown enthusiasm for sailing in the New Zealand population has created a relatively large local demand that also encouraged the development of skills and capabilities in yacht-building. Finally [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF] identifies a vicious circle between internationalisation and improved competitiveness of a cluster. This is a departure from the previous literature that considered internationalisation as a consequence of competitiveness rather than the other way around.

The remaining two articles on yachting clusters deal with yacht-building firms located in Turkey [START_REF] Sarvan | Network based Determinants of Innovation Performance in Yacht Building Clusters: Findings of the SOBAG Project[END_REF][START_REF] Sarvan | Network based determinants of innovation performance in yacht building clusters[END_REF]. Results for a pilot project of a larger research are provided which analyses network-based determinants of innovation. Two publications based on the same study portray one of the studied yacht-building clusters. Eleven hypotheses suggest relationships between institutional factors, intellectual capital of firms, structure of firm networks at different levels (local, national, global), relational capital, and the impact of these factors on innovation and business performance of firms in the cluster. Initial results indicate that firms rely heavily on national and global networks to access information and also to form strategic alliances. Local networks with suppliers and service providers seem not to be very important. The exception is outsourcing firms that have more local networks than national or global ones.

Horseracing is the context for another empirical sport cluster study. It investigates the nature and development of land-based economic clusters in the case of the horseracing industry in North Wessex Downs in the South of England [START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF]. The research seeks to demonstrate how long-standing traditional land-based clusters in rural areas can transform into economic clusters.

The environmental, social, and economic impact of these clusters and their sustainability is questioned and discussed. The authors find that the history and geography of the region has led to the development of the horseracing cluster. The cluster is based on the prestige and cultural capital of the region, as well as on specialist local suppliers and service providers (e.g. feed suppliers and vets).

Furthermore they argue that the horseracing cluster has positively impacted on the economic, social, and environmental development of the region by providing employment, protecting species, and maintaining natural landscape. [START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF] explicitly call for further investigation of inter-firm relations and interactions in clusters, as well as opportunities for innovation in clusters.

A study of the motor sport industry cluster in the Charlotte region of North Carolina, United States, investigates drivers for collaboration between knowledge institutions and industry [START_REF] Viljamaa | Technological and Cultural Challenges in Local Innovation Support Activities -Emerging Knowledge Interactions in Charlotte's Motor Sport Cluster[END_REF]. The role of this collaboration for the transformation of a traditional craft-based industry into an economic, technically sophisticated, and highly innovative cluster is investigated. The results suggest that collaboration between knowledge institutions and industry is difficult to establish at first, if there are no historical linkages. Viljama (2007) suggests that knowledge institutions are usually the initiators of collaboration, whilst it was the race car industry that fostered innovation and technological revolution [START_REF] Viljamaa | Technological and Cultural Challenges in Local Innovation Support Activities -Emerging Knowledge Interactions in Charlotte's Motor Sport Cluster[END_REF].

The next sport cluster study tested the practicability and applicability of the innovative milieu concept in the context of the winter sport equipment cluster in the Rhône-Alpes region [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF]. Furthermore, the interrelationship and extent of cooperation between cluster participants and members of other economic and industrial sectors is investigated. The results show that the winter sport equipment cluster in the Rhône-Alpes region cannot qualify as innovative milieu in the strict application of the concept. The development, production, and diffusion of new products and services cannot be directly assigned to the conjoint effort of cluster participants and their collaboration.

However, [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF] argues for a more differentiated view of innovative milieus in the context of sport equipment clusters. There is a tendency for micro-milieu innovators or sub milieu innovators to develop as subunits within a larger innovative territory. Furthermore the recent establishment of a CGB is likely to create a well-functioning sport cluster in the Rhône-Alpes region [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF].

The second study on the Rhône-Alpes region takes previous research in the same region into account but focuses on cluster building around sport tourism rather than sport equipment [START_REF] Boutroy | Combination of geographical and socioeconomic proximities. The "mountain and nature sports tourism" commmodity chain in the Rhône-Alpes region[END_REF]. The research aims at showing the existence of a strong interaction between actors of the mountain and nature sports tourism sector that are both geographically and culturally close. Results also reveal that the mountain sport tourism sector uses only little proximities and resulting benefits.

The final study revised in this section is [START_REF] Haichao | Building Sports Industry Cluster Promoting Regional Economic Development-A Case Study of Henan Province[END_REF] who studies sports industry clusters as tool to promote regional economic development in a case study of the Chinese province Henan. The advantages and the economic impact of constructing a sports industry cluster are pointed out. The region's natural resources and further conditions for the construction of a sport industry cluster are analysed. Emphasis is put on research and development in the production of sporting goods and equipment in order to increase high value-added manufacturing and moving gradually from manufacturing to service-oriented activities in sport industry clusters [START_REF] Haichao | Building Sports Industry Cluster Promoting Regional Economic Development-A Case Study of Henan Province[END_REF].

To summarise this section discussed thirteen empirical studies on sport clusters across six different sports as context in seven different countries. This review reveals the topicality of sport clusters.

Knowledge gaps in cluster and sport cluster research

This section highlights questions regarding cluster and sport cluster research that have been addressed or answered, and those that need further research. Knowledge gaps in cluster research. In this section questions about clusters emerging from previous research are summarised. Those questions that have been answered are distinguished from those that need to be further addressed. Previous reviews of criticism concerning Porter's (2008a) cluster theory serve as a base of this summary [START_REF] Hamdouch | La dynamique d'émergence et de structuration des clusters et de réseaux d'innovation: revue critique de la littérature et éléments de probblématisation[END_REF][START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF][START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF].

Critics have raised questions addressing different weaknesses of cluster theory. [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] identifies three questions that have been raised before and adds two new ones. The first question deals with how regions compete and gain competitiveness. This issue concerns the fundamental base of cluster theory which is the achievement of regional competitiveness. However, there is a debate about who can achieve competitiveness (e.g. people, firms, regions, countries), and how can competitiveness be achieved (e.g. differentiation, economies of scale). Some research has addressed these questions around the origin of competitiveness in clusters. [START_REF] Gardiner | Competitiveness, Productivity and Economic Growth across the European Regions[END_REF] develop the 'Pyramid Model of Regional Competitiveness' to address this question. According to this model there are eight different sources of competitiveness: environment, decision centres, social structure, regional culture, skills of workforce, regional accessibility, innovative activity, and economic structure. These sources can enhance labour productivity and employment. However, Kitson, Martin, and Taylor (2004) reduce the sources of regional competitive advantage to six: cultural capital, social-institutional capital, human capital, productive capital, knowledge/creative capital, and infrastructural capital.

The second question around cluster criticism raised by [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] is how to define geographical and industrial boundaries of a cluster. Many authors argue that Porter's (2008a) definition of cluster boundaries is too vague, and hence limits the utility of the theory [START_REF] Hamdouch | La dynamique d'émergence et de structuration des clusters et de réseaux d'innovation: revue critique de la littérature et éléments de probblématisation[END_REF][START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF][START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF]. [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF] argue that the lack of a definition of geographical size or a spatial range for clusters diminishes analytical and empirical significance of cluster theory as it renders clusters scale-independent. Other researchers find that cluster size matters only for specific cluster types, e.g. project-based industries. Clusters need to reach a critical size so that positive localisation externalities (e.g. knowledge spill-overs) outweigh negative localisation externalities (e.g. competition) [START_REF] De Vaan | Clustering and firm performance in project-based industries: the case of the global video game industry, 1972-2007[END_REF]. [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] explains that this definitional problem is not specific to cluster theory but is known to economic geographers in general. There is no clear and set definition of a region or a scale of a region to become a cluster. It is in contrast much more meaningful to define clusters based on their context, purpose, history, and linkages. Likewise a cluster needs to be defined not only geographically but also in terms of industry breadth and depth. This can be done following the value chain of organisations in clusters because clusters rarely comply with industrial standard classifications (Porter, 2008a).

Next to the challenge of defining clusters there is the challenge of identifying clusters. Porter (2008a) provides a guideline on how to identify a cluster. Starting with few large firms or a concentration of similar firms, other cluster participants can be identified vertically downstream and upstream along the value chain. Furthermore, additional cluster participants can be identified horizontally in related industries as well as through supporting institutions. The issue of defining and identifying clusters has also been addressed by using statistical data about the economy of regions and quantitative methods (Austrian, 2000;[START_REF] Held | Clusters as an Economic Development Tool: Beyond the Pitfalls[END_REF]. Porter's method follows a bottom-up approach while quantitative methods employ a top-down approach to identify clusters. All of these methods map the status quo of a cluster but there is no dynamic perspective that shows how clusters develop over time or that reveals interactions between cluster members [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF].

The third criticism by [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] questions the extent to which clusters and the cluster concept are universally applicable across different industry and cultural contexts. The cluster concept is based on the idea of regional competitive advantage. Different sources of regional competitive advantage have been identified. Regions with different resource endowment develop different forms of clusters. Hence, there is no ideal cluster type that fits in every context [START_REF] Johnston | Clusters: A Review Prepared for Mapping Australian Science and Innovation: Department of Education[END_REF]. [START_REF] Kitson | Regional Competitiveness: An Elusive yet Key Concept?[END_REF] emphasise this aspect arguing that the same economic policy model is not equally applicable in every context. Depending on the geography and history of a location different drivers are important to foster economic growth and the eventual development of clusters. [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF] go even further and argue that it is not proven that clusters promote firm innovation and performance in general. Further cluster research should be in-depth, longitudinal case studies, and consider every cluster as a unique case with its own particularities [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF]. [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] adds to criticism on cluster theory arguing that it is too descriptive and hence static in nature. There are two aspects to the dynamics of clusters: time and interaction. Efforts to address the time issue have been made through applying the product or industry life cycle concept to the life cycle of clusters [START_REF] Handayani | A conceptual assessment model to identify phase of industrial cluster life cycle in Indonesia[END_REF][START_REF] Menzel | Cluster life cycles-dimensions and rationales of cluster evolution[END_REF][START_REF] Suire | Clusters for life or life cycles of clusters: in search of the critical factors of clusters' resilience[END_REF]. Even though Porter (2008a) proposes causes for the emergence of clusters, its development, and longevity a more dynamic approach that analyses the development of clusters is necessary [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF]. Cluster theory so far only shows how a successful cluster is organised when it is already developed. The stages of development of a cluster are not clearly defined in the theory. Even though Porter's (2008a) model includes linkages amongst cluster participants through commonalities and complementarities, it specifies neither the nature of those relationships and interactions, nor the concrete causal mechanisms between linkages and cluster outcomes such as innovation.

The second new criticism put forward by [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] concerns the feasibility of clusters as an economic model and policy. Hence, the question is how cluster development can be enhanced by practical interventions by the government or other institutions. This issue furthermore implies the question of whether a cluster can be created or whether it develops organically. [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] asks to what extent governments or other institutions can intervene to promote and foster the development, growth, and longevity of clusters. Two main conditions for the creation and development of clusters have been identified. There needs to be sufficient cluster members such as manufacturers, suppliers, and service providers. Second, there needs to be interconnectedness between the cluster members.

That is why [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] encourages a dialogue between cluster theory and network research.

These two concepts are closely related and might inform each other. For similar reasons [START_REF] Hamdouch | La dynamique d'émergence et de structuration des clusters et de réseaux d'innovation: revue critique de la littérature et éléments de probblématisation[END_REF] also defends a multidisciplinary approach toward cluster research combining the fields economics and sociology.

The first research question of this thesis addresses the issues of identifying and defining clusters. This is achieved by investigating a cluster member typology and location-specific factors that lead to development and sustainability of clusters. The second research question of this thesis aims at creating a better understanding of how competitiveness is achieved in clusters through interorganisational links and behaviour. The investigation of interorganisational links and behaviours in clusters also contributes to better understanding the dynamics of clusters. Questions concerning cluster governance and policy are addressed but are not focus of this thesis.

Knowledge gaps in sport cluster research. As sport is a relatively new context for cluster research, there is little research providing critique specifically on sport cluster theory. Hence, this thesis is a starting point to define the answered questions and gaps in knowledge around sport clusters.

Previous sport cluster research primarily applies Porter's (2008a) cluster model in different sports, but there are also some conceptual studies.

Further research should address the dynamic aspects of sport clusters. Changing industry structures in sport industry systems and strategies for the way sport organisations respond to those changes should be examined [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF]. Mapping out interactions between sport industries and organisations in order to enhance the understanding of clusters and competition is one way of doing this. Interorganisational relationships barely have been discussed for sport clusters [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF]. This is especially true for the emerging organisational structures of action sports in contrast to those of mainstream sport. Further research is necessary to find sport systems that foster the action sports industry and develop their lucrative markets without destroying their unique character of freedom, risk, and individuality [START_REF] Kellett | A comparison between mainstream and action sport industries in Australia: A case study of the skateboarding cluster[END_REF]. [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF] find that Porter's (2008a) cluster model is extremely useful as a framework to investigate surfing clusters. However, further development of the surfing cluster and the extent to which it could be explained with the cluster model remains unclear. [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF] addresses the same question in terms of Auckland's sailing cluster. There needs to be more research on the reasons for failure and success of sport clusters. Dynamic characteristics such as time and linkages are themes still to be addressed in sport cluster research.

The next question raised by sport cluster researchers is to what extent the sport cluster model can be applied to different types of sport. Further research should examine how useful the sport cluster framework is when investigating the clustering of sport organisations such as governing bodies, leagues, training institutes, and sport event venues. [START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF] call for more diverse cluster research including traditional land-based rural clusters.

Further research should consider location-specific aspect of clusters [START_REF] Parker | Land-based Economic Clusters and their Sustainability: The Case of the Horseracing Industry[END_REF].

In addition to economic aspects in sport clusters, there are also social and environmental benefits arising from sport clusters. Consideration of the cultural, geographical, and historical background of a sport cluster leads to more sustainable cluster development and policies that minimise damage in the cluster region (e.g. ecological) and maximises benefits (e.g. employment).

Finally the question of governance in sport clusters is raised. [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF] finds that the innovative milieu cannot be transferred into a sport equipment industry without adaptations. However, the implementation of a cluster governance body and structure is found to lead to a better functioning innovative milieu. More research that investigates the role and nature of governance and governance bodies in sport clusters can inform governance strategies in sport clusters.

This thesis addresses several of the aforementioned questions and issues regarding sport cluster research. This thesis investigates sport cluster members as stakeholders as well as their interorganisational links and behaviours. This thesis aims at clarifying the sport cluster as conceptual framework.

A Review of Interorganisational Citizenship Behaviour Research

The cluster constitutes an interorganisational context because it is composed of different cluster members that are interlinked through commonalities and complementarities.

Interorganisational links can be interorganisational relationships that are defined as 'voluntary, close, long-term, planned strategic action between two or more organizations with the objective of serving mutual beneficial purposes in a problem domain' (Babiak, 2007, p. 339) or as 'the way in which organisation interact with their environment' (Dickson et al., 2005, p. 147). The interactions taking place in an interorganisational relationship are exposed to its environment which consists of other cluster organisations. This can be described as an interorganisational network [START_REF] Dickson | League Expansion and Interorganisational Power[END_REF].

An interorganisational network is described as a group of at least three organisations that are connected in ways that facilitate the achievement of a common goal [START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF].

From interorganisational relationships and networks it is only a short step to interorganisational behaviour. [START_REF] Warren | The Interorganizational Field As a Focus for Investigation[END_REF], one of the pioneers in interorganisational research, investigates interorganisational behaviour in the context of different public authorities that make community decisions including councils, chambers of commerce, and non-profit organisations.

Further research in the interorganisational field is suggested. [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF] asks the fundamental question of how competitiveness can be achieved in clusters. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] called for research which maps out interactions specifically in sport clusters. In response to these questions, this thesis investigates interorganisational behaviours in sport clusters, especially interorganisational citizenship behaviour (ICB).

The purpose of this section is to provide an overview of extant research concerning forms of interorganisational behaviour. Definitions and types of organisational behaviour are discussed with an emphasis on ICB. Generic behavioural strategies are introduced based on a theoretical framework for collective action from the field of social ecology of organisational environments (Astley & Fombrun, 1983). Competitive behaviour is explained and cooperation is differentiated from collaboration. From there the concept of 'coopetition' -simultaneous competition and cooperation -is introduced. The concept of ICB is presented and fundamental underlying theory -organisational citizenship behaviour (OCB) -that led to the development of ICB is explained. Previous research is outlined summarising selected studies on different aspects of ICB and highlighting knowledge gaps in ICB research.

Theoretical framework, definitions, and types of interorganisational behaviour

The purpose of this section is to review fundamental theory regarding collective action. The emphasis is on the concept of ICB which is the key concept in this thesis. A definition for ICB in the context of clusters is presented and explained. Different types of ICB are introduced. Collaboration as next interorganisational behaviour is introduced. A theoretical framework from social ecology is presented that explains collective action with interorganisational behaviours that are traditionally associated with clusters: competition and cooperation. The phenomenon of 'coopetition' is presented as it tends to occur in clusters.

Interorganisational citizenship behaviour. This thesis adopts the definition of ICB as

'interfirm behavioural tactics, generally enacted by boundary personnel, that are discretionary, not directly or explicitly included in formal agreements, and that in the aggregate promote the effective functioning of the supply chain. ' (Autry et al., 2008, p. 54). The definition needs to be adjusted for the context of clusters. Hence, ICB are behaviours that take place in interorganisational relationships between cluster organisations or within networks of interconnected cluster organisations. Those include companies and associated institutions in a particular field that are geographically proximate and linked by commonalities and complementarities.

ICB are generally enacted by boundary people. Boundary people belong to one organisation and are involved with people from other organisations. They are regularly in interaction with personnel external to their own organisation but within the cluster. Hence, boundary people realise interorganisational relationships and networks within the cluster. ICB are not enforceable based on formal or contractual agreements between the respective cluster organisations. ICB result from an organisation's decision-making through its boundary people (Autry et al., 2008).

A typology of citizenship behaviour integrating ICB and OCB is suggested in Figure 8.

Citizenship behaviour is suggested as an overarching theme and subsumes OCB and ICB as categories. The three subcategories of OCB are: OCB in its original sense, team citizenship behaviour, and intraorganisational project citizenship behaviour. The three subcategories of ICB are: ICB in a narrower sense, network citizenship behaviour, and interorganisational project citizenship behaviour [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF][START_REF] Sydow | Kooperatives Verhalten in zwischen betrieblichen Projekten[END_REF]. The typology displayed in Figure 8 assumes that citizenship behaviour occurs in both intraorganisational and interorganisational contexts. Organisational citizenship behaviour in the original narrower sense occurs within an organisation. It is enacted by individuals in an organisation affecting the organisation's outcomes. Team citizenship behaviour occurs in teams of individuals, usually employees, belonging to the same organisation, that are informally and timely indefinitely linked. It can also occur in formalised and timely limited groups of people belonging to the same organisation in projects, thus intraorganisational project citizenship behaviour.

There is interorganisational citizenship behaviour in a narrower sense which occurs in different forms of interorganisational settings (e.g. supply chains, clusters). ICB occurring in informal and timely undefined interorganisational settings is called network citizenship behaviour and differentiated from ICB appearing in formalised and timely limited interorganisational settings like project, hence interorganisational project citizenship behaviour [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF].

Collaborative behaviour is defined 'as the process of co-producing knowledge by experts and decision-makers' (Clarke et al., 2013, p. 94). Collaboration in clusters can be in the private sector but includes also governmental organisations and research institutions. Collaboration includes effective knowledge exchange and information flows within an interorganisational network comprising a high diversity of competencies. This has been studied in the context of governance networks for coastal management systems in Australia [START_REF] Clarke | Enhancing the knowledge-governance interface: Coasts, climate and collaboration[END_REF]. [START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF] analyse the formalisation of collaborative interorganisational relationships. They argue that formalisation of collaborative relationships reduces problems of understanding that can arise from differences in culture, experience, structure, industry, uncertainty, and ambiguity that is typical for early stages of collaboration. Formalisation is a means of making sense of the partner and interorganisational relationships in which an organisation is involved. In this context [START_REF] Ring | Developmental Processes of Cooperative Interorganizational Relationships[END_REF] investigate the developmental process of interorganisational relationships and cooperation within those networks. They find that cooperation in interorganisational relationships is cyclical and can be maintained through a balance between formal and informal processes. The difference between cooperation and collaboration can be summarised as cooperation is two or more organisations working independently towards a common goal while collaboration means working jointly towards a common goal [START_REF] Clarke | Enhancing the knowledge-governance interface: Coasts, climate and collaboration[END_REF][START_REF] Tuomela | What is cooperation?[END_REF].

Cooperative behaviour is understood as optimisation of interfirm routines and processes rather than the joint creation of something new which refers to collaboration. Cooperation is the use of systematic strategies to generate benefits from efficient interorganisational interaction [START_REF] Dyer | The Relational View: Cooperative Strategy and Sources of Interorganizational Competitive Advantage[END_REF]. Interactions of organisations with their environment can be explained with theory from social or population ecology (Astley & Fombrun, 1983;[START_REF] Hannan | The Population Ecology of Organizations[END_REF]. Social ecology explains organisational behaviour as the reaction of individual organisations to pressures, constraints and challenges in the environment [START_REF] Hannan | The Population Ecology of Organizations[END_REF]. The population ecology perspective explains organisation-environment relations alternatively to the dominant adaptation perspective. It is suggested that organisations behave under inertial pressures arising from external factors. Those factors include legal and fiscal barriers to enter and exit from markets, constraints upon the availability of information, legitimacy constraints of an organisation in an environment, and finally the collective rationality problem that relates to competition and an organisation's behaviour with other organisations in a competitive environment. The way organisations deal with those pressures, differentiates cooperative from competitive behaviour.

Competitive behaviour. [START_REF] Hannan | The Population Ecology of Organizations[END_REF] discuss competition in the context of populations of organisations and their behaviour instead of studying single organisations.

Organisations' capabilities to deal with their environment and environmental changes naturally select most efficient organisations. A two-dimensional framework for collective action uses the nature of interdependence among members in an interorganisational setting (competition or collaboration) and whether the interdependence is direct (bilateral) or indirect (multilateral) (Astley & Fombrun, 1983).

Indirect interdependence amongst organisations is when they compete for the same resources, suppliers, or customers. Direct interdependence amongst organisations occurs when one organisation depends on the achievement of other organisations' objectives and collaboration or cooperation with other organisations. Both forms of interdependence occur directly in bilateral relationships or indirectly in multilateral networks (Astley & Fombrun, 1983). Therefore, competitive versus collaborative and cooperative behaviour emerge as behavioural patterns in interorganisational contexts.

Coopetive behaviour. Simultaneous occurrence of competition and cooperation was found and theorised in the concept of coopetition [START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF][START_REF] Lorgnier | Considering coopetition strategies in sport tourism networks: a look at the nonprofit nautical sports clubs on the northern coast of France[END_REF]. It is argued that one single interorganisational relationship can comprise both cooperation and competition, so that two firms compete and cooperate simultaneously. Any interorganisational relationship comprising both elements, cooperation and competition, is called coopetition when both elements are visible rather than tacitly implied. The simultaneous occurrence of the opposing behaviours is possible through the separate enacting by different boundary personnel in one organisation. The degree of the two behaviours depends on competitors' proximity to customers and specific resources. Cooperation is more likely in activities carried out at greater distance from buyers, whilst competition is more likely in activities carried out close to the buyers. Therefore research and development is more likely to be subject to cooperation than marketing activities around product launches. Advantages of cooperation in research and development are shared development costs, shorter lead times, and the ability of each company to contribute its core competencies. Positive outcomes of coopetition are the enhanced efforts by competing organisations to increase efficiency and productivity [START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF].

The development of citizenship behaviour research and related concepts

This section outlines the development of ICB research and how ICB research has developed historically. OCB and interorganisational governance are underlying theories and concepts that have led to the development of the ICB concept. Therefore those theories and concepts are highlighted and their relevance for ICB is set out.

Organisational Citizenship Behaviour emanates from research on the motivational basis of organizational behaviour [START_REF] Katz | The motivational basis of organizational behavior[END_REF] and employees' willingness to conduct extra-role behaviour [START_REF] Barnard | The functions of the executive[END_REF]. The principle question is the role of employees for the functioning of an organisation. [START_REF] Katz | The motivational basis of organizational behavior[END_REF] questioned how employees become so involved and committed to an organisation and its goals that they are willing to do more than prescribed in their roles. [START_REF] Katz | The motivational basis of organizational behavior[END_REF] research theorises that the functioning of an organisation depends on three consecutive types of behaviour exhibited by employees: (1) entering and remaining in an organisation, (2) fulfilling prescribed tasks, and (3) innovative and spontaneous behaviour beyond the prescribed tasks. Innovative and spontaneous behaviours include cooperation; anticipation and management of contingencies and environmental changes; protective and creative behaviour; and constructive ideas and suggestions for improvement.

These behaviours are crucial for the organisation's survival and effectiveness. Katz' (1964, p. 132) definition of this extra-role behaviour is 'actions not specified by role prescriptions which nevertheless facilitate the accomplishment of organisational goals'. Van Dyne and Le Pine (1998) enhance this definition by adding that extra-role behaviour is usually neither considered in formal reward systems, nor are there punitive consequences when they are not executed. [START_REF] Katz | The motivational basis of organizational behavior[END_REF] proposes six motivational patterns that potentially underlie the achievement of different extra-role behaviours of employees. The patterns 'internalisation of organisational goals and values' and 'satisfaction from primary group relationships', are most likely to generate innovative and spontaneous behaviour, while the other four motivational patterns may be relevant for organisations to attract and keep employees.

The first motivational pattern 'rule and system compliance' is not required to generate innovative and spontaneous behaviour because it demands the opposite, the obedience to rules, in order to achieve reliable role performance. The second motivational pattern 'instrumental system rewards' might be more useful to create conditions that allow innovative and spontaneous behaviour but it is not insufficient to generate innovative behaviour. These system rewards are provided to employees without differentiation. Hence, they provide no incentives for employees to act beyond their role requirements but may motivate them to remain in the organisation. The third pattern 'instrumental individual rewards' is used to achieve the highest levels of quality and quantity at work but usually within the framework of the job description. For the same reasons as for instrumental system rewards this seems not to be a major driver for spontaneous and innovative behaviour. Finally 'intrinsic job satisfaction' is a motivational pattern that is likely to ensure high-quality production and high productivity. However, an employee with high intrinsic job satisfaction might not be motivated to stay within an organisation or to contribute to the organisation's goals beyond his prescribed role because he/she is satisfied by carrying out the job independent from the organisation. 'Internalisation of organisational goals and values' is the motivational pattern that is most likely to generate extra-role behaviour. [START_REF] Katz | The motivational basis of organizational behavior[END_REF] theorises that employees' goals overlap or are identical to the goals of the organisation. This convergence of goals relies usually on common purposes rather than on identification of an individual with the organisation itself. Finally, 'satisfaction from primary-group relationships' is a motivational pattern that may stimulate employees' productivity and extra-role behaviour. However, it can also lead to the opposite if the comfort and satisfaction from intra-group interactions distract the group members from their tasks. To summarise the last two patterns are two potentially important motivational patterns that may stimulate innovative and spontaneous behaviour beyond prescribed roles: internalisation of organisational goals and values, and satisfaction from primary group relationships [START_REF] Katz | The motivational basis of organizational behavior[END_REF].

OCB was proposed as independent theory and named as such at the end of the 1980s by [START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF]. Organ (in Gibson, 1990, p. 870) uses the 'good soldier syndrome' to explain a behaviour that exhibits 'exceptional conduct and gestures of cooperation above and beyond that ordinarily required'. [START_REF] Organ | Organizational Citizenship Behaviour.Its Nature, Antecedents, and Consequences Retrieved from[END_REF] 3) further formalise OCB as a concept defining it as 'Individual behaviour that is discretionary, not directly or explicitly recognized by the formal reward system, and in the aggregate promotes the efficient and effective functioning of the organization'.

Moreover, OCB includes not only positive citizenship behaviour but also negative citizenship behaviour. This can be through forbearance of unfavourable situations and events at the workplace without major frustrations, complaining, and taking actions [START_REF] Currall | Organizational Citizenship Behaviour[END_REF][START_REF] Organ | The motivational basis of organizational citizenship behaviour[END_REF].

Two aspects of [START_REF] Organ | Organizational Citizenship Behaviour.Its Nature, Antecedents, and Consequences Retrieved from[END_REF] definition have been criticised: the term discretionary and the role of non-contractual rewards which are implied in the absence of a formal reward system. [START_REF] Organ | Organizational Citizenship Behavior: It's Construct Clean-Up Time[END_REF] responds to this discussion by clarifying and redefining the concept of OCB. The qualifying term 'discretionary' signifies a specific behaviour that is not an enforceable element of a specific role according to the formal job description. On the contrary it is the choice of the individual employee to act in such a manner or to omit such behaviour without any risk of punishment [START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF][START_REF] Organ | Organizational Citizenship Behaviour.Its Nature, Antecedents, and Consequences Retrieved from[END_REF]. However, this term poses definitional problems due to the blurry distinction of the terms 'job' and 'role' [START_REF] Organ | Organizational Citizenship Behavior: It's Construct Clean-Up Time[END_REF]. With regards to the absence a formal rewards system, continuous performance of different OCB can still result in direct rewards, such as a salary increase or a promotion. In addition it seems that there are not many contractually guaranteed rewards for any behaviour in organisations. Hence, the relevance of the characteristic trait 'non-contractual rewards' for the definition of OCB is limited [START_REF] Organ | Organizational Citizenship Behavior: It's Construct Clean-Up Time[END_REF]. As a result of these insights OCB were redefined as 'contributions to the maintenance and enhancement of the social and psychological context that supports task performance' (Organ, 1997, p. 91).

To operationalise the OCB concept, [START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF] defines five dimensions of OCB: altruism, conscientiousness, sportsmanship, courtesy, and civic virtue. Since then different forms of citizenship behaviour have emerged [START_REF] Gibson | Book Review: Organizational Citizenship Behaviour: The Good Soldier Syndrome[END_REF][START_REF] Le Pine | The Nature and Dimensionality of Organizational Citizenship Behavior: A Critical Review and Meta-Analysis[END_REF][START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF]. [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF] determined 30 potentially different dimensions. LePine et al. (2002) produced over 40 dimensions. [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF] synthesised this inconsistent accumulation to a comprehensive set of seven citizenship behaviour dimensions: helping behaviour, sportsmanship, loyalty, compliance, individual initiative, civic virtue, and selfdevelopment. This set of themes is confirmed by [START_REF] Organ | Organizational Citizenship Behaviour.Its Nature, Antecedents, and Consequences Retrieved from[END_REF].

In this paragraph these seven dimensions for OCB are introduced briefly. Helping behaviour includes the willingness of organisational members to help others voluntarily, and to help to prevent problems within the organisation. Sportsmanship means to tolerate inconveniences caused by internal or external circumstances, and to keep a positive attitude despite of failures, rejections, or other workrelated discomfort. Organisational loyalty is behaviour that protects or defends the organisation through strong commitment to it and hence, a strong goodwill, endorsement and support of the organisation's objectives. Organisational compliance is one of the first dimensions to be developed and means the strong internalisation, acceptance, and obedience of an organisational member to the organisation's rules, regulations, and procedures. The dimension individual initiative describes creative and innovative behaviour that aims at the improvement of an organisational member's individual task performance or the overall organisation's performance. Civic virtue consists of an organisational member's commitment to the entire organisation and hence, its willingness to engage actively in the best interest of the organisation and to participate in its governance. The seventh dimension self-development is the least investigated and represents the degree of voluntary engagement of organisational members in improving their knowledge, skills, and abilities through self-driven activities such as training and learning.

Interorganisational governance.

The term governance can widely be defined as 'any mode of co-ordination of interdependent activities' (Jessop, 1998, p. 29). Governance deals with the initiation, maintenance, and termination of relationships between multiple parties [START_REF] Heide | Interorganizational Governance in Marketing Channels[END_REF]. Clusters hold great potential for interorganisational governance measures and research. Therefore select studies dealing with different issues around interorganisational governance are presented.

Governance has been studied within organisationscorporate governance -but also increasingly in interorganisational settings. Contexts for studies on interorganisational governance include networks and clusters [START_REF] Mathews | The Governance of Inter-Organisational Networks[END_REF][START_REF] Sugden | Clusters, Governance and the Development of Local Economies: A Framework for Case Studies[END_REF], professional sport [START_REF] Dickson | Multi-level governance in an international strategic alliance[END_REF][START_REF] Ferkins | The Role of the Board in Building Strategic Capability: Towards an Integrated Model of Sport Governance Research[END_REF], supply chains (Autry et al., 2008;[START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF], marketing channels [START_REF] Heide | Interorganizational Governance in Marketing Channels[END_REF], multinational alliances [START_REF] Osborn | Forms of Interorganizational Governance for Multinational Alliances[END_REF], and fixed-term inter-firm relationships [START_REF] Ness | The evolution of governance mechanisms and negotiation strategies in fixed-duration interfirm relationships[END_REF]. Research on interorganisational governance in these different contexts is reviewed and discussed in the following paragraphs. [START_REF] Mathews | The Governance of Inter-Organisational Networks[END_REF] investigates interorganisational governance in a cluster of independent specialist firms in information technology applications. Rules that govern the functioning of this cluster are investigated. [START_REF] Mathews | The Governance of Inter-Organisational Networks[END_REF] suggests that the performance and especially the innovation of products are highly dependent on the cooperation of the companies and their obedience to cluster implicit rules. These rules include for example mutual independence, preference, non-competition, and non-exploitation. It is argued that the cluster is based on bilateral contractual agreements and partnerships of independent and autonomous firms. The functioning of the cluster depends on the trust between the firms and their obedience to the cluster's implicit rules. This study gives insights in the interorganisational governance structures of clusters. Even though the studied cluster is rather small and idiosyncratic, the suggested rules governing the functioning of the cluster could be starting point to identify relations and interactions in future cluster studies. [START_REF] Sugden | Clusters, Governance and the Development of Local Economies: A Framework for Case Studies[END_REF] propose a framework to examine the governance, learning structures, and processes in a cluster using a strategic decision making approach. This research responds to a lack of qualitative analysis of cluster characteristics. The aim is to investigate the impact of clusters on local economies qualitatively rather than measuring geographical and industrial boundaries of clusters quantitatively as it is often the case in cluster research. It is argued that the economic impact of a cluster on its environment depends on the way in which the cluster is governed. Therefore further research should be concerned with the way clusters are governed. Research questions should address relationships amongst cluster members and across clusters, power relationships, and strategic decision making. Relationships in a cluster may not only be economic but also social, political, and cultural. [START_REF] Dickson | Multi-level governance in an international strategic alliance[END_REF] investigate interorganisational governance in international football leagues. The authors analyse strategic alliances that are embedded in a system of multiple levels of governance: international, national, regional, and local governance organisations. The interorganisational context is sport leagues as federated networks. Federated networks in the sport context are governed and controlled by federation management organisations. The federation management organisation is the controlling body of the interorganisational network, the league, and manages the federation affiliates. Leagues can be affiliated with more than one federation. Therefore, two types of multiple federation affiliation are differentiated: hierarchical and non-hierarchical. In a hierarchical affiliation a league belongs to two or more federations which exist in a hierarchical relationship. Alternatively, in a non-hierarchical affiliation, leagues belong to more than one federation which exist in no hierarchy to each other. The illustration and discussion of conflicts resulting from a multiple affiliation to different international and national sport organisations is the outcome of the study. The interorganisational context in this study focuses on sport governing organisations rather than a wider and more heterogeneous interorganisational context. However, the theoretical framework of multilevel governance systems and the related conflicts provide future research questions in interorganisational governance research. [START_REF] Ferkins | The Role of the Board in Building Strategic Capability: Towards an Integrated Model of Sport Governance Research[END_REF] provide a review and conceptualisation of sport governance research and propose a future research agenda on sport governance. Sport governance has changed primarily due to sport's transition from primarily volunteer administered organisations to professionally managed entities. Therefore the authors identify four elements as important for sport governance research: shared leadership, board motivation, board roles, and board structure. Results reveal issues that sport governance research has addresses so far: decision-making processes, demands of multiple stakeholders, the changing environment, and board leadership. More qualitative research should seek to understand sector-specific considerations, differences in non-profit and commercial sport organisations, different governance designs depending on the environmental conditions, and the role of governing body's boards and CEO [START_REF] Ferkins | The Role of the Board in Building Strategic Capability: Towards an Integrated Model of Sport Governance Research[END_REF]. 2008) investigate interorganisational governance in supply chains. The OCB concept is applied in an interorganisational context drawing on the concept of relational rent and interfirm behavioural tactics that might generate and enhance relational rents. Relational rents are defined as benefits that are jointly generated by two firms in an exchange relationship which cannot be generated by either firm in isolation. It is suggested that ICB is an effective way of achieving relational rents in interorganisational relationships. Autry et al. (2008) show that OCB can successfully be transferred into an interorganisational context. Items and scales are developed for the measurement of four ICB dimensions and three select outcome variables. Six hypotheses regarding the impact of ICB on select outcomes are tested and provide insights for supply chain managers and researchers. Results show that interorganisational altruism, loyalty, and compliance in supplier-buyer relationships positively influence competitiveness and financial performance of a firm. The hypothesis that ICB enhance relationship quality which in turn promotes performance outcomes is confirmed. [START_REF] Heide | Interorganizational Governance in Marketing Channels[END_REF] suggests a typology of governance forms. The principal categories are traditional market governance forms versus more recent nonmarket governance forms. In terms of nonmarket governance forms two sub categories, hierarchical governance and relational governance, are suggested as alternatives to market governance. Furthermore the different phases of inter-firm governance, initiation, maintenance, and termination, are discussed for each governance form.

Autry et al. (

Bilateral governance is empirically tested to investigate conditions under which relational governance emerges. Sociologists believe that bilateral interaction patterns are culturally inherited. The extent to which relational governance structures can be purposely crafted between individually oriented organisations is investigated. Different types of interorganisational dependence influence an organisation's flexibility to respond to changes. The results indicate that symmetric dependence supports relational governance, while unilateral dependence has oppositional effects [START_REF] Heide | Interorganizational Governance in Marketing Channels[END_REF].

This governance typology can be used to analyse governance forms in clusters.

Different modes for interorganisational governance in multinational firm alliances have been studied [START_REF] Osborn | Forms of Interorganizational Governance for Multinational Alliances[END_REF]. Joint ventures versus different forms of contractual agreements have been compared focusing on technological factors and parent firm's size as factors influencing the governance decision. The results confirm the hypothesis that in alliances with high research and development intensity, contractual agreements are likely to be the chosen mode of interorganisational governance. Second, if the alliance partners intend to conduct joint research and development activities, a joint venture is more likely to be chosen as the mode of interorganisational governance.

This study links innovation related aspects with interorganisational governance issues.

Governance in interorganisational relationships with a fixed term has been studied by [START_REF] Ness | The evolution of governance mechanisms and negotiation strategies in fixed-duration interfirm relationships[END_REF]. The investigated case involved two organisations: a state authority and a private enterprise. The authors develop a model to describe and analyse interorganisational processes between these parties based on contract and negotiation theory. The model has two dimensions: governance mechanisms and negotiation behaviour. Factors that are perceived as important for the development of the interorganisational relationship are investigated with the most important factors being isolated.

Trust and cooperative behaviour seem to be important factors that change the structure of relationships and their governance over time. The study shows that these behaviours can develop into interorganisational relationships with a fixed endpoint. This study confirms the development and importance of trust and cooperation in interorganisational relationships.

A review of interorganisational citizenship behaviour research

This section reviews previous ICB research. The chronological development of ICB research is outlined. As there is only little research on ICB so far conceptual and empirical research is jointly summarised in the following paragraphs.

ICB was first proposed as a theoretical concept to explain interorganisational behaviour in 2008 (Autry et al.). An empirical study on interorganisational relationships and governance in supply chains puts forward the model of ICB. The same authors published a second study on ICB in the following year, focussing on the measurements of ICB [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. Since then only a few studies have been published that are directly or indirectly concerned with ICB. Among those are two publications on ICB in inter-firm projects [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF][START_REF] Sydow | Kooperatives Verhalten in zwischen betrieblichen Projekten[END_REF]; two studies in the context of supplier-buyer relationships [START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF][START_REF] Wan | Interorganizational Citizenship Behavior, Social Capital and Buyer Performance in Supplier-Buyer Relationships: A Theoretical Model[END_REF], and one on the moderating effect of interorganisational cooperation between workplace flexibility and innovation performance [START_REF] Martínez-Sánchez | Interorganizational Cooperation and Environmental Change: Moderating Effects between Flexibility and Innovation Performance[END_REF].

These studies are reviewed and summarised in the following paragraphs. Autry et al. (2008) investigate the concept of ICB by applying the OCB concept in supply chains. The ICB concept is based on the assumption that extraordinary advantages can be achieved in interorganisational exchange relationship that neither of the contributing organisations could generate alone. This is also called relational rents. Furthermore, Autry et al (2008) develop and test hypotheses about the impact of ICB on specific performance outcomes (e.g. competitiveness, financial performance). A major contribution of Autry et al.'s (2008) research is the conceptualisation of ICB dimensions based on OCB dimensions. This process results in the following ICB dimensions: interorganisational altruism, tolerance, loyalty, conscientiousness, compliance, constructiveness, and advancement. Altruism means helping another organisation in solving problems or acquiring needed skills or knowledge. Tolerance is the acceptance of inevitable inconveniences associated with interorganisational exchange without retribution. Loyalty means the allegiance to a partner organisation and the interorganisational group as a whole prioritising the greater good of the group.

Conscientiousness involves the performance of interorganisational tasks with higher than normal levels of forethought and effort. Constructiveness is the interest and activity in interorganisational affairs impacting on interorganisational relationships or the overall group. Advancement means behaviour that improves interorganisational relationships, common knowledge bases, and interorganisational processes. The newly developed dimensions were validated with an internet survey (Autry et al., 2008). [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF] develop a scale for measuring ICB. This method includes item development for content validity, scale development for internal consistency, and scale evaluation for construct validity and criterion-related validity [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. Items were deductively developed for four of the seven ICB dimensions (tolerance, altruism, loyalty, and compliance). In addition to the literature based item generation, a panel of 25 managers involved in interorganisational relations were consulted to affirm content validity of items. The second stage of scale development consisted of confirmatory factor analysis to assess the consistency and stability of items over time to avoid cross-loading on multiple ICB factors. Finally in the third step of scale assessment the psychometric soundness of the measurements including construct validity and criterion-related validity were tested. Overall the results confirmed that ICB constructs and items are distinctive. However, the constructs of interorganisational loyalty and altruism revealed a statistically significant correlation.

Further investigation of these constructs is required in order to consolidate validity of the constructs.

For the criterion-related validity the impact of each of the ICB dimensions on the outcome variable market-based performance was calculated. Statistically significant results were obtained for all relationships and hence criterion-related validity was confirmed. The overall purpose of this study was to establish distinct constructs and measurements for ICB dimensions to enable and encourage further research examining the role of ICB in interorganisational relationships and their outcomes. Further ICB research should investigate antecedents, mediating or moderating variables, further ICB dimensions, consequences, generalisability of the theory, performance outcomes, applicability in different organisation types, and cross-cultural research [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF] and [START_REF] Sydow | Kooperatives Verhalten in zwischen betrieblichen Projekten[END_REF] examine ICB in the context of inter-firm projects and networks. They build on extant ICB (Autry et al., 2008;[START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF] and OCB research [START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF][START_REF] Organ | Organizational Citizenship Behaviour.Its Nature, Antecedents, and Consequences Retrieved from[END_REF] in order to develop the new concepts of project citizenship behaviour and network citizenship behaviour. Project citizenship behaviour is enacted by project staff with regards to a particular project. Network citizenship behaviour is geared towards the network of relationships in which a project is embedded in. The two research questions are first, what kind of citizenship behaviour is displayed in interorganisational projects, and second, how can those be specified, particularly when embedded in networks. [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF] propose a typology of organisational and interorganisational citizenship behaviour concepts as illustrated in Figure 9. [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF].

The overall frame of this typology is OCB in a broader sense with four subordinated categories of citizenship behaviour each with decreasing relevance of core OCB: OCB in a narrower sense, team citizenship behaviour, ICB, and project and network citizenship behaviour. This typology was developed based on an exploratory, qualitative study. The resulting dimensions for project citizenship behaviour are project-specific helping behaviour, project loyalty, project compliance and project-specific proactive behaviour which. In terms of network citizenship behaviour the authors found three dimensions: network-related loyalty, proactive relationship management, and self-development. Furthermore [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF] suggest a typology of citizens that links project and network citizenship behaviour. The level of engagement in project and network citizenship behaviour determines the type of citizen from unengaged citizen, network citizen, project citizen, to projectnetwork citizen.

In the next two paragraphs the two studies that investigate ICB in the context of supplierbuyer relationships are summarised. [START_REF] Wan | Interorganizational Citizenship Behavior, Social Capital and Buyer Performance in Supplier-Buyer Relationships: A Theoretical Model[END_REF] In another study the construct of 'benevolence' has been used to investigate interorganisational relationships between importers and foreign export suppliers [START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF]. A multifaceted model of interfirm benevolence suggests a positive relationship between importers' satisfaction with and commitment to the importer-exporter relationship, and the benevolence of importers towards suppliers. [START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF] also suggest that benevolence positively influences relationship performance which in turn is moderated by the length of the relationship. The concept of OCB or ICB is not explicitly mentioned. However, the construct of benevolence is closely tied to ICB and especially the dimensions altruism and tolerance. Benevolence is defined as 'discretionary, extra contractual helping behaviour' occurring in close inter-firm relationships (Lee et al., 2004, p. 32).

Benevolence occurs when firms help each other beyond what is agreed in formal contracts or other agreements. A structured questionnaire was used to measure benevolence adapting items and scales from previous studies [START_REF] Kumar | The Effects of Perceived Interdependence on Dealer Attitudes[END_REF]. A confirmatory factor analysis was conducted to validate the items to measures two benevolence dimensions: altruistic benevolence and mutualistic benevolence [START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF]. Even though the concept of ICB was not directly applied there are parallels between ICB and the concept of benevolence. [START_REF] Martínez-Sánchez | Interorganizational Cooperation and Environmental Change: Moderating Effects between Flexibility and Innovation Performance[END_REF] investigate the moderating effect of interorganisational cooperation in the relationship between workplace flexibility and innovation performance. Internal workplace flexibility refers to efforts to increase the firm's ability to adjust to changes through internal modifications, while external workplace flexibility involves using changes in the labour market and outsourcing. Interorganisational cooperation is classified into seven categories (training, product development, process development, quality, benchmarking, technology transfer, and marketing). A seven-point Likert scale is used to measure the influence of internal versus external workforce flexibility on innovation performance. Hence, the study identifies whether drivers for innovative performance are located inside or outside the firm [START_REF] Martínez-Sánchez | Interorganizational Cooperation and Environmental Change: Moderating Effects between Flexibility and Innovation Performance[END_REF]. If drivers for innovation are located outside the firm this indicates that interorganisational behaviours, particularly cooperative behaviours, play a role for innovation performance of a firm. Even though this article does not refer directly to ICB there are parallels between ICB and the concept of workforce flexibility as both concepts relate to an organisation's capability to adapt to changes.

Knowledge gaps in interorganisational citizenship behaviour research

This section highlights questions regarding ICB research that have been addressed or answered, and those that need further research. The few studies that research interorganisational relationships and behaviour in the context of sport are summarised.

Much research has been conducted on OCB since the concept emerged in the 1980s as metaanalysis shows [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF]. However, the concept of ICB is relatively new with its first explicit appearance in 2008 (Autry et al.). The novelty in the ICB concept consists of a different unit of analysis to the previous studies on citizenship behaviour. Originally most studies focused on the individual employee who engages in OCB in dyadic relationships with colleagues, subordinates, or superiors. OCB between individuals on a group or organisational level was investigated [START_REF] Organ | The motivational basis of organizational citizenship behaviour[END_REF]. [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF] suggest the further investigation of OCB's influence on organisationallevel performance. Even though this is a broader approach towards citizenship behaviour including actors from different organisational levels and departments within the organisation, it is still a perspective limited to one single organisation. The unit of analysis studied in initial ICB research are still dyadic relationships but between two employees belonging to different organisations, more precisely supplier and buyer (Autry et al., 2008;[START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF][START_REF] Martínez-Sánchez | Interorganizational Cooperation and Environmental Change: Moderating Effects between Flexibility and Innovation Performance[END_REF][START_REF] Wan | Interorganizational Citizenship Behavior, Social Capital and Buyer Performance in Supplier-Buyer Relationships: A Theoretical Model[END_REF]. First ICB research that takes multilateral links into account is network and project citizenship behaviour research [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF]. More research that considers multilateral perspectives of interorganisational settings is needed.

Further ICB research should establish generalisability of the ICB concept. This can be done through examining the causes (antecedents) and effects (consequences) of ICB in multiple interorganisational settings (Autry et al., 2008). Those settings can be different types of supply chains and also completely different interorganisational settings (e.g. cluster). Furthermore different types of organisations as empirical context could enrich ICB research. It would be interesting to study ICB in a cross-cultural context to see whether the concept applies similarly or differently in different countries and cultures and amongst trading partners in different countries [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. Autry et al. (2008) investigated citizenship behaviour for the first time on an interorganisational level. The OCB concept and its constructs were transferred into the interorganisational context and four OCB dimensions were developed into ICB dimensions. Skinner et al. (2009) examined and transferred the remaining three OCB dimensions in an interorganisational context. Furthermore items and scales for quantitative measurement of ICB were developed for four ICB dimensions. Even though those measurements have been validated they need further validation to increase robustness. It could be interesting to develop measurement items and scales for the remaining dimensions interorganisational conscientiousness, constructiveness, and advancement.

Further ICB research should investigate performance outcomes and mediating or moderating variables of performance-enhancing ICB [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. It would be interesting to explore mechanisms that explain to what extent ICB is taken into account by managers and employees in an organisation when evaluating performance related to interorganisational linkages and behaviour.

Furthermore it would be interesting to evaluate to what extent ICB can be taught to and learned by boundary personnel [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF].

There are few studies that have studied interorganisational relationships and organisational behaviour in the context of sport. [START_REF] Wolfe | Sport and Organizational Studies[END_REF] highlight the potential for studying management and organisational phenomena in a sport context. They elaborate on a wide range of management and organisational study topics, e.g. multi-level evolution, creating strategic advantage, stakeholder management, explaining why these topics should be studied in the context of sport organisations.

Among the examples of management or organisational studies that focus on interorganisational relationships in sport are [START_REF] Meiklejohn | The Formation, Process and Impacts of Interorganisational Cliques: A Study of New Zealand Provincial Rugby[END_REF] who studies cliques within networks in the context of professional sport leagues, [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF] who studies determinants of interorganisational relationships in the case of non-profit sport organisations, and Aoyagi, Cox and McGuire (2008) who study OCB in the context of student athletes and teams.

This thesis aims at further development and clarification of the concept of interorganisational citizenship behaviour by applying it in a new context. The study of ICB in sport clusters aims at confirming and developing the previously suggested conceptual framework of ICB and its dimensions.

A Review of Product Innovation Research

This section provides a brief overview of seminal research on innovation, especially product innovation. Innovation as theoretical concept is introduced. Different definitions and typologies of innovation are discussed. Selected research on product innovation, innovation sources, and sport product innovation is reviewed.

Theoretical framework, definitions, and types of innovation

This section introduces innovation as theoretical concept. Fundamental research and theories around innovation, especially product innovation, are presented. Different definitions of innovation as well as typologies are discussed. Product innovation is contrasted with process innovation.

Innovation has been considered as a crucial element and driver of capitalist systems. [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF] with his research on innovation is a pioneering innovation scholar. Schumpeter (1942, p. 83) puts forward the notion of innovation as a process of 'creative destruction'. New consumer goods, production and transport methods, sales markets, and forms of industrial organisation are created by enterprises. Economic activities need to be considered in the context of the past and future in order to understand the process of 'creative destruction' (Schumpeter, 1942, p. 83). Utterback (1996, p. 57) advanced innovation research by describing innovation as a phenomenon of change through 'creative force'. Change requires destruction of current circumstances. This occurs through the new combination of existing resources by entrepreneurs. The process of combining resources is commonly called production [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF]. The new combination of extant objects and forces can result in five cases. The first is the development of a new consumer product. The second is related to the industry and leads to the introduction of a new production method. The remaining three cases relate to the firm and result in the development of a new sales market, the acquisition of a new source of raw materials, or the re-structure of the firm or industry [START_REF] Schumpeter | Theorie der wirtschaftlichen Entwicklung[END_REF].

The new combination of resources usually happens at the expense of existing resource combinations. The new resource combinations are usually undertaken by different economic actors to those running the existing resource combinations. This creates a parallel use of resources for old and new forms of resource combination which leads to competition between those producing old resource combinations and those producing new resource combinations.

The enterprise is the central actor of innovation. The firm and notably the entrepreneur have the role of combining production factors (labour, land, and capital) to create innovations [START_REF] Schumpeter | Theorie der wirtschaftlichen Entwicklung[END_REF]. A firm seeks to increase profits and to gain a competitive advantage over the competing rival enterprises by consistently creating new goods and services [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF]. Hence, innovation is considered to be an endogenous variable (coming from inside the firm) in economic development and is indispensable for the economic growth and prosperity of capitalist nations and societies [START_REF] Schumpeter | Théorie de l'évolution économique[END_REF]. Conversely [START_REF] Clark | Product development performance Retrieved from[END_REF] consider the factors accompanying industrial competition and advancement as drivers for new product development and innovation.

These factors include the development of international competition, the creation of fragmented markets with an increasingly sophisticated demand side, and technical change. In this perspective innovation is an exogenous phenomenon incited by external changes in the market place. [START_REF] Schumpeter | Théorie de l'évolution économique[END_REF] argues that the pursuit of innovation poses a risk to any firm while at the same time it has potential for competitive advantage. All firms in a market need to pursue innovation to remain competitive in the market place. However, only few firms are able to obtain a temporary monopolistic position through innovative activities and the uniqueness of their products or services.

The notion of competition can be extended to other types of organisations such as education and research institutions, public entities, and non-profit organisations. These increasingly operate in the same environment, the competitive market place, under similar conditions -the pressures to achieve competitive advantage [START_REF] Schumpeter | Kapitalismus, Sozialismus und Demokratie[END_REF].

Innovation. This section reviews different definitions of innovation and how innovation is defined in this thesis. There is no generally accepted, unambiguous definition of the term 'innovation' in the literature [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF]. A number of different definitions are reviewed and analysed in terms of similarities and differences. Based on this analysis a working definition for this thesis is derived. [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF] considers innovation as a process of incremental changes resulting in the creation of new goods. This is a well-established, but also narrow definition of innovation. It focusses on the firm as the entity of innovation and is restricted solely to products as subject of innovation. A similar definition is given by a group of scholars that define innovation as 'adopting an idea or behaviour in relation to a product, service, instrument, system, policy or programme which is new to the company' (Alegre, Pla-Barber, Chiva, & Villar, 2012, p. 512). This definition takes other subjects of innovation into account than the product. Also [START_REF] Pouder | Hot Spots and Blind Spots: Geographical Clusters of Firms and Innovation[END_REF]St. John (1996, p. 1194) provide a broader definition than Schumpeter by defining innovation as 'new products or services, new processes, and new organizational structures that firms use to compete with one another and meet customer demand'. While these definitions are broader in terms of the object of innovation, the principal actor remains the firm. [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] defines innovation with a much larger scope as a global creative process which involves several entities that together permit the creation of a new resource configuration. In both, Hillairet's and Schumpeter's, definitions innovation is considered as a process. Hence, the authors put forward a dynamic perspective of innovation rather than a static one. However, the key difference is that Hillairet considers the involvement and combination of several different actors as opposed to only one firm. The involvement of different actors is seen as crucial in order to achieve new configurations of resources. A further difference is that the term 'configuration' allows other objects of innovation than only products as in Schumpeter's definition. Damanpour and Evan's (1984, pp. 1-2) definition also focuses on the source and origin of innovation describing innovation as 'response to environmental changes or means of bringing about change in an organization'. This definition emphasises the influence of environmental changes on an organisation. Hence, innovation is considered as exogenous phenomenon induced by external factors.

Finally a very pragmatic definition is expressed by Fagerberg (2011, p. 4) who describes innovation as an old phenomenon arguing that 'the tendency to think about new and better ways of doing things and try them out in practice' seems to be something inherently human. This is a very general definition. However, it is independent from the object, source, timing, and intensity, while all the aforementioned definitions are limited in one or several of these characteristics. Furthermore [START_REF] Fagerberg | Innovation. A guide to the literature[END_REF] differentiates between invention and innovation. While invention is only the first appearance of an idea, innovation is the creative idea plus the attempt to put it into practice. [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF] argues that product innovation is the creation and exploitation of knowledge (invention) which is transferred to market applications and technological possibilities (commercialisation). An invention becomes an innovation once users can benefit from it. This usually goes along with the commercial exploitation of inventions by firms in the market place. Fagerberg (2011, p. 4) summarised the difference between invention and innovation as 'Invention is the first occurrence of an idea for a new product or process, while innovation is the first attempt to carry it out into practice.'.

Typologies of innovation.

This section reviews types of innovation and defines those which are relevant for this thesis. The review of different definitions for the term 'innovation' highlights five characteristics and respectively their dimensions that specify the term innovation. The first dimension is the object of innovation which can be a product, service, process, organisation, or system. The second dimension of innovation is the intensity of innovation. Increasing intensity of novelty can be assigned to incremental, marginal, and radical innovation. Different sources of innovation can be distinguished: consumer/user, firm internal resources, and external links. Hence, innovation can be exogenous, i.e. stimulated by external factors, or endogenous, i.e. initiated internally. The intention of innovation might be intended or unplanned. Lastly, innovation can be differentiated according to time and be considered as a dynamic process or static outcome. Innovation as a dynamic process can be separated into three phases: idea generation, invention, and commercialisation phase [START_REF] Dewulf | Sustainable Product Innovation: The Importance of the Front-End Stage in the Innovation Process[END_REF][START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF].

Object. The object of innovation is one of the first characteristics used to classify types of innovation since scholars started to study innovation [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF][START_REF] Utterback | A dynamic model of process and product innovation[END_REF]. The object refers to what is being changed. Most often innovation is concerned with changes in a product, service, process, or organisation. More specific objects of innovation can be systems, business models, and technologies [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF].

Intensity. The characteristic intensity means the extent to which the innovation changes the object of innovation. Different typologies have been proposed such as radical, marginal, and incremental innovation [START_REF] Desbordes | Marketing du Sport[END_REF]. [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] discusses different modes of action for change such as experiment, invention, improvement, reform, renewal, revolution. Each mode of action results in a differing intensity of change.

Source. The source of innovation concerns the origin and hence the initiator of innovation [START_REF] Hippel | The sources of innovation[END_REF]. The question could be formulated as: Who drives innovation? Or, where does innovation come from? [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] and [START_REF] Hippel | The sources of innovation[END_REF] argue that there are two main schools of thought: the consumer or the producer as a source of innovation. On the one hand, there is demand, i.e. consumers demand innovation in response to emerging needs and desires. In this case marketing scholars argue that the consumer 'pulls' the innovation into the market. This approach can be considered as an exogenous phenomenon because external factors from the market and the firm's larger environment stimulate innovation.

On the other hand [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] puts forward the alternative that firms develop innovations and 'push' them into the market. In this case, customers have often not yet developed a need or desire for the innovation. The need is created through the introduction of the innovation in the market.

Innovation in this case comes from inside the company (endogenous) and their internal resources such as research and development departments. Endogenous innovation has limitations as this source of innovation is naturally restricted by internal structural and resource related boundaries (Hillairet, 2005a).

Von [START_REF] Hippel | The sources of innovation[END_REF] suggests a third alternative of collective settings as a source of innovation.

Collective settings include interorganisational links which can serve as a source of innovation.

Innovation through external links is an exogenous phenomenon as external stimuli incite innovation. [START_REF] Chesbrough | Open Innovation: A New Paradigm for Understanding Industrial Innovation[END_REF] suggests a new paradigm for innovative sources opposing the traditional view of the firm's internal research and development. The term 'open innovation' summarises this paradigm and postulates that firms should use external sources as well as internal sources of innovation [START_REF] Chesbrough | Open Innovation: A New Paradigm for Understanding Industrial Innovation[END_REF]. The approach of open innovation reflects a combination of endogenous and exogenous innovation.

Intention. The characteristic intention refers to the level of intention and planning of the activity towards innovation. Activities resulting in innovation can be planned or unplanned [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF]. Planned innovation activities are usually scheduled within a programme over a given period of time. This is usually a systematic process within a structured organisation such as a firm or research institute. Planned innovation activities ensure continuity, are proactive, and anticipate consumer needs. However, they can also limit creativity and spontaneity which often stimulate the development of innovative ideas. Unplanned innovation activities are rather reactive in nature responding to perceived market needs and changes. Time. The notion of time refers to the process of innovation as a continuum versus a specific point in time. Most authors consider innovation as a phenomenon that stretches out over a period of time [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF][START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF]. However, the start and end point of the innovation process can be difficult to determine. The innovation process can be subdivided into three phases: idea generation, invention, and commercialisation. With increasing importance of sustainability a fourth phase of recycling and re-use, can be added. The invention phase includes the steps of prototype development and testing. Commercialisation means the industrial production and marketing of a product in a broad market [START_REF] Dewulf | Sustainable Product Innovation: The Importance of the Front-End Stage in the Innovation Process[END_REF][START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF].

Product versus process innovation. This section outlines differences between product and process innovation. The major emphasis of innovation research covers product versus process innovation [START_REF] Utterback | A dynamic model of process and product innovation[END_REF]. Product and process innovation can be differentiated by defining the former as activities targeted at the creation or improvement of the product itself (product technology), while the latter targets the creation or improvement of ways to produce a product (production technology). [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF] proposed different types of innovation with regards to the object of innovation activities. The object can be products, production methods, sources of supply, methods to exploit markets, and ways to organise firms. This perception has not fundamentally changed since Schumpeter but innovation research has been developed alongside the different objects of innovation.

The term 'product' can be differentiated in tangible product and service. [START_REF] Kotler | Kapitel 1 Grundlagen zum Marketing und Marketing-Management[END_REF] define a product as everything that can be offered to a person in order to satisfy a desire or need. This includes physical goods as well as services. It is argued that even physical goods are usually bought in order to perform a service (e.g. a car is bought to drive it). That is why both tangible goods and intangible services can be grouped together under the generic term 'product'. However, services are different to products in terms of the characteristic that both the person consuming the service and the service provider need to be present (e.g. watching a football match in the stadium). To summarise this Edquist (2011, p. 182) defines the concept of product innovation as 'new -or better material goods as well as new intangible services'.

Product innovation can be further classified into different types of product innovation. These dimensions have been defined as: function, system, and material [START_REF] Desbordes | Marketing du Sport[END_REF]. Function refers to the way a product is used. This includes the original purpose for which it is made, its original function. However, users innovate the function of a product by using it in a different way or for a different purpose. Firms can amend a product by changing the design and market it for a different use.

System concerns the technology of a product. It refers to the mechanism that allows the product to function and to fulfil its purpose. Third, the material is the substances used to make a product. This dimension refers only to tangible goods. Another segmentation of product innovation types is suggested by [START_REF] Hillairet | The dual management of innovation by the Declathon Group. A distinctive strategic system on the sport goods market[END_REF] distinguishing technology and use. Technology refers to new systems used in product innovation while use refers to new functions or design in a product that allow a different use.

A review of product innovation research

The following section reviews selected research on product innovation as exogenous and endogenous phenomena. First, research that discusses product innovation as an exogenous process is discussed. Exogenous product innovation means that there are external factors that lead to product innovation. External factors can be studied as antecedents, sources, drivers, or determinants of innovation. When product innovation is considered as an endogenous phenomenon, product innovation comes from inside the firm and is stimulated by the firm's internal resources.

Exogenous product innovation research. Organisational learning capability as an antecedent

or mediator of product innovation is investigated in several studies. [START_REF] Alegre | Assessing the impact of organizational learning capability on product innovation performance: An empirical test[END_REF] assess the impact of five organisational learning capability dimensions (experimentation, risk taking, interaction with the external environment, dialogue and participative decision making) on product innovation performance. The dimensions 'interaction with the external environment' as antecedent of innovation interprets innovation as an exogenous phenomenon. Overall, the hypothesis that organisational learning capability enhances product innovation performance is supported. In a similar study [START_REF] Alegre | Organisational learning capability, product innovation performance and export intensity[END_REF] extend this knowledge by investigating the role of innovation as a mediator between a firm's organisational learning capability and export intensity. Findings show that firms with higher organisational learning capability tend to be more innovative, and they also they tend to export more of their products. Both studies used structural equation modelling and a single industry setting.

Knowledge as a driver of product innovation and different knowledge sources are investigated. The influence of different types of knowledge search strategies and knowledge sources (market-driven, science-driven, and supplier-driven) on innovation intensity is investigated by [START_REF] Köhler | Selective search, sectoral patterns, and the impact on product innovation performance[END_REF]. Results show that market-driven knowledge search is more likely to lead to imitative product innovation while science-and supplier-driven search strategies are more likely to result in new-to-market innovation. [START_REF] Lai | The Effects of Knowledge Management and Technology Innovation on New Product Development Performance -An Empirical Study of Taiwanese Machine Tools Industry[END_REF] investigated the possible impact of knowledge management and enhanced technology innovation on new product development. A single-industry setting was chosen to test cause-effect relations. The authors study correlation between the variables knowledge management, technology innovation, and new product development using regression analysis. Knowledge management contains the exogenous aspects 'knowledge creation and acquisition' and 'knowledge diffusion and integration'. Both elements were found to have a significant impact on technology innovation. Knowledge creation and acquisition management affects also new product development [START_REF] Lai | The Effects of Knowledge Management and Technology Innovation on New Product Development Performance -An Empirical Study of Taiwanese Machine Tools Industry[END_REF].

Antecedents for product and process innovation are compared to see how these affect performance in SME science and technology parks (Ar & Baki, 2011). Seven themes are identified: research and development strategy, top management support, organisational learning capability, creative capability, customer focus, organisational collaboration, and supplier relationship. Research and development strategy, top management support, organisational learning capability, and creative capability relate to the supply side of the relationship, i.e. the firm's internal resources as a source for innovation and knowledge. Customer focus relates to the demand side, the customer and market, as a source of innovation and knowledge. Organisational collaboration and supplier relationship relate to collective settings as a source of innovation through collaboration and interorganisational exchange.

Data is collected with a survey from 270 SME in Turkish science and technology parks to test deductively derived hypotheses. The findings show that research and development strategy, top management support, customer focus, creative capability, and supplier relationship impact positively on product innovation. Organisational learning capability and organisational collaboration have a positive impact on process innovation (Ar & Baki, 2011). Hence, innovation is confirmed as both endogenous and exogenous phenomenon.

The influence of organisational ambidexterity on contextual ambidexterity as an antecedent for product innovation is studied by [START_REF] Wang | Ambidextrous Organizational Culture, Contextual Ambidexterity and New Product Innovation: A Comparative Study of UK and Chinese High-tech Firms[END_REF]. Contextual ambidexterity means to consider exploration and exploitation in the innovation process as complementary and as crucial for product innovation. Organisational ambidexterity refers to a firm's ability to explore new competencies and exploit existing competencies simultaneously. The authors compare data from China and UK in hightech firms and use structural equation modelling. The findings reveal that contextual ambidexterity has a mediating role between ambidextrous organisational culture and new product innovation outcomes [START_REF] Wang | Ambidextrous Organizational Culture, Contextual Ambidexterity and New Product Innovation: A Comparative Study of UK and Chinese High-tech Firms[END_REF]. Therefore an exogenous innovation process is endorsed. [START_REF] Pullen | SME Network Characteristics vs. Product Innovativeness: How to Achieve High Innovation Performance[END_REF] investigate the influence of network characteristics and product innovativeness on innovation performance in the context of 60 SME in a single-industry setting. Goal complementarity, resource complementarity, trust, and network position strength were found to be the most relevant network characteristics for the investigated case. The level of innovation was determined by whether a product is new to the target market and to the developing firm. The interaction of network characteristics was found to be of crucial importance for high innovation performance, while product innovativeness was not found to have a significant direct effect on innovation performance.

Endogenous product innovation research.

In the following paragraphs research on endogenous product innovation is discussed. Endogenous product innovation comes from inside a system and its resources. In the context of the firm, endogenous innovation means that innovation results from the firm's internal resources, e.g. the research and development activities.

Success factors of product innovation have been investigated in a meta-analysis extending

Henard and Szymanski's analysis from 2001 by analysing articles published from 1999 to 2011. The findings show that the importance of success factors diminishes over time and that national culture is an important moderating factor in understanding product innovation success factors [START_REF] Evanschitzky | Success Factors of Product Innovation: An Updated Meta-Analysis[END_REF].

Product innovation as a firm's internal dynamic capability can be deconstructed into several stages: sensing, seizing, and transforming capacity [START_REF] Lichtenthaler | The Performance Implications of Dynamic Capabilities: The Case of Product Innovation[END_REF]. The firm's ability to perform in each of these stages determines the firm's overall product innovation performance. The stage of seizing is described as the crucial stage between invention and commercialisation of the invention. The interdependencies between the different stages are emphasised [START_REF] Lichtenthaler | The Performance Implications of Dynamic Capabilities: The Case of Product Innovation[END_REF]. Different internal resources can stimulate endogenous product innovation. In a quantitative study with Malaysian SME different internal resources were investigated to identify important sources of product innovation. Intangible resources, especially reputation, are identified to be the most important internal factors for product innovation in Malaysian SME in this resource-based study [START_REF] Bakar | Assessing the relationship between firm resources and product innovation performance: a resource-based view[END_REF].

Trust and commitment within a firm as antecedents of product innovation are studied by [START_REF] Garcia-Cruz | Trust as a consequence of perceived commitment: implications on organizational learning capability and product innovation. Trust as a consequence of perceived commitment: Implications on organizational learning capability and product innovation[END_REF]. Findings show that the level of managers' trust in their employees is determined by the perceived affective commitment of employees. Organisational learning capability has a mediating function between the managers' trust in employees and product innovation results.

However, this mechanism is not sufficient to achieve product innovation results. Other factors such as knowledge, skills, and learning in the firm are additional key factors for product innovation [START_REF] Garcia-Cruz | Trust as a consequence of perceived commitment: implications on organizational learning capability and product innovation. Trust as a consequence of perceived commitment: Implications on organizational learning capability and product innovation[END_REF].

While the studies reviewed in the previous paragraphs deal with product innovation, Recker (2012) notes an increased tendency from product to business process innovation. [START_REF] Bucherer | Towards Systematic Business Model Innovation: Lessons from Product Innovation Management[END_REF] analyse the differences between product innovation and business model innovation.

It is argued that business process innovation is an under-researched topic. Hence, insights and best practices from research on product innovation are transferred to business process innovation. Similarly [START_REF] Shepherd | From product innovation to solutions innovation: a new paradigm for competitive advantage[END_REF] argue for a new paradigm in innovation research from product innovation to solutions innovation. Innovation tendencies in the computer and electronic equipment sector are studied. Results show that firms naturally move on to solution-focused business models instead of product-focused business models.

A review of research on innovation sources

This section looks at different sources of innovation, particularly the role of collective settings and external links between organisations. Traditional sources of innovation, the firm and the user, are reviewed briefly followed by research on interorganisational links as a firm's source of innovation [START_REF] Chesbrough | Open Innovation: A New Paradigm for Understanding Industrial Innovation[END_REF][START_REF] Hippel | The sources of innovation[END_REF]. The role of these sources in sport product innovation is briefly discussed.

Firm-internal sources. The firm's internal resources can be a source of innovation. Internal resources are research and development departments with engineers, scientists, development technology and software, laboratories, and testing facilities [START_REF] Pavitt | Innovation processes[END_REF][START_REF] Hippel | The sources of innovation[END_REF]. [START_REF] Cheng | Configural paths to successful product innovation[END_REF] investigate internal sources as antecedents of product innovation differentiating five categories: organisation-, project-, process-, product-, and market-related resources. Findings show that all factors are equally relevant to achieve innovation performance but they are not all equally easily achievable. [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] and [START_REF] Pullen | SME Network Characteristics vs. Product Innovativeness: How to Achieve High Innovation Performance[END_REF] argue that SME mostly do not have the same financial and human resources for internally driven research and development. The employees are likely to be the main source of innovation in SME while these are usually not specially trained or employed for research and development.

Firms in sporting goods industries tend to be SME and hence employees tend to be source of innovation in sporting goods SME. Entrepreneurs and employees in sporting goods firms are often passionate about the sport, and hence the products they are working with. Employees of sport firms are often practitioners and testers of newly developed products, and hence have a good capacity for innovation. SME have often a holistic and entrepreneurial approach to innovation which means that every employee is encouraged to participate in the innovation process of the firm's products rather than having a dedicated research and development team [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF].

User innovation has been put forward as principal mechanism for innovation [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF][START_REF] Hippel | The sources of innovation[END_REF]. Customer orientation exerts a directly positive effect on product innovation and performance [START_REF] Thoumrungroje | The contingent role of customer orientation and entrepreneurial orientation on product innovation and performance[END_REF]. However, the term user or customer is ambiguous as it can be interpreted differently at the individual level (business-to-consumer) but also at organisational level (business-to-business) [START_REF] Kotler | Kapitel 1 Grundlagen zum Marketing und Marketing-Management[END_REF]. At individual level three types of users can be differentiated: average consumer, opinion leader, and user innovator (also referred to as pioneering user, lead user, and heavy user) [START_REF] Hillairet | Créativité et inventivité des utilisateurs-pionniers. Le cas de la communauté des kitesurfers[END_REF][START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF][START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF][START_REF] Hippel | The sources of innovation[END_REF]. The average consumer is someone who consumes a product to an extent and at a time that can be anticipated and planned by the firm. This applies also to the opinion leaders.

However, the opinion leader influences the average consumers' buying decision through real or perceived expertise by average consumers. In contrast to these user types the user innovator anticipates and develops modifications of existing products and invention of new products. Hence, the user innovator is ahead of the firm and is often also an opinion leader in the product category. Opinion leaders or user innovators can influence average consumers and opinion leaders in their buying decision and are often consulted for their opinion and expertise. The behaviour of a user innovator or an opinion leader is difficult to anticipate by a firm. User innovators are often heavy users. Heavy users consume a product to an extraordinary extent and in a manner which might create new requirements regarding the standard of the product. User innovation is very often found in sport equipment innovation [START_REF] Hillairet | Créativité et inventivité des utilisateurs-pionniers. Le cas de la communauté des kitesurfers[END_REF][START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF][START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF].

Collective settings.

Collective settings consist of links between members of two different organisations -interorganisational -but also of links between members within an organisationintraorganisational. Collective settings as source of innovation relate to spatial aspects. This includes how space relates to interorganisational relationships and how those influence innovation [START_REF] Lorenzen | Space and Inter-organizational Relations[END_REF]. A short introduction to research studying intraorganisational settings as source of innovation is provided, followed by an extensive review of research investigating interorganisational settings as source of innovation.

Intraorganisational settings can be inter-departmental teams, inter-divisional work groups, and inter-subsidiary collaborations. This is most common in large corporations with a multitude of departments, divisions, and subsidiaries. [START_REF] Corso | How management can foster continous product innovation[END_REF] argue that product innovation should not be considered and managed in isolated projects in a firm but should be approached in collaboration of different firm departments and also including external firms (e.g. supplier). De Luca and Atuahene-Gima ( 2006) provide a similar argument as they examine the impact of cross-functional collaboration on product innovation performance. Adopting a knowledge-based view cross-functional collaboration is second to market knowledge the main source and driver of product innovation. De Luca and [START_REF] De Luca | Market Knowledge Dimensions and Cross-Functional Collaboration: Examining the Different Routes to Product Innovation Performance[END_REF] analyse the role of knowledge integration mechanisms in the interplay of market knowledge and cross-functional collaboration. Results show that depth and specificity of knowledge integration mechanisms influence product innovation performance.

Interorganisational settings can be supplier-buyer relationships [START_REF] Hippel | The sources of innovation[END_REF], strategic partnerships or alliances [START_REF] Agüeros | A new approach to innovation and its application to the countries of the European Union[END_REF][START_REF] Etzkowitz | The dynamics of innovation: from National Systems and "Mode 2" to a Triple Helix of university-industry-government relations[END_REF][START_REF] Köhler | Selective search, sectoral patterns, and the impact on product innovation performance[END_REF][START_REF] Segarra-Blasco | Sources of innovation and industry-university interaction: Evidence from Spanish firms[END_REF], industrial agglomerations such as clusters (Asheim &Gertler, 2011), andSME networks (Ar &Baki, 2011;[START_REF] Din | Strategies for small-an medium-sized enterprises to compete successfully on the world market: Case of Swedish hidden champions[END_REF][START_REF] Lambert | A new role for small business in innovation networks: an industrial perspective[END_REF][START_REF] Pullen | SME Network Characteristics vs. Product Innovativeness: How to Achieve High Innovation Performance[END_REF]. The following paragraphs review research conducted in interorganisational collective settings which is the context of this thesis.

The external environment and a firm's interaction with it have been studied as source or antecedent of innovation. Algre and Chiva's (2008) consider interorganisational relationships and interactions with external organisations as a firm's external environment. The research analyses methods and systems for information sharing and exchange between the employees and the wider external environment. The results confirm the importance of organisational learning capability for innovation performance by proposing a conceptual model. [START_REF] Köhler | Selective search, sectoral patterns, and the impact on product innovation performance[END_REF] propose that interconnections and collaboration with external partners in research and development activities positively impact on a firm's product innovation performance.

Different types of knowledge search lead to differing levels of innovation intensity. Science-driven, supplier-driven, and market-driven science search are differentiated as types of knowledge search.

New-to-market versus imitated products reflect different innovation intensities. The four types of search are compared using descriptive statistics and regression analysis. Findings show that marketdriven knowledge search leads generally to imitation innovations while science-and supplier-driven knowledge search favour new-to-market innovations. However, [START_REF] Köhler | Selective search, sectoral patterns, and the impact on product innovation performance[END_REF] clarify that there are sector-specific differences and that the results apply primarily to the sectors of advanced knowledge suppliers and supporting infrastructural service sectors.

Networks of SME as interorganisational settings are investigated as source of innovation in various studies. [START_REF] Din | Strategies for small-an medium-sized enterprises to compete successfully on the world market: Case of Swedish hidden champions[END_REF] investigate various factors influencing innovation strategy in SME. The impact of relationships to consumers, suppliers, and competitors on innovation strategy is investigated. The formal nature of SME networks and networking was investigated and its impact on innovation performance. The authors distinguish industry cooperation, information networks, and research and development collaboration as different possible network characteristics that influence the innovation process. The network factors are studied in the framework of innovation governance including other factors (e.g. leadership factors). A multiple case study is undertaken. The study's objective was to investigate the concept of 'hidden champions' in Sweden and how network characteristics influence innovation performance of those. Results show that long-term success of niche industry specialised, low profile SME depends on -amongst other factors -continuous innovation through close relationships with customers and employees. Customers in the investigated cases seem to be primarily businesses rather than end customers as specialised niche companies tend to be involved in business-to-business customer relationships. Hence interorganisational links as a source of innovation can be confirmed amongst others [START_REF] Din | Strategies for small-an medium-sized enterprises to compete successfully on the world market: Case of Swedish hidden champions[END_REF].

The effect of network characteristics on innovation performance in the context of SME networks is investigated by [START_REF] Pullen | SME Network Characteristics vs. Product Innovativeness: How to Achieve High Innovation Performance[END_REF]. Network characteristics are specified as goal complementarity, resource complementarity, trust, and network position strength. Results show that the interaction of network characteristics has a direct positive effect on innovation performance. The results underline the importance of network characteristics in SME dominated sectors.

Ar and Baki (2011) use the interorganisational setting of science and technology parks consisting primarily of SME as the empirical field. Findings confirm supplier relationships as an antecedent of product innovation while organisational collaboration did not reveal to have a significant impact on product innovation. [START_REF] Lambert | A new role for small business in innovation networks: an industrial perspective[END_REF] focus on the role of SME in interorganisational partnerships aiming at collaborative innovation. The research deals with the collective setting of innovation networks and emphasises the mutual beneficial relationship between SME and large multinational corporations. SME enrich networks and feed the pool of knowledge necessary for innovation. At the same time they develop their internal innovative capacity. Large companies need to enlarge their social networks externally. This allows them to benefit from creativity and ideas that are more likely to be generated in SME due to their enhanced flexibility, open-mindedness, and creativity.

A particular form of interorganisational setting is the triple helix model. The triple helix model consists of university, industry, and government partners that build a network in order to work jointly towards a common goal that none of the organisations could reach alone. The objective of this form of interorganisational setting is often product innovation [START_REF] Agüeros | A new approach to innovation and its application to the countries of the European Union[END_REF][START_REF] Etzkowitz | The dynamics of innovation: from National Systems and "Mode 2" to a Triple Helix of university-industry-government relations[END_REF]. [START_REF] Segarra-Blasco | Sources of innovation and industry-university interaction: Evidence from Spanish firms[END_REF] propulsive in the commercialisation phase (exploitation) [START_REF] Clausen | Modes of innovation, resources and their influence on product innovation: Empirical evidence from R&D active firms in Norway[END_REF].

The third study comparing the impact of intra-and interorganisational links on product innovation uses the model of internal and external integration. Internal integration is the extent to which the internal functions of a firm work collaboratively, while external integration means the strategic alignment of business processes, information sharing and joint collaboration with suppliers and customers. Contrary to findings in the studies in the previous paragraphs, the results of this third study show that external integration is positively associated with product innovation, while internal integration is not associated with product innovation [START_REF] Wong | The combined effects of internal and external supply chain integration on product innovation[END_REF].

A review of research in sport product innovation

This section introduces innovation research in sport products. A definition of the term 'sport product' is provided. Sport products are differentiated according to various characteristics, e.g. the involvement of consumers as active participator versus passive spectator. Selected empirical research on sport product innovation is reviewed.

Sport product.

The term sport product is defined, similarly to the term product, as a combination of tangible and intangible components [START_REF] Mullin | The Sport Product[END_REF]. [START_REF] Pitts | Fundamentals of Sport Marketing[END_REF] argue that a product can include goods, services, people, place, and ideas. Similarly sport goods can include participation, entertainment, equipment and apparel, promotional items, sport facilities, marketing research, and management services. A sport product differs from one consumption to the next. Even though the external conditions might not change (e.g. tennis game with the same partner and equipment), internal conditions of the consumer such as physical and mental state will most likely vary from one consumption to another.

Characteristics of sport products.

A major distinction in sport products is whether the consumer is practising the sport actively or consuming the sport product passively. Furthermore professional sport can be distinguished from amateur sport [START_REF] Mullin | The Sport Product[END_REF]. In both professional and amateur sport, sport events play an important role. The sport product is a combination of tangible and intangible components in both cases. A sport event as a product naturally contains uncertainty and spontaneity due to the unpredictability of results and changing external and internal conditions. The following six key components can be identified in sport products: sport discipline (methods/technique), game/competition (rules/organisation), athlete/players, equipment/apparel, venue, and extensions (animation, music, merchandising, and media). Some of the components such as sport discipline, game/competition, athletes/ players and venue are intangible in nature, while the equipment/apparel component is tangible in nature. Extensions are components that are not essential to the production of the sport product and can be tangible (e.g. merchandising) or intangible (e.g. animation). The athletes/players can be the consumer of the product itself (in the case of amateur sport) or a component of the product (in the case of professional sport). The importance of each component varies according to the nature of the sport product (active or passive). Sporting equipment is considered as more important for someone who is practising a sport than someone who is watching a sport. Innovation in sport products can target each of the six different components.

Sporting goods tend to be technologically complex products [START_REF] Desbordes | Innovation management in the sports industry: Lessons from the Salomon case[END_REF]. Sporting products usually require varied and complementary competencies that are often not compatible (e.g. lightness and resistance). At the same time customers seek aesthetically appealing designs. Because of the high design and technological demands, sporting goods are an interesting and suitable empirical terrain to study product innovation.

Empirical research on sport product innovation. [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] distinguishes between innovation in physical and sport activities, innovation in physical and sport education, and technological innovation in sports goods. In this definition all the intangible components of the sport product can be subsumed under the term physical and sport activities. Innovation in physical and sport activities results in a change in techniques, methods, and practices. This happens usually in an incremental, discrete, and continuous transformation process. Innovation in sporting goods is concerned with the instruments and tools that permit the practice of sportive and physical activities. [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF] emphasises the impact of technological progress on sporting goods and consequently on physical and sportive activities. A major innovation in material used for the production of sporting goods was the discovery of composite materials in sport equipment. This product material innovation has revolutionised many sports (e.g. sailing, surfing, cycling, tennis) in terms of the method and technique of the sport (e.g. lenticular wheels), the accessibility and democratisation of the sports (e.g. tennis rackets) and the level of performance achieved by professional teams and athletes (e.g. ocean racing) [START_REF] Desbordes | Marketing du Sport[END_REF].

Research on the diffusion of material, technological change, and innovation in the sporting goods industry has been conducted by [START_REF] Desbordes | Diffusion des matériaux, changement technologique et innovation : analyse et étude de cas dans l'industrie du sport instrumenté[END_REF][START_REF] Desbordes | Innovation management in the sports industry: Lessons from the Salomon case[END_REF][START_REF] Desbordes | Empirical Analysis of the Innovation Phenomena in the Sports Equipment Industry[END_REF]. A multi-sector analysis considering consumer, enterprise, and industry interests is provided. The influence of material used for sport equipment on consumers' buying decision is investigated. Results show that the material of sporting goods and its diffusion influence consumers' buying decisions. Investigation into how the diffusion of materials is integrated in a firm's management shows that interfirm cooperation can shorten innovation programmes. However, substantial means need to be dedicated to research and development in order to attain innovation objectives in terms of material innovation and diffusion. This is increasingly achieved through mergers and consolidation of sport equipment firms [START_REF] Desbordes | Innovation management in the sports industry: Lessons from the Salomon case[END_REF]. [START_REF] Desbordes | Empirical Analysis of the Innovation Phenomena in the Sports Equipment Industry[END_REF] explores the role of an industry's maturity in the diffusion of sport product materials. An industry needs to be mature enough to offer a technologically credible answer at a reasonable price to its customers in order to play a significant role in the process and diffusion of material innovation. The relationship between a product's life cycle and the industry structure is analysed in four different sport sectors (skiing, yachting, cycling, and snowboarding). More mature sectors such as skiing and yachting tend to focus on process innovation, while growing sectors such as snowboarding and cycling tend to focus on product innovation [START_REF] Desbordes | Empirical Analysis of the Innovation Phenomena in the Sports Equipment Industry[END_REF]. The product life cycle is getting shorter which forces firms to react more quickly to changing consumer needs and desires [START_REF] Desbordes | Marketing du Sport[END_REF].

User innovation is a topic intensively studied in the sporting goods industry [START_REF] Hillairet | Créativité et inventivité des utilisateurs-pionniers. Le cas de la communauté des kitesurfers[END_REF][START_REF] Hyysalo | User innovation and everyday practices: micro-innovation in sports industry development[END_REF][START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF][START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF]. Two articles study the phenomenon of user innovation in the action sport kite surfing [START_REF] Hillairet | Créativité et inventivité des utilisateurs-pionniers. Le cas de la communauté des kitesurfers[END_REF][START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF]. A third article investigates skateboarding, snowboarding, and windsurfing [START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF]. Further articles study innovation in mountain biking [START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF] and in rodeo-kayaking [START_REF] Hyysalo | User innovation and everyday practices: micro-innovation in sports industry development[END_REF].

In the context of kite-surfing, [START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF] find that users innovate products in an intuitive manner. The user innovation process can be divided into two stages: idea generation and idea realisation. Kite equipment manufacturers can benefit from this two-stage user innovation process through close consumer relationships and observation in order to understand better customer needs, development of adequate solutions, and collection of ideas for new products or product improvements [START_REF] Tietz | The process of user-innovation: A case study on user innovation in a consumer good setting[END_REF]. [START_REF] Hillairet | Créativité et inventivité des utilisateurs-pionniers. Le cas de la communauté des kitesurfers[END_REF] finds evidence for the important role of pioneering users in product innovation in kite surfing. First, pioneering users expect innovations that respond to their specific needs and those of other users. Second, pioneering users are able to identify priorities of needs before other users. Third, pioneering users are experts in their field and can contribute creative solutions that can lead to innovation. [START_REF] Hillairet | Créativité et inventivité des utilisateurs-pionniers. Le cas de la communauté des kitesurfers[END_REF] associates technical expertise with potential creativity and innovation.

In the third article, [START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF] investigates the history of innovation in the action sports skateboarding, snowboarding, and windsurfing. This historical analysis reveals that a few early and active participants were primarily responsible for past innovations in the sport rather than existing sport equipment manufacturing companies. The innovation process was often initiated by pioneering users who invented new equipment or modified equipment for their personal use due to a lack of available or sufficiently satisfying equipment. Often these lead users were the founders of future specialised sport equipment companies. [START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF] argues that extant sport equipment manufacturers could benefit from this innovation pattern by engaging in relationships with pioneering users.

Another study on user innovation in the mountain biking industry confirms the importance of users in the innovation process. [START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF] argue that user-innovators obtain knowledge about local needs through the regular practice of the sport with like-minded people. This knowledge is rarely accessible for extant sport equipment manufacturers but it enables user-innovators to invent new products and modify extant products in unique ways. Luthje et al. (2006, p. 3) describes information as 'sticky'. It means that the information tends to stay where it was created, in the direct environment of the consumers. [START_REF] Luthje | User-innovators and "local" information: The case of mountain biking[END_REF] recommend sport equipment firms approach, involve, and observe those user-innovators to learn from them and anticipate demand-driven innovations.

Finally, the rodeo kayak industry was studied in terms of micro-innovation by users [START_REF] Hyysalo | User innovation and everyday practices: micro-innovation in sports industry development[END_REF] and how user-innovations become commercial products [START_REF] Baldwin | How user innovations become commercial products: A theoretical investigation and case study[END_REF]. [START_REF] Hyysalo | User innovation and everyday practices: micro-innovation in sports industry development[END_REF] investigates the role of user innovators in industry development focussing on four different aspects of micro-innovation: change of equipment, everyday practice, change of practice settings, and differing modes of user involvement. User involvement distinguishes: user innovators, user purchasers, user manufacturers, and other manufacturers. Results show that user manufacturers achieve most 'micro' innovations as long as the time between succeeding innovations is too short to allow for industrial production and return on investment. However, other manufacturers can compensate for their lack of expertise by hiring sport enthusiasts or pro-amateur users for research and development. Furthermore, this blurs the boundary between user manufacturers and other manufacturers. Finally [START_REF] Hyysalo | User innovation and everyday practices: micro-innovation in sports industry development[END_REF] concludes that the role of small micro-innovations on sport equipment is more important to industry development than to the product innovation itself. [START_REF] Baldwin | How user innovations become commercial products: A theoretical investigation and case study[END_REF] study the transformation process from user innovations to commercial products. It is argued that once an innovation is developed and approved by lead users, it is transferred to a larger community of users due to the increased efficiency of collective innovation. The collective environment of user communities is essential for the transition from user innovations to commercialised products. This is important for larger manufacturers in order to access the larger public.

There is research investigating product innovation based on internal firm resources in the sports goods industry. [START_REF] Desbordes | Innovation management in the sports industry: Lessons from the Salomon case[END_REF] uses the sport equipment firm Salomon as a case in which to study innovation management in the sports industry. The innovation project of the 'mono ski' is investigated. [START_REF] Hillairet | The dual management of innovation by the Declathon Group. A distinctive strategic system on the sport goods market[END_REF] study the case of the large French sport goods retailer and manufacturer Decathlon that diversified backwards from pure retailing into a dual strongly innovationdriven business strategy. The process and strategy of backwards vertical integration of a traditional sports goods retailer in the value chain through the development and manufacturing of sport goods and brands is investigated. Innovation plays a crucial role in this diversification strategy as it is a means to compete with extant sport equipment brands on technical excellence and high performance of sport products.

Few studies investigate collective settings as a source of innovation in the sport goods industry (Hillairet, 2005a;[START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF]. The concept of innovative milieus is applied to the case of the sport equipment industry in the region Rhône-Alpes [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF]. This study reveals only a minor level of collaboration between firms from the sport goods industry in order to innovate products. Firms tend to rely on internal resources instead of sharing information and knowledge with firms from the same industry. The primary reason for this behaviour is competitiveness and an established culture of discretion. However, [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF] postulates the development of 'innovative micro-milieus' which are small-scale partnerships and networks amongst SME. While SME are highly propulsive for innovation, they need links with their environment to access information that feed innovation. Hillairet (2005a) applies the concept of innovative milieus to a range of diverse sport goods industries. Results

show little evidence that the concept of innovative milieu exist in the leisure sport industries except for examples in surfing equipment in Aquitaine and winter sport equipment in Rhône-Alpes. While [START_REF] Richard | Application du concept de milieu innovateur dans la filière sports-loisirs: Étude de cas dans l'industrie des articles des port rhônalpine[END_REF] does not consider the concept of innovative milieu in Rhône-Alpes as being confirmed due to a lack of inter-firm collaboration, Hillairet (2005a) puts the same case forward as good example of an innovative milieu in the sport goods industry in France.

Research has been undertaken on innovation in yacht building clusters in Turkey [START_REF] Sarvan | Network based Determinants of Innovation Performance in Yacht Building Clusters: Findings of the SOBAG Project[END_REF][START_REF] Sarvan | Network based determinants of innovation performance in yacht building clusters[END_REF]. Network based determinants of innovation performance are analysed using data from 143 firms based in four different clusters. Questionnaires are used and analysed with descriptive statistics. Findings reveal the 'total size of strategic alliances' as the only network feature that has a significant impact on innovation performance as opposed to size of local, national, or global networks. Innovation performance measurements included not only product innovation but also process, marketing, and organisation innovation.

Knowledge gaps in innovation research

This section highlights questions regarding product innovation that have been addressed or answered, and those that need further research. The source of innovation is still one of the most investigated topics in innovation research [START_REF] Recker | From Product Innovation to Organizational Innovation -and what that has to do with Business Process Management[END_REF]. Much research has been conducted on the traditional identified sources of innovation: users and internal resources in a firm. However, little research has focused on collective settings as source of innovation. This is still an under-researched topic, especially in sports industries, and hence topic of this thesis.

Von [START_REF] Hippel | The sources of innovation[END_REF] found that the object of innovation differs depending on the source of innovation investigating the two traditional sources of innovation -user and firm. This thesis suggests a third source of innovation: interorganisational links in collective settings. Different dimensions of collective settings, e.g. inter-and intraorganisational linkages, influence different innovation dimensions (e.g. object, intensity). Innovation scholars argue for the importance of collective settings as source of innovation [START_REF] Fagerberg | Innovation. A guide to the literature[END_REF][START_REF] Hippel | The sources of innovation[END_REF]. However, little research has been conducted revealing mechanisms behind this phenomenon. The purpose of this thesis is answering the questions a) why are collective setting favourable for innovation and b) what are the mechanisms underlying this logic. The cluster as interorganisational collective setting is investigated in order to reveal general mechanisms that explain the influence of interorganisational links and behaviour on innovation.

Research linking Cluster with Interorganisational and Innovation Theory

This section reviews selected studies linking cluster theory to interorganisational research, followed by studies linking cluster theory to innovation research. The research linking both interorganisational and innovation research to cluster theory is reviewed.

Research linking cluster with interorganisational theory

Clusters have widely been studied with regards to interorganisational aspects [START_REF] Bell | The organization of regional clusters[END_REF][START_REF] Chetty | Role of Inter-organizational Networks and Interpersonal Networks in an Industrial District[END_REF][START_REF] Connell | Knowledge integration and competitiveness: a longitudinal study of an industry cluster[END_REF][START_REF] Felzensztein | International marketing strategies in industrial clusters: Insights from the Southern Hemisphere[END_REF][START_REF] Gomes | Behind Innovation Clusters: Individual, Cultural, and Strategic Linkages[END_REF][START_REF] Li | Network Characteristics and Firm Performance: An Examination of the Relationships in the Context of a Cluster[END_REF][START_REF] Mendez | ). Core competences in territories. The role of interorganisational relationships[END_REF]. The following paragraphs briefly summarise selected previous research linking cluster and interorganisational theory.

The role of interorganisational relationships in clusters has been investigated. [START_REF] Mendez | ). Core competences in territories. The role of interorganisational relationships[END_REF] study interorganisational relationships in two different industries: a sailing cluster and a perfume cluster in France. It is argued that there is both an increasing global competition and also an increasing local concentration and specialisation of industries and firms. The key research question is how to develop and sustain industrial agglomerations better. Different arguments are discussed: the creation of non-transferable resources as a condition for innovation and hence competitive advantage, effective territorial governance, and the consideration and incorporation of historical circumstances and heritage in a specific territory. Cluster theory builds on location-based advantages for the economic development and maintenance of a territory. [START_REF] Mendez | ). Core competences in territories. The role of interorganisational relationships[END_REF] main proposition is the decreasing relevance of materialistic location-based advantages with an increasing relevance of relational location-based advantage. The research considers interorganisational relationships and its values for the cluster as well as questions about modes of interorganisational governance. Findings reveal that in earlier decades physical conditions in a territory were important for the creation and maintenance of a cluster while nowadays relational factors are more important. This proposal is confirmed by [START_REF] Li | Network Characteristics and Firm Performance: An Examination of the Relationships in the Context of a Cluster[END_REF] who find that immaterial aspects such as interorganisational and interinstitutional cooperation are important for the performance of firms in clusters. Performance of firms in clusters is positively impacted by both intra-cluster ties and extra-cluster ties. Gomes and Hurmelinna-Laukannen (2013) investigate individual and social dimensions that sustain and nurture clusters. Findings show that cluster organisations share some characteristics like language, social ties, standards, and values but nevertheless are different in attitudes, strategy, and cultural orientations. [START_REF] Felzensztein | International marketing strategies in industrial clusters: Insights from the Southern Hemisphere[END_REF] study inter-firm marketing cooperation as a means of achieving competitive positioning in international markets across four different industrial clusters. The study shows that sharing marketing knowledge is crucial to building sustainable competitive advantage and international marketing strategies in industrial clusters.

Interorganisational networks are investigated in clusters in addition to interorganisational relationships. [START_REF] Chetty | Role of Inter-organizational Networks and Interpersonal Networks in an Industrial District[END_REF] investigate the role of interorganisational and interpersonal relationships and networks for the development of clusters. They adopt a case study research design investigating the Auckland yachting cluster in New Zealand. There is evidence for the existence of interpersonal and interorganisational networks that are mutually initiated and enforced despite the partially prevailing reluctance towards cooperation and knowledge exchange. This research contributes to knowledge about the nature and functioning of a cluster by exploring the role of social interaction. Findings show that interpersonal networks tend to be informal, while interorganisational networks tend to be formalised. Often the latter develops from the former. Furthermore the role of entrepreneurship, internationalisation, institutionalisation, and sport for the development of the yachting industry in the cluster is examined. [START_REF] Connell | Knowledge integration and competitiveness: a longitudinal study of an industry cluster[END_REF] show in a longitudinal study that knowledge sharing through networks is used to improve competitive advantage in clusters.

Interorganisational governance has been the subject of interorganisational research. [START_REF] Bell | The organization of regional clusters[END_REF] propose a model of interorganisational governance for regional clusters as a theory for cluster organisation and management. Contrary to the view that clusters are governed by relational patterns of interorganisational governance involving implicit rules and understandings, this study argues that clusters are dominated by hierarchical patterns of interorganisational governance involving unilateral rules that originate from a dominant firm.

Research linking cluster with innovation theory

Innovation in clusters has been studied since the theory's inception and from many different angles [START_REF] Caniëls | What drives innovativeness in industrial clusters? Transcending the debate[END_REF][START_REF] Cooke | Regional Innovation Systems, Clusters, and the Knowledge Economy[END_REF][START_REF] Dolles | Developing world market-leading companies -innovation governance in German small and medium-sized enterprises[END_REF][START_REF] Eklinder-Frick | Sowing seed for innovation. The impact of social capital in regional strategic networks[END_REF][START_REF] Greve | Bigger and safer: the diffusion of competitive advantage[END_REF][START_REF] Iammarino | The Structure and Evolution of Industrial Clusters: Transactions, Technology and Knowledge Spillovers[END_REF][START_REF] Maskell | Knowledge Creation and Diffusion in Geographic Clusters[END_REF][START_REF] Porter | Clusters and the new economics of competition[END_REF][START_REF] Pouder | Hot Spots and Blind Spots: Geographical Clusters of Firms and Innovation[END_REF][START_REF] Tödtling | One size fits all? Towards a differentiated regional innovation policy approach[END_REF]. The following paragraphs summarise the content of previous research linking cluster and innovation theory.

Innovation has been identified as the outcome of the cluster firms' increasing competitiveness. [START_REF] Porter | Clusters and the new economics of competition[END_REF] identifies innovation as one of three important outcomes of clusters after increased productivity and an increase in new business formation. Various research studies have aimed at modelling innovation in clusters. [START_REF] Pouder | Hot Spots and Blind Spots: Geographical Clusters of Firms and Innovation[END_REF] investigate innovativeness in fastgrowing geographic clusters over time. An evolutionary model is proposed consisting of three phases of cluster development impacting on the innovativeness of cluster firms. Innovativeness erodes over time as competing firms become locked into their cluster environment rather than taking into account the entire industry environment. [START_REF] Caniëls | What drives innovativeness in industrial clusters? Transcending the debate[END_REF] develop a typology showing how different firm-level learning mechanisms can stimulate different cluster specific innovation related advantages. [START_REF] Iammarino | The Structure and Evolution of Industrial Clusters: Transactions, Technology and Knowledge Spillovers[END_REF] propose an innovation and knowledge-based classification of clusters based on a transaction-based taxonomy. [START_REF] Greve | Bigger and safer: the diffusion of competitive advantage[END_REF] combines innovation and cluster theory in analysing innovation as competitive advantage and its diffusion in ship-building clusters.

Antecedents of innovation in clusters have been widely researched. [START_REF] Maskell | Knowledge Creation and Diffusion in Geographic Clusters[END_REF] analyses the location and dispersion of knowledge in clusters which is considered as a precondition of innovation. [START_REF] Cooke | Regional Innovation Systems, Clusters, and the Knowledge Economy[END_REF] and [START_REF] Tödtling | One size fits all? Towards a differentiated regional innovation policy approach[END_REF] investigate regional innovation systems and how different preconditions in a region require different policies to facilitate the development of regional innovation systems. The conclusion is that there is no 'ideal model' of regional policy for clusters or regional innovation systems. Dolles (2010) studies a cluster of highly innovative world market-leading SME in a rural region in Southern Germany to reveal factors that influence their innovation. The investigated factors included SME size, human resource practices, organisational structures, knowledge management, and leadership styles. Results reveal that all factors positively influence the effect of innovation strategy on firm performance. Molina-Morales and Expósito-Langa for partnerships aiming at cooperative innovation. The networking structure is important for clusters for the learning performance of clusters and its members [START_REF] Choi | The effects of network characteristics on performance of innovation clusters[END_REF].

Interorganisational aspects are studied through the concept of social capital and its effects on innovation in clusters. [START_REF] Pirolo | Towards a dynamic knowledge-based approach to the innovation process: An empirical investigation on social capital inside an industrial cluster[END_REF] develop a model explaining the role of interorganisational relationships in building firm's process of innovation in industrial clusters. The research rationale is that external social capital influences the acquisition of knowledge which is the key resource for innovation. Results show that significant benefits can be achieved for firm's innovation performance through fostering social capital via external relationships. [START_REF] Capo-Vicedo | Improving SME Competitiveness Reinforcing Interorganisational Networks in Industrial Clusters[END_REF] argue similarly that relationships with other cluster firms and external agents are necessary to empower the creation and diffusion of knowledge and innovation in interorganisational networks of clusters.

The organisational structure of clusters and their governance and coordination through CGB has been investigated. [START_REF] Bocquet | Gouvernance et innovation au sein des technopôles. Le cas de Savoie Technloac[END_REF] investigate the role of CGB that coordinate, promote, and govern interactions between cluster members. Results show that CGB influence significantly innovation performance of CGB-affiliated companies through support including services for start-up companies, providing networking activities, and facilitating cooperation with universities and research institutes. A similar study provides a tool to identify and evaluate CGB activities and their impact on innovation performance in clusters [START_REF] Berthinier-Poncet | Gouvernance et innovation dans les clusters à la française[END_REF]. [START_REF] Fundeanu | The Impact of Regional Innovative Clusters on Competitiveness[END_REF] investigate interorganisational networks in clusters comprising businesses, universities, research institutions, regional or local authorities, and CGB. These partnerships have been referred to as 'tripe helix model'. [START_REF] Fundeanu | The Impact of Regional Innovative Clusters on Competitiveness[END_REF] found that the CGB is indispensable as catalyst of innovation partnerships.

This thesis contributes to closing the research gap of why interorganisational links and behaviour are a catalyst for product innovation in clusters. The research questions addressed in this thesis aim at explaining and better understanding why clusters are innovative, where this innovation comes from, and how innovation in clusters can be stimulated by interorganisational links and behaviours.

Methodology and Research Design

This thesis addresses questions that link three theoretical concepts: sport cluster, interorganisational citizenship behaviour, and product innovation. Therefore the first three sections of this chapter review methods employed in these research domains. At the end of each section conclusions from the methods review are summarised. Finally, the research design for this thesis is derived from the methods review in those different research areas. Section four sets out the research design and methods employed in this thesis. Epistemological and ontological positions are clarified.

The theoretical framework and central research questions are presented. The research design and methods of the multiple case study used in this thesis is outlined. The data collection and analysis process is explained. This chapter concludes with a critical discussion of the case study method, its appropriateness for this thesis, and its limitations.

A Review of Methods Employed in Sport Cluster Research

This thesis studies sport clusters as a particular type of clusters. Therefore a review of methods employed in sport cluster research is provided. This section reviews methods employed to identify clusters in order to identify sport clusters. It also looks at practical cluster mapping and identifies sport clusters in France, Australia, and New Zealand that are the subject of this thesis. Finally, the articles and methods reviewed in this section are discussed with regards to the methods employed in this thesis.

Methods employed in sport cluster research

In this section empirical research related to sport clusters, published over the past ten years, is compared in terms of research type, methods used, and sample size. Table 1 shows the key articles reviewed for this thesis. In most of the reviewed articles qualitative research methods were applied. In three studies quantitative and qualitative methods were combined. Only one article used quantitative methods exclusively. All studies used the case study approach. Research instruments were elite interviews, semi-structured interviews, focus groups, field trips, document analysis, literature, and secondary data analysis. The number of participants varied between six and 44. All studies are single-case studies.

However, in one study the authors plan to investigate multiple cases in the future [START_REF] Sarvan | Network based determinants of innovation performance in yacht building clusters[END_REF].

Three studies focused on equipment manufacturers, while the remaining studies included other cluster organisations. Four studies investigated clusters around yachting, three around boardsports (skateboarding, surfing, and alpine sport), one around horseracing, one around motor sport, and one is independent from a particular sport. The majority used Porter's (2008a) cluster model as the theoretical framework. However, two used the innovative milieu [START_REF] Camagni | The concept of innovative milieu and its relevance for public policies in European lagging regions[END_REF], one the industrial district [START_REF] Marshall | Principles of Economics[END_REF], and one used sport delivery systems as theoretical framework [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

Methods employed for cluster identification

This section introduces different approaches to identify and map out clusters including bottom-up and top down approach. Bottom-up approaches usually employ qualitative research methods, while top-down approaches usually use quantitative methods. Mixed method approaches are also presented.

Porter's (2008a) suggests a five-step bottom-up approach to identify and map out clusters. The first step is to identify a large firm or a concentration of similar firms. The second step is to identify vertically connected firms to the former along the value chain. This can be suppliers (downstream) or buyers (upstream). Third, further relevant firms and industries can be identified horizontally looking for related industries and firms. These firms produce either complementary products/services or specialised associated inputs and technologies. Fourth, research and education institutions, and other non-profit-organisations that provide important supporting services such as research, training, testing, knowledge, technology, networks, specialised services, products or information are identified. Lastly, governing bodies like government agencies or other relevant regulatory institutions that influence the cluster participant's activities should be determined. [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF] criticise Porter's bottom-up cluster mapping approach as too vague and undefined in terms of the key variables and procedures. They argue for a top-down cluster mapping approach which utilises statistical data at national or regional level to identify clusters industry by industry and based on numbers. [START_REF] Hill | A Methodology for Identifying the Drivers of Industrial Clusters: The Foundation of Regional Competitive Advantage[END_REF] also propose a top-down method for the identification of clusters and its drivers combining different quantitative tools. The bottom-up approach in contrast identifies clusters in particular regional or local areas in a highly qualitative, almost impressionistic way [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF].

There are advantages and disadvantages to both the top-down and bottom-up cluster mapping approach. Generally the top-down approach reduces the cluster mapping task to an analysis of regional or local data sets on employment, number of firms, and other numeric cluster indicators [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF]. This method ignores linkages, relationships, and interactions within clusters which are key characteristics. Furthermore it ignores the fact that clusters usually do not conform to standard classifications, but those are usually used in statistical cluster analysis due to a lack of other data (Porter, 2008a).

A third approach is to combine the top-down and bottom-up approach. One example for a mixed approach is using the bottom-up approach to identify globally competitive core industries. In a second step national input-output tables are used to determine the extent and nature of trade and linkages around these core competencies top-down [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF]. [START_REF] Held | Clusters as an Economic Development Tool: Beyond the Pitfalls[END_REF] argues for the combination of quantitative and qualitative methods in order to encompass the entire breadth and depth of a cluster. A two-stage model is suggested combining quantitative and qualitative research methods in both steps, e.g. factor analysis and expert interviews to identify clusters in the first step. [START_REF] Held | Clusters as an Economic Development Tool: Beyond the Pitfalls[END_REF] argues that statistical methods are the best methods to identify clusters best, but they cannot explain why clusters develop or which policy is suitable. Furthermore it is important to include both classic, vertically integrated clusters, as well as horizontally emerging clusters.

Austrian (2000) takes a similar two-step approach for cluster identification, arguing for identification of clusters via quantitative methods in the first stage, and evaluating them with qualitative methods in the second phase. The methods for the qualitative stage include interview protocols and analysis, a detailed cluster map including different cluster components, and how they relate to each other. In terms of the cluster mapping methods Austrian (2000) suggests a combination of cluster mapping methods that depict both relevant cluster participants along the value chain and interdependencies between them. [START_REF] Sugden | Clusters, Governance and the Development of Local Economies: A Framework for Case Studies[END_REF] argue that an overemphasis of quantitative methods in cluster research neglects important aspects of clusters and their prosperity. While quantitative cluster analysis focuses on superficial features that are reflected in numbers, it ignores key characteristics and requirements of individual clusters. It is essential to know a cluster's characteristics and to understand how clusters function in order to develop adequate policies and support ensuring prosperity and longevity of clusters. [START_REF] Sugden | Clusters, Governance and the Development of Local Economies: A Framework for Case Studies[END_REF] postulate more case-specific in-depth research of individual clusters, especially with regards to governance and strategic decision-making processes in clusters. They suggest a research framework that covers the following topics: locality, linkages and networks, cluster governance, learning, and public policy. [START_REF] Bell | The organization of regional clusters[END_REF] add a perspective in terms of cluster identification with their study on interorganisational governance within regional clusters.

As a result of this review of methods this thesis takes a mixed methods approach to cluster identification. Initially the top-down approach is used to identify critical masses of organisations in a particular sport concentrated in a geographical location searching for statistical data about the number of cluster organisations, employees, and turnover that can be affiliated with the sport cluster. Then, the bottom-up approach is used in the multiple case study throughout the thesis.

Practical cluster mapping

This section reviews practical cluster mapping in order to identify sport clusters. Cluster development is widely discussed as an opportunity to foster economic health and prosperity of interrelated businesses and organisations which are geographically concentrated in a certain local area, region, or nation (European Commission, 2002;[START_REF] Stocker | Unite and innovate! European clusters for recovery! Business Europe[END_REF]. Cluster theory has inspired cluster mapping projects around the world that identify the location and performance of localised industries on a regional, national, or supranational level. -General, n.d.;[START_REF] Ketels | Strengthening Clusters and Competitiveness in Europe. The Role of Cluster Organisations[END_REF]. Cluster mapping projects were also conducted in Australia [START_REF] Enright | Regional Clustering in Australia[END_REF][START_REF] Johnston | Clusters: A Review of their Basis and Development in Australia[END_REF] and New Zealand [START_REF] Boven | A goal is not a strategy[END_REF]Ministry of Economic Development, 2011).

There are different indicators for clusters. Cluster mapping projects indicate the presence of clusters through statistical data and narrative descriptions. Clusters are also evidenced through academic research that identified and studied a cluster or the formalisation of a cluster through a CGB.

CGB are industry-or government-led organisations that aim at enhancing the strength of the cluster [START_REF] Viederyte | Maritime Cluster Organizations: Enhancing Role of Maritime Industry Development[END_REF]. CGB are bridge builders to close gaps between the key actors of a cluster: industry, public organisations, research organisations, education institutions, and capital providers. The main gaps between those key actors relate to limited interaction between key actors. CGB and cluster membership can be more or less formalised or institutionalised [START_REF] Ketels | Strengthening Clusters and Competitiveness in Europe. The Role of Cluster Organisations[END_REF].

This thesis is concerned with clusters around the sports of sailing and surfing in France, Australia, and New Zealand. Therefore a search for cluster mapping projects, academic research on clusters, and CGB in these countries and industries was conducted. Results of the search show that there are designated sport clusters around sailing and surfing in France. There is a sport cluster around ocean racing in Southern Brittany, France, which is indicated through the presence of a dedicated CGB (Eurolarge Innovation, 2014b). This sport cluster is embedded in a larger maritime cluster (Cluster Maritime Francais, 2011;[START_REF] Mer | Pôle Mer Bretagne and Pôle Mer PACA[END_REF]. A surfing cluster is identified through a surf industry specific CGB in the Southwest of the French region Aquitaine. This sport cluster around surfing includes also other boardsports (e.g. snowboarding, skateboarding) (ASPOM, 2011;[START_REF] Eurosima | Le marché des sports de glisse dans le monde: EuroSIMA[END_REF]Région Aquitaine, 2011).

Results furthermore show that there is a larger maritime cluster around sailing and boating in Auckland and its surroundings, New Zealand. The maritime cluster is indicated through academic research [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF][START_REF] Chetty | Role of Inter-organizational Networks and Interpersonal Networks in an Industrial District[END_REF][START_REF] Glass | Innovation and Interdependencies in the New Zealand Custom Boat-Building Industry[END_REF]) and a CGB (NZ Marine, 2011). There is no dedicated CGB for a specific sport cluster, but previous research and the wider marine cluster governing body indicate a critical mass of organisations around yacht racing, especially ocean racing.

Lastly the search for sport clusters in Australia shows that there is a surfing cluster in and around Torquay in Victoria region. The Torquay surfing cluster had been officially designated for the first time in 2004 (Johnston) in a study on industrial clusters in Australia. In the following years the 'Torquay Surf Industry Association' [START_REF] Strapper | About Strapper Surf[END_REF] was formed. A feasibility study on the 'Greater Geelong Area Surfing Industry Products Cluster' was conducted in 2005 (Department of Innovation Industry and Regional Development) followed by a media release announcing the 'Surf and Lifestyle Torquay' (S.A.L.T.) industry cluster (Minister for State & Regional Development, 2006). Furthermore there is academic research on the Torquay surf gear cluster [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]. In spite of this evidence indicating the development of a cluster governance body (S.A.L.T.), no representative website was found and contact persons declared the body as inactive.

Summary and conclusion of methodology review

The preferred qualitative method in sport cluster research is the single case study in order to achieve in-depth insights and detailed knowledge of a particular case. This is justified by the objective of improving the understanding of why clusters develop and how they function. How and why questions are usually addressed using qualitative research [START_REF] Yin | Case study research: Design and methods[END_REF]. The case study method allows researchers to either test extant theory or build new theory [START_REF] Eisenhardt | Theory building from cases: opportunities and challenges[END_REF]. The case study method is used for theorising and generating concepts to explain phenomena. However, the generalisation of findings to populations is problematic and questions about how much (one factor influences the other) cannot be answered.

This thesis uses a multiple case study design to explain the concept of sport clusters and their dynamics. The aim is to generalise from data to theory by conceptualising the sport cluster model across several cases. This should increase robustness of the sport cluster as emerging concept and contribute to knowledge in the domain of sport management.

A Review of Methods Employed in Interorganisational Behaviour Research

This thesis studies interorganisational citizenship behaviour (ICB) as particular type of interorganisational behaviour. Therefore a review of methods employed in ICB research is provided.

The ICB concept builds fundamentally on the OCB concept. Therefore, this section reviews also seminal studies and methods employed in OCB research. Finally, the articles and methods reviewed in this section are discussed with regards to methods employed in this thesis.

Methods employed in interorganisational citizenship behaviour research

This section reviews methodology in selected studies on ICB. Conceptual, methodological, and empirical studies are distinguished. No meta-analysis on ICB research was found. Table 2 shows the key articles reviewed for this thesis. Eight publications on ICB were identified. There are four conceptual studies (Autry et al., 2008;[START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF][START_REF] Sydow | Kooperatives Verhalten in zwischen betrieblichen Projekten[END_REF][START_REF] Wan | Interorganizational Citizenship Behavior, Social Capital and Buyer Performance in Supplier-Buyer Relationships: A Theoretical Model[END_REF], one methodological paper [START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF], and three empirical studies (Braun, Ferreira, & Sydow, 2013;Ferreira, Braun, & Sydow, 2013;[START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF]. The large number of conceptual and methodological studies and the absence of metaanalysis indicate that the ICB concept is still in its early stages of conceptualisation. In terms of empirical research there is an overemphasis of quantitative studies with no qualitative studies on ICB so far.

Conceptual studies investigate ICB in different contexts. Autry et al. (2008) propose the model of ICB in the context of supply chains. [START_REF] Wan | Interorganizational Citizenship Behavior, Social Capital and Buyer Performance in Supplier-Buyer Relationships: A Theoretical Model[END_REF] also apply the ICB concept to supplier-buyer relationships. However, [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF] and [START_REF] Sydow | Kooperatives Verhalten in zwischen betrieblichen Projekten[END_REF] All empirical studies on ICB use quantitative methods. Not all empirical studies refer directly to ICB but they use similar theoretical frameworks and comparable constructs and measurements [START_REF] Ferreira | Citizenship behavior in project-based organizing: comparing German and Portuguese project managers[END_REF][START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF][START_REF] Martínez-Sánchez | Interorganizational Cooperation and Environmental Change: Moderating Effects between Flexibility and Innovation Performance[END_REF].

Methods employed in organisational citizenship behaviour research

The ICB concept builds fundamentally on the OCB concept. Therefore, this section reviews methods employed in select OCB studies. Studies are differentiated according to type of research such as conceptual, methodological, quantitative, qualitative, and meta-level research. Table 3 shows the key articles reviewed for this thesis. Seminal work developed the fundamental concept of OCB [START_REF] Katz | The motivational basis of organizational behavior[END_REF][START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF][START_REF] Organ | The motivational basis of organizational citizenship behaviour[END_REF][START_REF] Organ | Organizational Citizenship Behavior: It's Construct Clean-Up Time[END_REF]. Conceptual research on OCB continues through new insights from other geographical and cultural areas [START_REF] Zabihi | A comprehensive model for development of organizational citizenship behaviours[END_REF]. Methodological research developed categories and variables to describe, structure, and measure OCB [START_REF] Fernández-Sabiote | Organisational citizenship behaviour from the service customer's perspective[END_REF][START_REF] Schnake | Levels of measurement and analysis issues in organizational citizenship behaviour research[END_REF][START_REF] Van Dyne | Organizational Citizenship Behavior: Construct Redefinition, Measurement, and Validation[END_REF]. For example, [START_REF] Schnake | Levels of measurement and analysis issues in organizational citizenship behaviour research[END_REF] investigate the preferred level of analysis in OCB research. They argue that OCB research tends to focus on the individual level, even though the field of organisational behaviour is viewed as largely mixed-level incorporating individual, group, and organisational level phenomena. There is very little research on group or organizational level research, and the combination of those two levels [START_REF] Podsakoff | Consequences of unit-level organizational citizenship behaviors: A review and recommendations for future research[END_REF]Podsakoff, Ahearne, & MacKenzie, 1997).

Numerous empirical studies on OCB have been published in recent decades. There is an overemphasis of quantitative studies investigating antecedents and consequences of OCB [START_REF] Bateman | Job Satisfaction and the Good Soldier: The Relationship between Affect and Employee "Citizenship[END_REF][START_REF] Braun | Citizenship behavior and effectiveness in temporary organizations[END_REF][START_REF] Chahal | Antecedents and consequences of organisational citizenship behaviour (OCB): a conceptual framework in reference to health care sector[END_REF][START_REF] Organ | Cognitive Versus Affective Determinants of Organizational Citizenship Behavior[END_REF][START_REF] Podsakoff | Organizational citizenship behaviour and the quantity and quality of work group performance[END_REF][START_REF] Podsakoff | Transformation leader behaviors and their effects on followers' trust in leader, satisfaction, and organisational citzenship behaviors[END_REF][START_REF] Rasheed | An Investigation of the Antecedents of Organizational Citizenship Behaviour: Case of Saudi Arabia[END_REF][START_REF] Roche | A metamodel approach towards self-determination theory: a study of New Zealand managers' organisational citizenship behaviours[END_REF].

There are a number of meta-level reviews on extant OCB research [START_REF] Le Pine | The Nature and Dimensionality of Organizational Citizenship Behavior: A Critical Review and Meta-Analysis[END_REF][START_REF] Podsakoff | Individual-and Organizational-Level Consequences of Organizational Citizenship Behaviors: A Meta-Analysis[END_REF][START_REF] Podsakoff | Consequences of unit-level organizational citizenship behaviors: A review and recommendations for future research[END_REF][START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF]. For example, [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF] summarise conceptual research on OCB categories and dimensions and review quantitative studies on different potential OCB antecedents. Recent articles compare and review individual versus organisational level consequences of OCB in a meta-level analysis on OCB research [START_REF] Podsakoff | Individual-and Organizational-Level Consequences of Organizational Citizenship Behaviors: A Meta-Analysis[END_REF][START_REF] Podsakoff | Consequences of unit-level organizational citizenship behaviors: A review and recommendations for future research[END_REF].

Summary and conclusion of methodology review

Overall the review of methods applied in ICB research and the related concept OCB shows that there is an emphasis on conceptual and methodological research on the one hand, and an emphasis on quantitative empirical research on the other hand. The conceptual and methodological research advanced the development of strong theories, constructs, and measurements for ICB and OCB. The quantitative publications focused on antecedents or consequences of ICB.

There is already a large extant body of literature on the OCB concept and the methods employed in OCB research. However, the ICB model has developed only recently and needs further conceptual refinement. Furthermore the categories and measurements that have been transferred from the OCB concept and proposed and tested to measure ICB need to be further strengthened and refined in order to add on to the establishment of the concept. That is why this thesis explores new contextual settings for the investigation of ICB which aims at strengthening the conceptual establishment of the model.

Based on this review of methods employed in ICB and OCB research in the past, the multiple case study approach is chosen in order to investigate ICB in clusters as a new empirical context. The multiple case study method is used to advance theory in early development stages to better understand how and why phenomena occur [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. The intention was to investigate the links and behaviours between interrelated and interdependent organisations in clusters in order discover the ICB phenomenon. This research contributes to cluster research in the field of strategy by conceptualising interorganisational citizenship behaviour as new form of linkages in clusters and between cluster members. The multiple case study approach permitted the investigation of ICB in a new empirical context and uncovering possible impacts of these links and behaviours on cluster outcomes such as product innovation which is subject of the next section.

A Review of Methods Employed in Product Innovation Research

This thesis investigates the influence of ICB on product innovation in sport clusters.

Therefore, this section reviews the methods employed in product innovation research. The articles and methods reviewed in this section are discussed with regards to the methods employed in this thesis.

Methods employed in production innovation research

Product innovation is a very large field studied across different industries and research fields.

Therefore this methodology review focuses on select articles published during 2011-2013 that were retrieved through a database alert function using the search term 'product innovation'. Articles are classified in conceptual, quantitative and qualitative empirical research, and meta-analysis. Table 4 shows the articles reviewed for this thesis. Twelve empirical studies were reviewed with nine articles using quantitative research methods and instruments (Ar & Baki, 2011;[START_REF] Ayhan | A methodology for measuring product innovation: a case study for a manufacturing system[END_REF][START_REF] Bakar | Assessing the relationship between firm resources and product innovation performance: a resource-based view[END_REF][START_REF] Chatterji | Using users: When does external knowledge enhance corporate product innovation[END_REF][START_REF] Descripti On Indarti | Effect of networks on product innovation: Empirical evidence from Indonesia[END_REF][START_REF] Köhler | Selective search, sectoral patterns, and the impact on product innovation performance[END_REF][START_REF] Lai | The Effects of Knowledge Management and Technology Innovation on New Product Development Performance -An Empirical Study of Taiwanese Machine Tools Industry[END_REF][START_REF] Laugen | Collaborative Innovation: Internal and External Involvement in New Product Development[END_REF][START_REF] Pullen | SME Network Characteristics vs. Product Innovativeness: How to Achieve High Innovation Performance[END_REF] and only three studies applying qualitative research methods [START_REF] Bucherer | Towards Systematic Business Model Innovation: Lessons from Product Innovation Management[END_REF][START_REF] Hassanien | Product innovation in events venues: directions, process and evaluation[END_REF][START_REF] Lichtenthaler | The Performance Implications of Dynamic Capabilities: The Case of Product Innovation[END_REF]. Three conceptual articles [START_REF] Koch | Authority and Managing Innovation: A Typology of Product Development Teams and Communities[END_REF][START_REF] Recker | From Product Innovation to Organizational Innovation -and what that has to do with Business Process Management[END_REF][START_REF] Ricken | A Process Reference for Product Innovation and Lifecycle Management[END_REF] were identified pointing out new trends in innovation research such as organisational innovation and innovation through groups. One meta-analysis investigating success factors for product innovation was found [START_REF] Evanschitzky | Success Factors of Product Innovation: An Updated Meta-Analysis[END_REF] while no methodological research was identified.

Summary and conclusion of methodology review

Product innovation is a widely researched topic. Therefore it is a challenge to review methods employed in previous research on product innovation. product innovation research is mature, this seems the appropriate research method and instrument. However, it can be argued that when a field reaches a certain maturity it makes sense to take a step back in order to see where the field needs new ideas for advancing into new spheres [START_REF] Yin | Case Study Research: Design and Methods[END_REF].

Therefore using the multiple case study method provides potential to open up new research agendas and provides a new view on old questions about product innovation research. The review of research on product innovation and methods employed in those articles shows that the field needs new stimuli to advance further. Therefore this thesis investigates product innovation with the multiple case study method. It investigates notable sources of product innovation, innovation phases, and types of product innovation in sport clusters. This thesis contributes to knowledge in product innovation research through extending knowledge about sources of innovation and exploring the influence of interorganisational citizenship behaviour as on product innovation in sport clusters. The next section sets out the research design employed in this thesis.

The Research Design

This section presents the research design. First, the epistemological and ontological positions are clarified. The theoretical framework and the central research questions are presented [START_REF] Wengraf | Qualitative Research Interviewing: Biographic narrative and semi-structured methods Retrieved from[END_REF]. The research methods and strategy are outlined and the data collection and analysis process is explained.

Epistemological and ontological position

In this thesis science is understood as 'extending perception into new contexts and into new forms' (Bohm, 1977, p. 374). Research is interpreted as investigating contemporary issues relating to a real-life context [START_REF] Yin | Case study research: Design and methods[END_REF] answering open questions starting with what, how, and why. These questions can be answered best by employing a qualitative case study research design [START_REF] Yin | Case study research: Design and methods[END_REF][START_REF] Yin | Case Study Research: Design and Methods[END_REF]. This thesis uses a multiple case study as a qualitative research approach in order to develop theory through within-case and cross-case analysis using replication strategy [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF][START_REF] Yin | Case Study Research: Design and Methods[END_REF].

An abductive approach to reasoning is employed which is a systematic combination and refinement of existing theories informed by empirical data to develop new theory [START_REF] Dubois | Systematic combining: an abductive approach to case research[END_REF]. Whilst the abductive approach is more than a combination of deductive and inductive approaches, it means a continuous interplay between theory and empirical data enacted by the researcher, moving between theory, data, and back to theory again [START_REF] Dubois | Systematic combining: an abductive approach to case research[END_REF]. Pierce's (1903, cited in Burks, 1946) theory of abduction puts forward abduction as the process of forming explanatory hypotheses rather than explicating hypotheses (deduction) or testing hypotheses (induction). [START_REF] Emory | Business Research Methods[END_REF] explain deduction as inferring conclusions that necessarily follow from given premises, whilst induction means drawing conclusions from particular facts and evidence. However, Pierce (1903( , cited in Burks, 1946) ) argues that accepting causality between premises and conclusions without understanding it, is not reasoning. Therefore abductive reasoning is different from inductive reasoning as the evidencing process that discovers and understands hypotheses rather than merely accepting them.

Research questions for this thesis were mainly derived deductively from literature. This early involvement with theory ensured strong guidance towards the generation of theory [START_REF] Yin | Case Study Research: Design and Methods[END_REF].

However, the reasoning process used to find answers to the research questions was an abductive process moving between literature and data with clear inductive elements through emerging themes and propositions during data analysis. While answering the first central research question involved more deductive reasoning, the second was addressed with more inductive reasoning [START_REF] Slack | Understanding sport organizations -The Application of Organization Theory Retrieved from[END_REF].

The ontological and epistemological positions taken in this research are subjective empiricism [START_REF] Deleuze | OY&sig=ITfKVN-bMiP5-yMbNIeloJO_khk&redir_esc=y#v=onepage&q=subjective%20empiricism&f=false[END_REF][START_REF] Garrison | An Alternative to Von Glasersfeld's Subjectivism in Science Education: Deweyan Social Constructivism[END_REF] and moderate constructionism [START_REF] Järvensivu | Case study research with moderate constructionism: Conceptualization and practical illustration[END_REF]. The researcher puts on interpretivist lenses and is co-creator of new knowledge together with participants through interpreting observed facts. Research subjects and researchers investigate and create together one out of multiple possible truths. This means that reality is socially constructed and interpreted by humans. In an interpretivist perspective reality is subjective and depends on those who live in it [START_REF] Edwards | #v=onepage&q=epistemology%20in%20sport%20management%2 0research&f=false[END_REF][START_REF] Gratton | lBlGMC&oi =fnd&pg=PP1&dq=epistemology+in+sport+management+research&ots=dF3rzcIhDt&sig=gY eUhGrnTWAL6DArGDCVM534Km8#v=onepage&q&f=false[END_REF]. Knowledge can only be created and understood from social actors who belong to and participate in the researched area [START_REF] Blaikie | Epistemology[END_REF]. [START_REF] Järvensivu | Case study research with moderate constructionism: Conceptualization and practical illustration[END_REF] suggest combining this approach of moderate constructionism with the abductive case study method because the logic of knowledge production in moderate constructionism combines theory-driven research (deduction) and data-driven theory generation (induction).

Quantitative elements in the form of frequency counts are used for data reduction and organisation. Qualitative and quantitative approaches are considered as complementary rather than rival approaches [START_REF] Jick | Mixing Qualitative and Quantitative Methods: Triangulation in Action[END_REF][START_REF] Rudd | A call for more mixed methods in sport management research[END_REF].

The theoretical framework

In this section the theoretical framework is proposed. There is a close link between the theoretical framework and research questions. The first research question addresses the conceptualisation of sport clusters. This thesis argues that sport clusters provide an environment which is favourable for the development of ICB. The second research question asks how ICB influences product innovation in sport clusters. This thesis argues that ICB provide conditions that favour innovation activities of cluster members, especially with regards to product innovation. Based on the literature review (Chapter One) this thesis suggests a theoretical model consisting of multiple causal relationships between interorganisational citizenship behaviour and product innovation dimensions. This thesis creates new knowledge for the field of sport management by theorising the sport cluster concept. It contributes to the body of knowledge around clusters in the field of strategy by developing new theory that explains how ICB leverage product innovation in a particular type of clusters. Lastly this thesis contributes to innovation literature by theorising interorganisational links in clusters as a source of innovation and the role of ICB in this process.

The following paragraphs explain how the theoretical framework is deductively derived from previous literature. Previous research suggests the link between OCB and innovative behaviour of employees. However, theorising a link between ICB and product innovation and the investigation of this phenomenon in clusters is novel. The theoretical link between ICB and product innovation is explained in the following paragraphs. [START_REF] Katz | The motivational basis of organizational behavior[END_REF] suggests six different motivational patterns that lead to different organisational behaviours which are relevant for the effective functioning of organisations. There are two which are proposed to generate 'innovative and spontaneous behaviour': 1) 'internalisation of organisational goals and values', and 2) 'social satisfaction from primary-group relationships' (Katz, 1964, p. 143f).

Katz argues that according to these motivational patterns job satisfaction can be achieved. [START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF] argues that job satisfaction leads not only to enhanced productivity but also higher organisational effectiveness. Organisational effectiveness includes more than productivity and performance. It means also organisational behaviours that are beneficial for the functioning of the organisation such as 'innovative and spontaneous behaviour' (Katz, 1964, p. 143f). [START_REF] Organ | Organizational Citizenship Behavior: The Good Soldier Syndrome[END_REF] argues that effectiveness through innovative and spontaneous behaviour manifests in organisational citizenship behaviour (OCB). More precisely he suggests different OCB dimensions to operationalise the concept. [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF] revise the different dimensions proposed by Organ and synthesise them in seven dimensions: helping, sportsmanship, loyalty, individual initiative, compliance, civic virtue, and self-development.

In this thesis it is assumed that the two motivational patterns, internalisation of organisational goals and values and social satisfaction from primary-group relationships, enforce different OCB dimensions. The motivational pattern 'internalisation of organisational goals and values' is assumed to foster sportsmanship, loyalty, and individual initiative. Sportsmanship means having a tolerant position towards inevitable inconveniences at work without complaining. If a member of an organisation embraces the goals of the organisation as his/her own, the member will tolerate any inconvenience related to the achievement of the common goals. Second, if an individual identifies with an organisation and its leaders, he or she is likely to behave loyally towards the organisation. In this thesis it is assumed that strong individual initiative results from strong linkages between members and the organisation. It means constantly exceeding the required minimal level in performing tasks and the job as a whole. This thesis assumes that the motivational pattern 'social satisfaction from primary-group relationships' enhances helping behaviour and self-development. If an individual gains social satisfaction from good relationships with his/her primary colleagues, this person is likely to help others in their direct environment in facing problematic situations. Second, self-development through the improvement of knowledge, skills, and abilities in order to contribute better to the functioning of the organisation is more likely to occur in a socially friendly environment and atmosphere.

Satisfaction from these good social relationships will enhance the exchange of knowledge and capabilities, and also nurture positive competition between the employees to achieve the organisational goals. This thesis makes the assumption that compliance and civic virtue are neither assumed to be influenced by the two motivational patterns discussed above nor are they expected to promote innovativeness. This thesis makes the assumption that OCB, or at least certain dimensions of OCB, can enhance an organisation's ability to adapt to environmental changes, hence its innovativeness [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF]. An organisation can be innovative in different ways: process innovation, product innovation, organisational innovation [START_REF] Fagerberg | Innovation: A Guide to the Literature[END_REF]. Product innovation can be further differentiated in types of product innovation [START_REF] Desbordes | Marketing du Sport[END_REF], innovation phases, [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF], and sources of innovation [START_REF] Hippel | The sources of innovation[END_REF]. This thesis argues that certain citizenship behaviours foster and facilitate certain types, phases, and sources of product innovation.

Product innovation can be segmented into three types material: use/design, and system/technology innovation [START_REF] Desbordes | Marketing du Sport[END_REF]. Idea generation, invention, and commercialisation are distinguished as phases of innovation. Internal resources and the consumer are traditionally distinguished as source of innovation [START_REF] Hippel | The sources of innovation[END_REF]. This thesis argues for external links as third source of innovation, particularly prevalent in clusters.

This thesis transfers the causal relationships between motivational patterns, OCB, and innovative behaviour (as explained before) from the organisational into an interorganisational context, the sport cluster. This thesis assumes that the motivational patterns that foster innovative and spontaneous behaviour in an organisational context are similar to the ones at an interorganisational level. It is assumed that innovative and spontaneous behaviour at an interorganisational level ultimately leverages product innovation in cluster members leveraged through ICB. Figure 10 illustrates the causal relationships between motivational patterns, innovative and spontaneous behaviour leveraged through ICB, and different dimensions of product innovation on interorganisational level. This thesis suggests that the internalisation of interorganisational goals and social satisfaction from interorganisational relationships lead to innovative and spontaneous behaviour leveraged through ICB in clusters. Interorganisational goals are common goals shared between two or more organisations. Interorganisational relationships are links between individuals belonging to two or more different organisations. These motivational patterns lead to different ICB. Tolerance, loyalty, and conscientiousness result from internalisation of common goals. Altruism and advancement are the consequence of social satisfaction from interorganisational relationships. In this thesis it is assumed that these ICB foster and facilitate a cluster organisation's innovative and spontaneous behaviour and hence, its ability to adapt to environmental changes and to innovate. Different forms of innovativeness can be distinguished such as process innovation, product innovation, and organisational innovation [START_REF] Fagerberg | Innovation: A Guide to the Literature[END_REF]. This research focuses on product innovation and considers different dimensions such as innovation types (material, function, system) [START_REF] Desbordes | Marketing du Sport[END_REF], innovation phases (idea, invention, and commercialisation) [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF], and sources of innovation (consumer, internal resources, external links) [START_REF] Hippel | The sources of innovation[END_REF]. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] suggests starting a case study research with thoughtfully formulated research questions. Following Yin this thesis is guided by carefully formulated and deductively derived central research questions (CRQ). The research design is then chosen according to these CRQ. This thesis was designed to theorise the concept of sport clusters (CRQ1) and to explore the influence of interorganisational citizenship behaviours on product innovation in sport clusters (CRQ2). Therefore the following research questions were formulated.

Central research questions

In order to set the research context the first main research questions is CRQ 1 What is a sport cluster? This CRQ is clarified with a subset of questions. CRQ 1a What are the characteristics of a sport cluster? aims at investigating location-specific factors [START_REF] Dunning | The Eclectic (OLI) Paradigm of International Production: Past, Present and Future[END_REF]) of a sport cluster and typical cluster members (Porter, 2008c;[START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF]. CRQ 1b What relationships exist between organisations within a sport cluster? investigates the nature or interorganisational links distinguishing bilateral versus multilateral links and formal versus informal links (Astley & Fombrun, 1983;[START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF][START_REF] Warren | The Interorganizational Field As a Focus for Investigation[END_REF]. CRQ 1c How do these organisations behave towards each other? questions typically investigated interorganisational behaviours in clusters like competition, cooperation, coopetition, and collaboration (Astley & Fombrun, 1983;[START_REF] Porter | Clusters and the new economics of competition[END_REF]. These are contrasted with interorganisational citizenship behaviour (Autry et al., 2008) which is subject of

CRQ1d To what extent are interorganisational citizenship behaviours evident in sport clusters?

The second main research question is CRQ2 How does interorganisational citizenship behaviour influence product innovation in sport clusters? This original research question is deductively derived from the literature review. To approach this question a subset of questions is defined that answer CRQ2 overall. The sub questions are CRQ2a What outcomes do interorganisational relations and behaviours in clusters have for innovation? and CRQ2b What is the role of product innovation in individual organisations/in sport clusters overall? and CRQ2c What linkages exist between interorganisational relationships/behaviour and product innovation as an outcome?

Research methods and strategy

In this section the research methods and strategy are introduced. Since this thesis uses the multiple case study method [START_REF] Yin | Case Study Research: Design and Methods[END_REF], this section sets out the selection of cases, the unit of analysis, the data sources, the data collection instruments, and the measures undertaken for the protection of participants.

Research methods. Case study research permits the creation of close links between science and reality, and a strong connection between theory, method, and data [START_REF] Dubois | Case research in purchasing and supply management: Opportunities and challenges[END_REF]. [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF] recommends the use of a multiple case study as the research method in order to corroborate robustness, generalisability, and testability of resulting theory. A multiple case study method is well suited to this thesis and its research questions as it provides an instrument for theory construction [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF]. Conducting several case studies permits generalisation of the findings to theory if findings are replicated [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. The deductive specification of research questions permits an accurate investigation of research themes, and consequently a firmer empirical grounding of the emerging theory [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF]. [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF] proposes the case study method for both, theory testing and theory-building depending on the maturity of a theory. Mature theories can be further validated by testing them. Fairly recent theories should be further consolidated through theorybuilding research. This thesis uses the multiple case study method in order to engage in modelbuilding and theory construction [START_REF] Dul | Case Study Methodology in Business Research[END_REF].

Multiple case study permits theory development through literal and theoretical replication [START_REF] Yin | Case Study Research: Design and Methods[END_REF] as illustrated in Figure 11. Literal replication provides the same results across cases to strengthen theory. Theoretical replication provides different results across cases to develop theory. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] replication model consists of three main phases: 'define and design', 'prepare, collect, and analyse', and 'analyse and conclude'. The starting point is the development of theory by formulating research questions and a theoretical framework as explained in the preceding section. The second step in the design phase is the selection of appropriate cases. The rational in case selection is theoretical reasoning, not statistical sampling.

The second phase of the research process, 'prepare, collect, and analyse', includes data collection for the case studies and within-case analysis through the single-case report writing. An important element at this stage is the feedback loop from the first case study back to the initial theoretical framework, indicated by the dotted line in Figure 11, before further case studies are conducted. Insights gained from the first case study can be taken into consideration in order to adjust the research design. This can be necessary to avoid the risk of distorting or ignoring results, selective data reporting, or the pursuit of preconceived ideas. However, it may also reduce comparability and opportunities for cross-case analysis if research design, data collection, and analysis protocol are changed significantly during the process of a multiple case study. Therefore a balance needs to be found between a coherent data collection and analysis protocol to permit comparability across cases and changes based on feedback from first cases to improve theory development.

In the third phase, 'analyse and conclude', cross-case analysis is conducted. Different case combinations are possible, either cases with the same or similar context for literal replication, or cases with different context for theoretical replication. Conclusions can then be drawn in terms of the initial theory and practical policy implications.

Figure 11. Process model for case study method (Yin, 2009, p. 57).

Research strategy. This thesis aims at theory development and knowledge construction using deductively derived research questions as a starting point. Hence, a primarily deductive research strategy is taken. However, the research strategy contains deductive and inductive elements because the researcher moves from theory to empirical data and back to theory again. Therefore this research strategy can be described as abductive [START_REF] Dubois | Systematic combining: an abductive approach to case research[END_REF]. [START_REF] Dubois | Case research in purchasing and supply management: Opportunities and challenges[END_REF] argue that case study research is suitable for both inductive and deductive research. In the data collection process of this thesis a primarily deductive strategy is employed allowing inductive tactics [START_REF] Wengraf | Qualitative Research Interviewing: Biographic narrative and semi-structured methods Retrieved from[END_REF]. This means that interview questions aim primarily at answering the research questions but are open enough to go beyond the deductively derived themes in order to provide depth in the data collection.

The data analysis contains deductive tactics to answer CRQ1 and inductive tactics to address CRQ2.

Unit of analysis.

The cluster as a case study is the main unit of analysis. Each case study is defined as one distinctive cluster around a certain sport in a denominated geographical region. There are embedded units of analysis within each cluster [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. Those are links amongst individual cluster members in form of bi-lateral and multilateral links. Figure 12 illustrates the different levels of unit of analysis in this case study design. Both levels -the entire cluster and links amongst cluster members -serve as unit of analysis in different phases of this thesis. The cluster as a unit of analysis is used in order to answer CRQ1 and its sub questions, while for CRQ2 the second level of analysis, bilateral relationships and multilateral networks, is used.

Figure 12. Levels of unit of analysis. [START_REF] Schnake | Levels of measurement and analysis issues in organizational citizenship behaviour research[END_REF] argue for more research on mixed-level incorporating individual, group, and organisational level. This is particularly important for organisational research because most of the phenomena studied in organisations are intrinsically mixed-level [START_REF] Schnake | Levels of measurement and analysis issues in organizational citizenship behaviour research[END_REF].

Case selection. The subject of this thesis is sport clusters as a particular form of clusters. Four sport clusters are deliberately chosen and investigated. Each cluster represents one case. The number of cases was chosen to be able to develop theory from the findings, but to ensure feasibility and manageability of the multiple case study [START_REF] Din | Strategies for small-an medium-sized enterprises to compete successfully on the world market: Case of Swedish hidden champions[END_REF]. Four cases bear great potential for literal and theoretical replication while remaining manageable in the framework of this thesis. The rationale for the selected cases is to develop a research design that permits literal and theoretical replication.

Validity and reliability of developed theory are strengthened through the multiple case study method [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF][START_REF] Miles | Qualitative Data Analysis[END_REF][START_REF] Yin | Case Study Research: Design and Methods[END_REF] This thesis compares sport clusters across cultures and industry sectors. The geographical regions of France, Australia, and New Zealand are chosen. Two equipment-intensive sports that differ in their maturity and level of organisation and institutionalisation, sailing and surfing, are selected.

The term 'sailing' includes all professional, amateur, competitive, and recreational nautical activities that use a vessel in combination with a sail. The chosen sailing clusters are based in Auckland and surroundings in New Zealand (New Zealand Marine Industry, 2010;NZTE, 2010), labelled SAILAUCK throughout the thesis, and in Southern Brittany in France [START_REF] Bretagne | Naval et nautisme[END_REF]Cluster Maritime Francais, 2011), labelled as SAILBRIT throughout the thesis. The term 'surfing' is defined in line with the French translation of the term 'sports de glisse' which means 'sports of sliding'. The focus of this research is on summer sliding sports on water. This includes any professional, amateur, competitive, and recreational nautical activities that use a board to slide across water. The affinity to winter sliding sport such as snowboarding and skateboarding includes those sectors as well. The surfing clusters chosen are in Torquay and surrounding in Victoria region, Australia [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF]Surf Coast Shire, 2012), labelled SURFTORQ throughout the thesis, and in Aquitaine region in the Southwest of France [START_REF] Eurosima | Le marché des sports de glisse dans le monde: EuroSIMA[END_REF], labelled SURFAQUI throughout the thesis.

There are two different aspects to the sample selection of cases. First, there are four different general geographical environments while two cases belong to the same nation (France) or region (Australia/New Zealand). Second, two different industry sectors -sailing and surfingwere chosen.

Figure 13 shows the case design considering the different conditions of the selected cases in terms of geographical region and industry sector. Australasia summarises Australia and New Zealand. The chosen case design permits cross-case analysis across different or similar geographical environments and different or similar sport industry sectors. The selected environments France, Australia, and New Zealand provide favourable conditions for the development of sport clusters around the water sports sailing and surfing. Location and equipment is important for both sports. Water sports are likely to have a strong link to and implementation in their local environment which is favourable for the development of clusters (Porter, 2008a). Equipment intensive sports like sailing and surfing are more likely to be subject to product innovation than sports using less sophisticated 'trite' sport equipment with low unit value (Andreff, 2006a).

Data sources and research instruments.

Four main data sources as classified by [START_REF] Yin | Case Study Research: Design and Methods[END_REF] are used in this research. Those are interviews, direct observations, organisational information, and archival data. While the latter two are sources of secondary data, the former two are sources of primary data. All data was collected in a way that ensured a close link between research questions and collected data. The aim was to collect enough data to achieve saturation [START_REF] Yin | Case Study Research: Design and Methods[END_REF].

Interviews. Two types of interviews, formal semi-structured interviews (FSI) and informal explorative interviews (EXI), were conducted. FSI are semi-structured interviews following an interview guide (Appendix A) conducted with representatives from cluster organisations (CLOR).

Interview questions for the semi-structured interview are derived directly from central research questions. Interviewees were the general manager/director, marketing manager, or research and development manager of CLOR. EXI are unstructured and conducted with diverse CLOR employees, often at the beginning of the data collection process in order to get a general idea of the case.

Direct observations were made during sport, industry, and company events in each case. They provided occasions to observe relevant behaviours or environmental conditions in the real life context of sport clusters. Different events in the clusters were used for observations. This included expositions, trade shows, conferences, seminars, and sport competitions. These events were used to socialise with the cluster members and to observe the dynamics between those. Furthermore observations were used to conduct EXI and observe experts talks.

Organisational information (OI) includes cluster member-authored presentations, brochures, catalogues, websites, internet blogs, advertising material, product descriptions, and reports. OI was obtained through internet searches and directly from cluster members during the field work.

Archival data (AD) is defined as third party information and includes specialist journals, industry reports, publications in mainstream media, journals and online publications, books, geographic maps, project evaluation reports, and more. AD was obtained partly through internet searches and partly from cluster members, especially cluster managers who could provide access to this specific information or to organisations that collect this information.

Close collaboration with CGB (if available) was sought in order to establish direct access to CLOR. CGB are non-profitable associations founded and financed by public entities, the industry itself, or a combination of both, with the aim to advance the cluster. In those clusters that had a CGB, these provided valuable preliminary insights into the cluster and direct access to cluster members. Information from previous cluster studies helped to identify typical CLOR and identified key cluster members.

Measures for the protection of participants. This thesis investigated 'a contemporary phenomenon in its real-life context' (Yin, 2009, p. 73). Such research requires specific measures of the highest ethical standards for the protection of human subjects that participate in the study. This was taken care of through the following actions.

Before the data collection of this thesis the informed consent of interview participants was obtained. Therefore the interview process was explained to them. At first a selection of potential interview partners was indirectly contacted via a CGB (if available). In cases without CGB, CLOR were contacted directly. In a follow-up email potential interview partners were asked for a meeting or telephone call in order to conduct the interviews. If the interview partner agreed to participate in the study, a meeting or telephone call was agreed upon. The interviewee received an information pack about the research project beforehand. The interview information pack contained three pieces of information: a participant information sheet, a consent form, and the short version of the interview guide (Appendix B). The participant information sheet contains information concerning the subject and nature of the research as well as details about the data collection and analysis. It emphasised the voluntary nature of participation in the study. The consent form asked for the participants' formal consent to take part in the study. The short version of the interview guide contained the main questions that were asked in the interview.

Each interview started with the presentation of these formal documents and the interviewee had the chance to ask any further questions concerning the research project in general and confidentiality issues in particular. The interviewees were informed that only the main investigators, i.e. the PhD student and her supervisors, would have direct access to the original data. In any publication for which the data might be used, identity-revealing information such as names of individuals and company names were anonymised. However, the cluster as a case keeps its identity. At the end of the interview the interviewee was asked to sign the consent form. The interviewee was offered a copy of the signed consent form for his/her own records. Through this standard procedure informed consent was gained from each interviewee.

Data collection and analysis process

In the following paragraphs the data collection process and data analysis process is explained.

The data collection and analysis took place consecutively in five phases (Figure 14). The structure of this section is based on these five phases. Paradigms concerning theory development and contributions are set out at the end of this section. Not all clusters had a CGB. Typical CLOR and key cluster members were identified and a list of key potential interviewees per type of CLOR was drafted. Events for observation and sources for secondary data were identified. Data collection. CLOR were contacted and interviews were conducted. The interview data was verified by participants who reviewed interview transcripts. Events for observations were identified and observations were conducted in parallel with interviews. Secondary data was collected during interviews and observations and with desk research. Details concerning the data collected are provided in Chapter Four. This thesis followed the general principles for data collection suggested by [START_REF] Yin | Case Study Research: Design and Methods[END_REF]: triangulation, creation of an extensive data base, and providing a chain of evidence. Triangulation was conducted by combining information from different data sources in order to develop converging lines of inquiry and hence, stronger evidence. This created in-depth knowledge across the four cases. All data collection was clearly documented and consistently processed which created an extensive data base. Data analysis was guided by the central research questions to assure the link between theory and data.

Data processing. All the collected data was processed as follows before analysed. Interviews were transcribed by this thesis' author and transcripts were sent to interviewees for verification. On average half of the participants reviewed transcripts and confirmed or offered modifications in the interview transcripts. Information obtained during observations was summarised in observation reports. Secondary data was scanned and irrelevant information was discarded. Retained secondary data was archived in lists and individually coded. The data analysis was conducted in two ways, within-case analysis and across-case analysis [START_REF] Miles | Qualitative Data Analysis[END_REF].

Within-case analysis. The within-case analysis contained four steps: data coding, frequency counts, interview analysis reports, and narrative within-case reports. The first step of within-case analysis was the data coding of the entire data including interview transcripts, observation reports, and secondary data. The software NVivo version 10 was used to support the data coding process. Content analysis was then conducted through frequency counts of coded references to organise and structure data. In the third step the interviews were analysed narratively through interview analysis reports. The interview analysis reports summarise the data point-by-point with regards to the research questions based on coded textual and visual elements and frequency counts. Each interview analysis report shows how the collected data inform the research questions. The fourth step was writing narrative within-case reports per cluster (Chapter Four) based on interview analysis reports, coded references, and frequency counts addressing research questions and their sub themes [START_REF] Miles | Qualitative Data Analysis[END_REF][START_REF] Yin | Case Study Research: Design and Methods[END_REF]. The following paragraphs outline in more detail the procedures for each steps of within-case analysis.

Data coding. All digital data was imported into NVivo 10. Non-digital data was photographed and scanned, archived in the lists of secondary data, or directly integrated in observation or narrative analysis reports. Coding was undertaken based on a gradually evolving node system. Nodes are defined by NVivo.10 (2013) as 'a collection of references about a specific theme, place, person or other area of interest.' The process of coding using nodes is defined as gathering 'references by "coding" sources such as interviews, focus groups, articles or survey results ' (NVivo.10, 2013).

Coded information is described as 'data chunks of varying size' (Miles et al., 2014, pp. 71-72). NVivo suggests using the term 'node' to refer to containers that collect all types of information on different themes.

The node system was based on the CRQ. CRQ were deconstructed to define preliminary themes nodes and sub nodes. The node system was designed gradually but only the final node system is presented here. CRQ1 and the related sub set of questions led to the theme nodes cluster organisations, location-specific factors, interorganisational links, and interorganisational behaviours.

There are sub nodes for each theme node as illustrated in Figure 15 and further defined in Appendix C.

Sub nodes for CLOR differ slightly for surfing and sailing clusters. CRQ2 and the related sub set of questions led to the theme nodes innovation source, innovation phases, and type of product innovation. There are sub nodes for each theme node as illustrated in Figure 16. The node system developed gradually. While themes and sub nodes for CRQ1 were derived primarily deductively, the dimensions for CRQ2 were derived primarily inductively during data coding. During the coding of the first interview transcript, the node system evolved significantly. Some theme nodes and sub nodes were removed, when there were less than three textual or visual elements assigned, they were repetitive, or overlapping with other nodes. Some theme nodes or sub nodes were subordinated under others or collapsed with other nodes. Some nodes or sub nodes were added during the coding process because they were considered as relevant in addressing the CRQ and reflected in the data. The final node system was determined after the coding of the first nine interview transcripts. All following data was then coded according to the fixed node system.

During the coding process textual or visual elements were assigned to nodes which created 'coded references'. Coded references are assigned to the lowest node level in order to be as precise as possible. This rule implied that the same reference could not be coded at different hierarchical node levels. However, double coding of the same textual or visual unit was permitted within the same hierarchical level. Coding was conducted in NVvivo and parallel documented in Excel tables.

Appendix D shows NVivo screen shoots illustrating the coding process. Appendix E shows an example of non-digital data coding.

Frequency count. The process of data coding reduced data. In the next step content analysis was conducted through frequency counts of coded references per theme node and sub node. Content analysis shows how much evidence was found per node relative to other nodes by showing the number of coded references that were assigned to a node [START_REF] Berg | Qualitative Research Methods for the Social Sciences[END_REF]. Content analysis organises data, provides better access to data, and makes it easier to retrieve for further analysis.

Interview analysis reports. For each interview a report was written describing the interviewed CLOR and explaining how the data gathered in the interview informs the CRQ. Narrative analysis in interview analysis reports provides condensed descriptions of key results emerging from data. Each interview analysis report follows the same structure with the same sections and frequency count tables.

Each report covers the profile of the cluster organisation, location-specific factors, links to other CLOR, nature of interorganisational links, interorganisational behaviours, and finally the role of innovation. Frequency counts emphasise in each section which theme was referred to the most often.

More details about each section in the interview analysis reports are provided in the following paragraphs.

The first section of each interview analysis report, profile of cluster organisation, contains the key data of the company: products/services, number of employees, location, year of inception, sales volume, and proportion of sales in marine industry. The following sections explain how the data inform the different research questions. In the section location-specific factors (LSF) geo-economic, geographical, historical, political, socio-economic, and sport related LSF are distinguished (Table 1: Frequency count for LSF). The section links to other cluster organisations (CLOR) and Table 2 show to what extent the analysed CLOR referred to other CLOR. In the section nature of interorganisational links it was discussed to what extent the interviewed CLOR engages in multilateral interorganisational networks or (ION) or bilateral interorganisational relationships (IOR) (Table 3: Frequency counts of ION and IOR). The nature of IOR and ION is distinguished in formal and informal. The section interorganisational behaviour and Table 4 show how often behavioural dimensions of interorganisational citizenship behaviour (ICB), collaborative, cooperative, coopetitive, and competitive behaviour are indicated through examples or addressed directly by the interviewee.

The section innovation and Table 5 show how often the interviewee refers to innovation and its different dimensions. Appendix F shows the structure of the interview analysis reports. After reducing, organising and coding all data the next step was narrative within case analysis.

Narrative within-case analysis. The purpose of a within-case analysis is to describe, understand, and explain in-depth what happens in a single case [START_REF] Miles | Qualitative Data Analysis[END_REF]. The procedures for narrative with-case analysis are outlined in more detail in the next section. The results of this narrative within-case analysis are provided in Chapter Four.

The within-case analysis addressed research questions through discussing theme nodes and sub nodes and providing evidence through data textual and visual elements. The within-case analysis is structured according to the node system that was used for data coding. Within each theme node those sub nodes that received most evidence are explained first, followed by the ones that received less evidence. The focus is on evidence provided by CLOR that referred most often to the respective sub nodes. In the following paragraphs the meaning of each node is explained and defined. (See Figure 15, Figure 16, and Appendix C)

Location-specific factors are spatially non-transferable characteristics of a place and its economy. Some LSF were suggested in previous research and some were derived inductively from data [START_REF] Dunning | The Eclectic (OLI) Paradigm of International Production: Past, Present and Future[END_REF][START_REF] Marshall | Principles of Economics[END_REF]. Geo-economic LSF relate to location, distribution, and spatial organisation of economic activities in a cluster. Sport-related LSF are factors related to professional or non-professional sport in a cluster. Socio-economic LSF refer to economic activities affecting social processes and vice versa in a cluster. Political LSF are factors related to local politics, rules, legislation, and government decisions that impact on a cluster and its CLOR. Geographical LSF refer to the cluster environment and determining conditions such as geography, topography, weather, and climate. Historical LSF relate to events and persons that have influenced the development of the cluster in the past.

Cluster organisations or cluster members are all organisations that have an interest in the performance of the sport cluster as a whole or parts of it (Porter, 2008a). In the theme CLOR textual or visual data elements were identified that indicate different types of CLOR, their role, and links to those. The number of coded references per CLOR was counted in order to get an idea of the importance of different CLOR types in the cluster judging their relevance on the simple mentioning through other CLOR.

Sailing CLOR. Some sailing CLOR types were suggested in previous literature [START_REF] Chetty | On the crest of a wave: the New Zealand boat-building cluster[END_REF], some were derived inductively from data. Shipyards (SY) are private, firms that construct boats or boat hulls of different type and size from Olympic skiff to ocean race yacht. Sailmaker/rigging firms (SR) are specialised systems suppliers that design and manufacture sail boat specific equipment such as masts, rigs, and sails. Naval architects (NA) are individual craftsmen or firms that are concerned with the conception and design of boats from sailing dinghy to super yacht. Marine equipment firms (ME) are concerned with the design and manufacturing of marine equipment. These can be marine electronics, navigation devices, sheets, winches, security items, and sailing gear. Marine service firms (MS) are for-profit-organisations that provide services around yachting. These can be marine product distribution or retailing, ship chandlers, marine equipment installation, marine related consulting services, and the provision of marine infrastructure such as marinas and marine tourism. Marine media and communication firms (MC) provide services or products in media and communication specialised in maritime sports. These can be event and communication agencies, specialised photographers, design agencies, marketing agency, and web designers. Professional sport (PS) includes non-profit and for-profit professional racing teams, semi-professional racing teams, and high performance training centres for athletes. Amateur organisations (AO) are usually non-for-profit organisations but can be profit-organisations that federate non-professional sailors at all levels. They might organise sailing regattas, cruises, trainings, formation, social functions for members and non-members. They might be funded from subsidies, donations, membership fees, and profit from organised activities.

Education/research institutions (ER) are usually non-for-profit organisations but can be profitorganisations that offer research and/or education services which are also related to sailing or boating.

This can be private or public research institutes, universities, museums, and others. Governing bodies (GB) are government agencies, industry associations, sport governing bodies, or non-profit organisations that control, influence, or regulate the cluster or parts of the cluster with authority. This type of CLOR includes organisations that execute a governing role on cluster members. There is a particular governing body that needs to be emphasisedthe cluster governing body (CGB)which acts autonomously, funded by private and public sources, to promote and advance both the cluster as a whole and individual CLOR. The CGB facilitates networking and collaborations between CLOR.

However, not all clusters have a CGB.

Surfing CLOR. Some surfing CLOR types were suggested in previous literature [START_REF] Stewart | Cluster theory and competitive advantage: The Torquay surfing experience[END_REF] and some were derived inductively from data. Boardsport brands (BB) are firms that design, manufacture, and/or market primarily technical core equipment in surfing or other boardsports. Core equipment means the principal instrument(s) and equipment in order to perform a sport, i.e. the surfboard in surfing. CLOR in this category usually started business with making and selling core equipment and have often diversified into technical accessories and clothing as well as fashion, shoes, and fashion accessories. Equipment specialist (ES) are often individual craftsmen or SME that produce specialised essential surf equipment such as boards fins, wax, and leashes, or specialised surfboards (e.g. for surf lifeguards). Designer/shapers (DS) are individual craftsmen or SME that specialise in concept and design of surfboards or boardsport related products. They may engage in the manufacturing process of a surfboard, e.g. the shaping process. Accessories/clothing firms (AC) are companies that design, manufactures, and/or markets accessories and clothing products for boardsports that are not essential to practice surfing. Products tend to be fashion oriented rather than functional or technical products. Services/consulting firms (SC) are companies that provide services or consulting related to surfing and the surfing industry. This includes surf schools, surf consulting firms, surf shops/retailers, and surf goods distributors. Marine media and communication firms (MC) are private for-profit organisations providing services or products in media and communication specialised in surfing. This can be event and communication agencies, specialised photographers, design agencies, marketing agency, and web designers. Professional sport (PS) includes professional surfers that are usually organised in teams according to key sponsors. Sponsors are usually big boardsport brands or also accessories and clothing firms. P includes also performance training centres for athletes. Amateur organisations (AO) are usually non-for-profit organisations but can be for-profit organisations that federate non-professional surfers at all levels. These are usually surf clubs that might have different orientations in terms of target groups, surf discipline, or level of competition and performance. Amateur organisations might organise surfing competitions, non-professional surfing events, training, and formations. Amateur organisations are usually based on volunteers but there might be funding from subsidies, donations, memberships fees, and profit from organised activities.

Education/research institutions (ER) are usually non-for-profit organisations but can be profitorganisations that offer research and/or education services which are also related to surfing. This includes private or public research institutes, universities, and museums. Governing bodies (GB) are defined as for sailing clusters.

Interorganisational links (IOL) are classified as either bilateral or multilateral and formal or informal [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF][START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF]. Formal interorganisational relationships (fIOR) are defined as links between two different CLOR with a legal or formal status that gives the relationships a definite structure or shape and whose aim is to serve mutually beneficial purposes in a problem domain [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF]. A formalised link determines at least partly how two organisations regard and behave towards each other [START_REF] Dickson | League Expansion and Interorganisational Power[END_REF]. Informal interorganisational relationships (iIOR) are defined as links between two CLOR that are voluntary, lose, relaxed, friendly, unofficial and that aim at serving mutually beneficial purposes in a problem domain [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF]. Formal interorganisational networks (fION) are defined as a group of at least three CLOR that are interconnected through a legal or formal status or structure which aims at facilitating the achievement of common goals [START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF]. Informal interorganisational networks (iION) are defined as links between more than two different CLOR of relaxed, friendly, or unofficial nature that facilitate the achievement of a common goal (Provan et al., 2007, p. 482).

Interorganisational behaviour (IOB) is differentiated in five categories: interorganisational citizenship behaviour (ICB), collaborative, cooperative, coopetive, and competitive behaviour. ICB are generally enacted by boundary personnel of CLOR that are discretionary, not directly or explicitly included in formal agreements, and that in the aggregate promote the effective functioning of the cluster (Autry et al., 2008;[START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF]. Further definitions of the different IOB are provided in the following paragraphs. Autry et al (2008) suggest and define seven ICB dimensions -advancement, altruism, conscientiousness, constructiveness, compliance, loyalty, and tolerance. Advancement is behaviour directed at constantly improving operations in the cluster and its outcomes. Advancement improves relationships, knowledge bases, and integrated processes linking two or more CLOR. Examples for this behaviour include sharing databases or collaborating on product or process development with external partners. Altruism is behaviour directed at helping other CLOR to acquire skills, knowledge or resources. It is reflected in a firm's selfless effort to assist another in solving business problems.

This can be done for example through sharing acquired knowledge or experience; lending technological expertise or other resources to CLOR to enhance their competitiveness; giving advice to other CLOR warning them of potential problems; or give recommendations to third parties.

Conscientiousness means performing interorganisational tasks with higher than normal levels of forethought and effort. Examples of this behaviour may be the overseeing of clients' stock and progressive fill-up; it may be the repeated check of deliveries for accuracy and potential mistakes; it may be additional or accompanying services to the original order. Constructiveness is behaviour showing interest and activity in interorganisational affairs that affect the cluster, its members, and relationships. The idea of civic virtue is underlying this behaviour which is reflected in for example lobbying on behalf of the cluster and its members; attendance of meetings related to laws and regulations impacting on the cluster and its members; and generally looking out for the cluster's best interest in public affairs. Compliance means to follow or orientate towards the rules, policies, and processes of other CLOR in the frame of IOR and ION. It can also mean to follow certain cluster specific behavioural norms such as unwritten rules at informal meetings or contractual and procedural standards for formal agreements and meetings. It might also be the adherence to or following of quality standards or legislation that applies to the partner CLOR but not the own. Loyalty is defined as allegiance to CLOR and to the cluster as a whole, sometimes sacrifying own interests for the greater good. This means for example to remain committed to a business partner during difficult economic times and to adopt and overall supply chain system approach integrating other CLOR. Tolerance means to accept inevitable inconveniences associated with interorganisational relationships and exchanges without retribution such as delays, impositions, and accuracies. Examples can be acceptance of delayed shipments or the partner firm's terms and conditions (Autry, et al., 2008).

Collaborative behaviour refers to two or more organisations working jointly towards a common goal (team) [START_REF] Dyer | The Relational View: Cooperative Strategy and Sources of Interorganizational Competitive Advantage[END_REF]. Cooperative behaviour refers to two or more organisations working independently towards a common goal (group) (Astley & Fombrun, 1983).

Cooperation can be described as collective approach and requires less commitment to the other organisations. Coopetive behaviour indicates behaviour between two CLOR combining competitive and cooperative aspects at the same time such as two competitors that cooperate in a certain situation or issue [START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF]. Competitive behaviour is any behaviour enacted by one CLOR that negatively impacts other CLOR such as being hostile, dishonest, and not helpful when dependent on the same scarce resources (Astley & Fombrun, 1983).

Innovation. There are three innovation themes with each containing three sub nodes: innovation phases, innovation sources, and type of product innovation. The first theme innovation phases describes the different steps that need to be achieved in order to innovate. Three phases of innovation are defined: idea generation, invention, and commercialisation [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF]. The second theme innovation sources is defined as the person or the group of persons belonging to one or several organisations that generate ideas or provide resources for the realisation or commercialisation of ideas [START_REF] Hippel | The sources of innovation[END_REF]. The theme innovation source is subdivided into the nodes external links, internal resources, and consumers. The third theme type of innovation in product innovation is defined as a sequence of changes that result in the creation of a new product in terms of product technology/system, product material, or product design/use [START_REF] Desbordes | Marketing du Sport[END_REF].

Innovation sources are defined as the person or the group of persons belonging to one or several organisations that generate ideas or provide resources for the realisation or commercialisation of ideas [START_REF] Hippel | The sources of innovation[END_REF]. Traditionally two sources of innovation have been differentiated, the user and the firm [START_REF] Hippel | The sources of innovation[END_REF]. In this thesis links to external organisations as third source of innovation are suggested. External links as source of innovation refer to any interorganisational links between CLOR such as suppliers, sports teams/athletes, universities, governance bodies, and others that might contribute to idea generation, realisation, and testing of prototypes (invention) or commercialisation of the invention. Internal resources as source of innovation refer to anything that is internally available within a CLOR such as human resources, technologies, entrepreneurship, and patents. The third source of innovation is the non-professional individual end-user of a product, the average consumer.

Innovation has been subdivided into the step of invention and exploitation of market and technological possibilities [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF]. While these steps are crucial for innovation the preceding step of idea generation is indispensable [START_REF] Roberts | Managing invention and innovation[END_REF]. Hence, three phases of innovation are distinguished: idea generation, invention, and commercialisation. The phase of idea generation is the first step to innovation and is defined as generating knowledge, thoughts or suggestions as to possible course of action that will lead to a change of extant products, processes, or organisations [START_REF] Roberts | Managing invention and innovation[END_REF]. The phase invention in the innovation process reflects the attempt to carry out an idea. Invention includes two aspects, the realisation of a prototype or the modification of extant products, and the testing of the prototype or modified object [START_REF] Fagerberg | Innovation. A guide to the literature[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF]. The third phase in the innovation process is commercialisation. Commercialisation means to link new ideas and resulting prototypes with market opportunities. It means any action that aims at industrial manufacturing, distribution, and marketing of inventions [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF].

Product innovation is defined as a sequence of incremental changes that result in the improvement of an existent product or the creation of a radically new product replacing the existent one [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF][START_REF] Schumpeter | Kapitalismus, Sozialismus und Demokratie[END_REF]. Change in products can be differentiated in terms of product technology/system, product material, or product design/use innovation. Innovation in technology/systems is any change in the use of technology or systems in a product responding to the same needs. Innovation in product material means the modification of a product's composition in terms of material used for the creation of a product. Product innovation can lastly take place with regards to a different design of a product that often leads to a different use of a product [START_REF] Desbordes | Marketing du Sport[END_REF].

Cross-case analysis. After having completed the within-case analysis the next step is crosscase analysis of data. The purpose of cross-case analysis is to increase confidence in theorising of findings. [START_REF] Miles | Qualitative Data Analysis[END_REF] argue that by looking at a range of similar and contrasting cases, the precision, validity, stability, and trustworthiness of findings can be increased. According to replication strategy findings become more robust if it holds on in a comparable setting but does not so in a contrasting setting [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. Cross-case analysis reassures that processes and phenomena found in one case setting are not wholly idiosyncratic but occur similarly in other cases. While each single case needs to be understood alone, a comparison of multiple cases can not only generate theory through generalising the findings across cases but it can also deepen the understanding and explanation of a single case [START_REF] Miles | Qualitative Data Analysis[END_REF]. Therefore within-case analysis permits the generalisation of findings to the context of the single case, whilst cross-case analysis permits generalisation from case to case, and hence generalisation to theory. The claim of generalisation here is made on conceptual grounds and not for reasons of representative samples or statistical generalisation [START_REF] Miles | Qualitative Data Analysis[END_REF]. This research aims by no means at creating a representative sample in order to draw conclusions about an entire population. On the contrary cases are selected for theoretical reasons because they are believed to be most likely to explain the investigated phenomenon [START_REF] Eisenhardt | Building Theories from Case Study Research[END_REF]. [START_REF] Miles | Qualitative Data Analysis[END_REF] differentiate three major strategies for cross-case-analysis: case oriented strategies, variable-oriented strategies, and mixed strategies that combine both approaches. The format of all four case settings in this thesis is identical, and hence comparable. An initially deductively derived node system is used to analyse data from the first case. This node system is inductively modified during the first coding rounds. The node system for data analysis that results from the first case is then applied to the following three cases to examine to what extent the patterns found are matching, and hence results can be compared across cases [START_REF] Miles | Qualitative Data Analysis[END_REF].

Cross-case data analysis is presented through narrative analysis, causal fragments, and matrix analyses in Chapter Five [START_REF] Miles | Qualitative Data Analysis[END_REF]. Causal fragments are derived from the preceding narrative reports and are used to make sense of data regarding CRQ1 and sub themes. Matrix analysis serves to link different themes and derive propositions about their interrelationships (e.g. ICB and innovation) to address CRQ2.

Theory development and contributions. This section summarises key paradigms concerning data interpretation and theory development that apply to this thesis. It also outlines and justifies the key objectives of this thesis in terms of its contribution to knowledge. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] emphasizes the necessity of theory development through research questions, themes, or propositions in the early phase of case study research in order to ensure guidance during the data collection process. This form of theory development needs to be clearly differentiated from 'grounded theory' building which avoids any deductively derived research questions, themes, or propositions as the beginning of the research.

The main objectives of this thesis contribute to two bodies of knowledgesport management and strategy -by developing new models and extending theory. New knowledge is created for the field of sport management through the conceptualisation of the sport cluster model. Knowledge about clusters is extended in the field of strategy by theorising a relationship between ICB as antecedents of product innovation in clusters. This thesis contributes to innovation literature by theorising interorganisational links as source of product innovation in clusters leveraged through ICB.

Furthermore, this thesis shows whether the cluster concept is transferable in new social and economic contexts, and hence further generalisable. It shows that cluster theory is suitable to analyse economic geography in developed countries and in specialised, high-end niche markets around sporting goods and technology. Porter's (2008a) rather static cluster model is extended by investigating dynamics in form of interorganisational relationships and behaviours.

Competing theories argue that the importance of location is decreasing as the economies and enterprises of any size have to compete on a more and more globalised marketplace [START_REF] Buckley | Internalisation thinking: From the multinational enterprise to the global factory[END_REF]. This rival theory contradicts the cluster theory which argues that location and location-specific advantages are important for an industry's and firms' success [START_REF] Dunning | The Eclectic (OLI) Paradigm of International Production: Past, Present and Future[END_REF]Porter, 2008a). The theoretical proposition about ICB as lever for external links leading to innovation is countered by other models about sources of product innovation such as consumer driven innovation [START_REF] Shah | Sources and Patterns of Innovation in a Consumer Products Field: Innovations in Sporting Equipment[END_REF] or firm internal research and development driven innovation [START_REF] Buckley | Internalisation thinking: From the multinational enterprise to the global factory[END_REF]. However, these theories are not exclusive and can be incorporated in a broader model of clusters and innovation.

The next section provides a critical review of the multiple case study method as qualitative research methods and its limitations.

Limitations of the multiple case study as qualitative research method

This section reviews quality criteria and limitations of the multiple case study as qualitative research method in social sciences [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. Quality criteria are determined and discussed with regards to this thesis. Limitations of the multiple case study method are critically reviewed with regards to the research topic and questions of this thesis.

Quality criteria for case study as a social science method

Social sciences researchers have suggested different criteria to test and judge the quality of research designs and measures. Amongst those the most prominent ones are validity, reliability, practicality, and objectivity [START_REF] Emory | Business Research Methods[END_REF][START_REF] Lincoln | Emerging Criteria for Quality in Qualitative and Interpretive Research[END_REF]. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] suggests the following quality criteria as relevant for case study research: construct validity, internal validity, external validity, and reliability [START_REF] Lincoln | Emerging Criteria for Quality in Qualitative and Interpretive Research[END_REF]. In the context of case study research designs [START_REF] Yin | Case Study Research: Design and Methods[END_REF] suggests different tactics to assure that these criteria are met. These tactics apply not only to the beginning of the research but across the entire research project. The four quality criteria suggested by [START_REF] Yin | Case Study Research: Design and Methods[END_REF] are presented briefly and it is explained how this thesis meets these requirements.

Construct validity means that the research design comprises the correct operational measures for the concept or theory that is studied [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. In order to assure construct validity measures must be taken during the phase of data collection and composition. The use of multiple sources of evidence is one of these measures. Four data sources were used in this thesis: interviews, observations, organisational information, and archival data. In order to achieve further construct validity the interview participants were asked to review, amend, and confirm interview transcripts. The third tactic to achieve construct validity is to establish a strong chain of evidence between initial research questions, collected data, and findings through close guidance of the entire research by central research questions [START_REF] Yin | Case Study Research: Design and Methods[END_REF].

The criterion internal validity applies to explanatory studies and establish causal relationships between different conditions [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. The measures to test and assure internal validity take place during the data analysis phase. One way is to search for matching patterns across the data collected and across the different cases. These patterns should reflect logic models which illustrate the model or theory that was hypothesised at the beginning of the research. A causal relationship between ICB and product innovation in the environment of clusters was theorised in the second CRQ. However, this research aimed at discovering concrete causal relationships between different ICB and product innovation dimensions rather than testing them. These theorised causal relationships can then be tested in future studies but are subject of this thesis. Therefore internal validity as quality criteria is not so relevant for this thesis.

Third, external validity refers to the ability to generalise a study's findings. External validity was secured by designing the research as a multiple case study so that the replication of the study across different cases strengthens the logic and model that is theorised. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] suggests that findings can be generalised to theory when the same findings can be found in similar case settings (literal replication) and cannot be found across cases with different case settings (theoretical replication). Support becomes stronger with every further replication of the results in other case settings. This thesis studied four different cases with similar and different case characteristics which permitted both literal and theoretical replication.

Finally, reliability as a fourth criterion demonstrates that the study can be repeated revealing the same results. This corresponds to objectivity which means that the study could be replicated by another researcher revealing the same results [START_REF] Lincoln | Emerging Criteria for Quality in Qualitative and Interpretive Research[END_REF]. Reliability needs to be addressed during data collection. It is essential to work accurately and to provide a rigorous documentation of the data collection, processing, documentation, analysis, and interpretation. All these steps were clearly documented in order to create the base for a replication of the same study by someone else. For example consistent interview analysis and case reports structures were chosen to assure consistent documentation. Each step undertaken during the research was accurately documented and can be traced back from the initial formulation of research questions to reasoning in the general discussion.

Appropriateness of case study research method in this thesis

As multiple case study research was chosen as the method for this thesis the appropriateness of the case study method is discussed. In order to evaluate the case study as method for this thesis the reasons for choosing the case study method proposed by [START_REF] Yin | Case Study Research: Design and Methods[END_REF] are discussed. These include 1) answering 'how' or 'why' questions, 2) the investigator has little control over events, and 3) the focus is on a contemporary phenomenon with real-life context.. The first criterion concerns the type of the research question. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] suggests that case study is an adequate method to respond to 'why' and 'how' questions. The case study method is appropriate for this thesis since the CRQ are 'how' questions or can be formulated as those. For example CRQ 1 What is a sport cluster? can be reformulated as How are sport clusters constituted? and the second CRQ2 is a 'how' question: How does interorganisational citizenship behaviour influence product innovation in sport clusters?

Case study research can have different purposes: exploratory, descriptive, and explanatory.

The research questions and the investigated cases need to be aligned in terms of these different purposes, i.e. a descriptive question should be answered investigating a descriptive case study.

Research questions starting with 'how' indicate exploratory or explanatory case studies while 'what' questions tend to require descriptive case studies. However, there are 'how' questions that require descriptive case studies (e.g. How many subjects behaved like this?) and 'what' questions that require exploratory or explanatory case studies (e.g. What can be learned from this?) [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. This thesis aims at improving the understanding of what sport clusters looks like and how they function. More precisely CRQ2 aims at understanding the role of interorganisational citizenship behaviours for product innovation in clusters. However, some of the research questions especially under CRQ1 have a descriptive character. In order to understand what sport clusters look like, those questions needed to be addressed first. CRQ2 is explanatory because it investigates the casual relationship between two conditions, the influence of ICB on product innovation.

The second criterion in order to validate the appropriateness of case study as a research method is the control that an investigator has over the investigated behavioural events. The researcher should have little or no control over the observed social phenomena and events [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. This was the case for this thesis as the researcher leading this thesis had not been involved in the investigated cases previously and had no role in them.

The third criterion to justify the choice of the case study research method is that the studied phenomenon should be contemporary within a real-life context [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. This aspect was confirmed as all investigated cases are contemporary phenomena and real-life implication was evident through publications, events, activities, members, and the presence of CGB.

Limitations of case study research method in this thesis

After confirming the appropriateness of the case study method for this thesis, the limitations and boundaries of the method are discussed. Case studies provide answers to questions regarding social phenomena, while other questions remain unanswered. Therefore, criticism on case study research is reviewed to highlight its limitations [START_REF] Flyvbjerg | Five Misunderstandings About Case-Study Research[END_REF][START_REF] Welch | Theorising from case studies: Towards a pluralist future for international business research[END_REF].

Case study research has been criticised for a lack of rigor, little basis for generalisation, resulting in massive documents, and a lack of ability to prove casual relationships [START_REF] Flyvbjerg | Five Misunderstandings About Case-Study Research[END_REF]. This has been counter-argued. Rigor in conducting the research depends on the one hand on the individual rigor of the researcher's procedures, rather than on merely the method chosen. On the other hand it can be ensured by applying strict guidelines for data collection, documentation, and analysis for case study research as a method comparable to other methods [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. The basis for generalisation can be created through the conduction of multiple case studies which allows analytical generalisation, i.e. generalising to theory rather than to populations, similarly as in experiments. This criticism of results in form of unreadable long documents can be opposed by new more effective methods of case study documentation and analysis (e.g. through NVivo). The criticism of a lacking ability to prove causal relationships can be countered with the argument that case studies in social sciences aim at explaining causal relationships rather than proving them [START_REF] Welch | Theorising from case studies: Towards a pluralist future for international business research[END_REF]. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] explains that case studies are especially useful in order to cope with research subjects and contexts that comprise many variables of interest, a variety of sources of evidence and extant theoretical propositions from prior research. There are many different application fields for case study research, amongst others organisational and social phenomena as studied in this thesis. Case studies are used to investigate the structure of an industry or the economy of a given region or city such as in clusters. Clusters comprise many different actors such as suppliers, buyers, subcontractors, service firm, research and educational institutions, and public entities. There are many different variables related to these actors. Different sources can be used for data collection such as interviews, observations, and secondary data [START_REF] Yin | Case Study Research: Design and Methods[END_REF]. [START_REF] Yin | Case Study Research: Design and Methods[END_REF] puts forward the need for propositions when doing case study research in order to move towards the right direction. However, in explorative studies it is arguable that there is no need for precise propositions. This thesis consists of descriptive-explorative and explanatory questions. The descriptive-exploratory element is CRQ1 (What is a sport cluster?). The explanatory element is CRQ2 (How does interorganisational citizenship behaviour influence product innovation in sport cluster ?).

In consideration of this no propositions are formulated in this thesis because they could inhibit the discovery of interesting phenomena and rich data due to too strictly predetermined preconceptions.

Findings from Within-Case Analysis

In this chapter four different case studies are presented studying interorganisational relationships and behaviours in sports clusters and their influence on innovation. Two cases are from regions in France, the sailing cluster in Southern Brittany (SAILBRIT) and the surfing cluster in Southern Aquitaine (SURFAQUI). Two cases are Australasian, the sailing cluster in Auckland, New Zealand (SAILAUCK) and the surfing cluster in Torquay, Australia (SURFTORQ). This chapter presents the cases of sport clusters in France, SAILBRIT and SURFAQUI, first, followed by SAILAUCK and SURFTORQ. Table 5 compares key data from the four different cases. 

Findings from SAILBRIT Within-Case Analysis

SAILBRIT is the acronym for the sailing cluster in South Brittany in the southwest of France.

SAILBRIT stretches from Brest in the West of Brittany along the southern coast to Vannes in the East of Brittany (ca. 185 km) with a concentration of cluster organisations (CLOR) around Lorient and a few outposts in the North of Brittany. SAILBRIT specialises in ocean racing technology for professional sailing teams. There are over 20 professional ocean race teams in SAILBRIT (Eurolarge Innovation, 2014a). However, non-professional sailing is also evident within the cluster. SAILBRIT hosts about 120 firms, employs 1,000 people, and generates about €130 million turnover for the 

Data collection

Primary data was collected from November 2011 to September 2012 with most of the interviews conducted in March and April 2012. Table 6 summarises the interview data. This includes the type of CLOR interviewed, the code assigned for the interview as data source, the number of employees, the year of inception, the location, the proportion of sales in sailing, the interviewees' position, and the length of the interview in minutes of recording, and pages of transcript.

Table 6. List of all interviews conducted for SAILBRIT.

Table 7 displays key observation data including the topic, type, location, and date of event.

The table also shows the types of data collection activities conducted during the observations. Table 9 shows all archival data that was collected and analysed for SAILBRIT. This data includes industry reports, comparative cluster reports, online articles, presentations, journals, and brochures. Location-specific factors. The SAILBRIT data most often refers to geo-economic LSF (n=174), sport-related LSF-SPO (n=100), and socio-economic LSF (n=82), followed by political LSF (n=73), geographical LSF (n=43), and historical LSF (n=33). These are discussed in each of the following six subsections. The focus is on the most commonly mentioned LSF.

Geo-economic LSF are most often referred to by marine equipment firms (n=29), governing bodies (n=27), and marine service firms (n=26), followed by shipyards (n=15) and sailmaker/rigging firms (n=13).

A spatial analysis shows that most cluster organisations (CLOR) are located in the southern part of Brittany, especially in the town of Lorient. ER2 calls SAILBRIT 'Sailing Valley' (See Figure 18), analogue to Silicon Valley, the archetypal cluster [START_REF] Porter | Clusters and the new economics of competition[END_REF]. CLOR activities are extremely diverse. GB2 states, 'It is not obvious to know who is part of the cluster and who is not because there are so many different professions. There is an extreme large spectrum of professions and of know-how.' ME3 emphasises that all expertise to construct high performance race boats are available within SAILBRIT. ME3 states 'whenever there is an ocean race boat to build, people come to Lorient, because we have everything here'. For example the French ocean racing team sourced 80-90% of parts and subcontractors from SAILBRIT.

The geo-economic structure of SAILBRIT is characterized by a large number of small-to medium-sized enterprises (SME) and a much smaller number of large multinational enterprises (MNE) (AD1, GB2). These enterprises have different specialisations (GB2) and they may be either competitors or complementary firms (GB3). While many of these companies have been in the area for a long time, there are also newly established ones. These new entrants generally specialise in racing boats or a generic marine-based expertise (GB3).

Proximity is important for the SAILBRIT CLOR. PS1 argues 'geographical proximity is very important'. The importance of physical proximity is also emphasised by marine service firms. MS1

argues that if physical proximity was lost, 'it would be without doubt a bit problematic to continue working together and also to offer them some innovative solutions'. MS5 cited centrality and proximity to explain their relocation to the centre of SAILBRIT. For MS3, close proximity facilitates knowledge exchange because clients stop by more often. For MS1 co-location facilitates communication with other CLOR (MS1). MS4 refers to benefits of being in close proximity to governing bodies (MS4). ME2 states 'Because we are close that means that me, I travel regularly, I will go on the boat with the skipper, there are permanent exchanges and the fact of being close is interesting.' ME3 is able to visit the client and his boat construction site to provide advice or solve a problem. For ME3, co-location also allows the monitoring of competitors. ME6 spoke positively of the close proximity to sub-contractors. Participants (SR3 and SY1) also believed that co-location facilitated relationships and collaborations because face-to-face meetings were more easily undertaken.

Sport-related LSF are most often mentioned by marine equipment firms (n=24) and governing bodies (n=21), followed by education/research institutes (n=7) and professional sport (n=6).

The SAILBRIT economy benefits from both recreational and professional sailing. Sailing events attract both amateur and professional sailors (OR6, AD1). The large number of local boating enthusiasts creates a significant demand for marine goods. Though not originally the case, an increasing number of local firms rely upon sales in the ocean racing sector (GB1). Many of the local marine firms had little involvement in the ocean-racing sector, until professional sport approached them (GB1). Consequently, some of these firms have grown considerably (OR6). There are now approximately 125 firms specialising in ocean racing products and services such as naval architecture and construction, rigging, electronics, sails, paints, and communication and media (OR6).

For ME1, SAILBRIT is in Brittany because 'it is here where you find essentially the racing boats, the racing teams, the racing stables'. GB3 explains that professional racing teams create enterprises and related economic activity (GB3). ME4 acknowledges 'It is true that a big part of our activity is based around ocean racing and around the professional teams.'

Elite/professional sailors living in the region often establish shipyards and other marine businesses (ME2). This has created a positive image of SAILBRIT and the Brittany region for being a great destination for sailing sport activities and being a provider of high quality sailing products (AD2). Professional sport enhances the reputation of the other CLOR and stimulates innovation. ME3

states, 'we use our position in the ocean racing for the image and to progress, to make innovation.' (ME3). SR1 cite local knowledge and resources as underpinning their decision to operate in SAILBRIT.

SAILBRIT's dependence on the ocean racing teams is problematic for at least three reasons.

The first is that the ocean racing teams are dependent upon financial support from sponsors. This support can fluctuate (ME3). The second is that rules committees can change regulations affecting boat design and related equipment. Third, purchase orders for sporting equipment can be centralised by the competition committee, and hence fewer enterprises might benefit. Production might go to other locations than where the racing teams are based because there is no connection between professional sport and the committee-designated manufacturers (NA2).

Socio-economic LSF are most often mentioned by governing bodies (n=22), followed by marine service (n=14) and marine equipment firms (n=13).

Increased participation in sailing fuelled an increase in the number of local enterprises and sport teams. Even though those enterprises are not the most profitable businesses, they remain attractive for investors because of the perceived lifestyle benefits.

Professional and non-professional sailing facilitated strong ties between individuals working in different CLOR. GB3 explains that professional sailors have gone on to create their own business.

The net result is that '[the enterprises] are geographically close and the people all know each other.

Originally they all know each other. [...] They were in the same teams. That is the key success factor.'

For MS2, the close relationships are analogous to a family. MS2 states, the cluster 'is a family…And that makes that we have even the same language, we will speak of the same thing.' ME5 points out that the passion for sailing and the commensurate close interpersonal relationships translate in the business activities. One participant suggested this is possibly unique to sailing and may not occur in other profit-driven sectors (ME5). The passion for the sport provides an invisible link between CLOR which is shown in friendly behaviour between CLOR. The net effect, according to ME5, is that 'we are much friendlier. That means indeed there is this citizenship behaviour' (ME5).

PS1 confirms the importance of interpersonal relationships as a crucial element of SAILBRIT. Political LSF are most often referred to by governing bodies (n=37), followed by marine equipment firms (n=10), media/communications (n=5), and shipyards (n=5).

GB2 explains how the local authorities' vision of the yachting industry changed after they conducted interviews with local enterprises (GB2). Governing bodies did not understand initially the economic significance of sailing and ocean racing. GB1 states, 'we have understood that there is an economic reality around the ocean racing which was not at all perceived before. We realised that there was an activity which could be perennial.' This change in attitudes and politics on local government level took place only a few years ago. However, the most important political decisions were made decades ago. The decision to create large leisure marinas to accompany the development of the sailing industry was crucial (GB2)

According to GB2 local politicians are responsible for maintaining attractive conditions for sailing. GB2 emphasises the relevance of nautical infrastructure such as marinas and ports. The wartime submarine base in Lorient was converted into industrial land for the yachting industry (OI1).

Marinas host boats and their sailors including professional racing teams. Local firms serve local demand resulting from marinas and ports (GB2).

There are different political measures in place that promote SAILBRIT and the wider marine industry in Brittany. This includes zoning for land for industrial purposes and supporting construction projects in these areas (GB2). MC2 emphasises infrastructure development for the ocean racing teams.

MC2 praised the creation of a port for ocean racing teams 'because the related activities generate much more added value for the territory than a private boat owner in Lorient.'

There are many political measures that are related to innovation. The first is funding an innovation during the product-testing or commercialisation phase (GB2). The second is financing specialised staff such as an engineer or innovation project manager. Usually the CLOR does not have the competence in-house, and hence, they need recruit externally (GB2). Another political measure presented by GB2 is shared infrastructure. For example, there is a keel-cleaning facility that is jointly used by CLOR, especially different shipyards. GB2 also facilitates marine events and manifestations that might have an economic impact on the marine industry and SAILBRIT.

GB2 explains how cluster governing bodies (CGB) can be an industry-driven initiative, funded solely by private enterprises versus political initiatives funded by local authorities. In reality CGB are often funded by both private and public funds. Clusters can be informal phenomenon through the mere presence of CLOR and their networking activity while it can be formalised in a structured, non-profit, membership associationthe CGB (GB2).

There is no consensus as to whether the governments can create a cluster. GB1 concludes that clusters are not created by government or government agencies. GB1 states 'We stimulate them. We help them to develop but at no point we will be able to create them entirely'. In contrast, GB2 argues that political intervention was necessary to create SAILBRIT. In fact GB1 explains that the public authorities were not convinced of the economic reality of a marine or even ocean racing cluster.

The recognition of the cluster by public authorities has led to the creation of a specialised CGB for the ocean-racing cluster SAILBRIT. The CGB is an association financed by different public authorities and to a small extent by membership fees. CGB's mission is promoting technology innovation and collaborative projects, federating the CLOR, and maintaining the highest possible level of competencies and technology in the cluster (AD1).

Geographical LSF are most often referred to by marine equipment firms (n=12), followed by governing bodies (n=8) and education/research institutes (n=7).

Spatial proximity is important in SAILBRIT. ER1 acknowledges the spatial notion of clusters and the importance of geographical proximity in this comment 'The advantage that we have is we are in a geographically delimitated space.' Recognition of a cluster by local authorities will promote its identification by other cluster members, its functioning, communication, and diffusion of information.

However, ER1 explains that cluster borders can be defined in different ways. There is a marine cluster defined by the borders of the administrative region. In contrast, SAILBRIT includes organisations from a larger region on the basis of their relevance for ocean racing as the cluster is 'not exclusively but principally interested in enterprises that are implicated in ocean racing, especially equipment supplier' (ER1).

GB1 evokes another geographical LSF which is being close to the ocean. Professional ocean racing teams need to be close to the ocean to conduct trainings while shipyards need water to launch boats (SY1). Suppliers are often located close by (GB1). GB1 explains that 'there is a big need for proximity in order to continue working and performing together.' Brittany accounts for 30% of French coastline (2,700 km) (AD2). GB2 and GB3 refer to the extraordinary geographical conditions which are perfectly suited for recreational and competitive sailing. There is a large navigation zone suitable for many types of vessels (GB2). The SAILBRIT area hosts numerous sailing races and has numerous islands as sailing destinations (GB3).

SAILBRIT is not embedded within a single, large city. Rather it is distributed across numerous smaller towns with a plethora of marine-related SMEs. Their significance is explained by GB3, 'the fact that there are plenty of small towns and villages on the water is also a reason for which ocean racing has developed here and not in a large city at the oceanfront'.

Historical LSF are most often cited by marine equipment (n=10), marine service firms (n=6),

and education/research institutes (n=4). There are historical social and economic structures that underpin SAILBRIT. ME4 explains that Brittany has always been closely linked to ocean racing and has bred some of the most successful French sailors, notably in single-handed racing (ME4). MS4 and ME5 argue that the relationships between some people and businesses in the cluster are older than the cluster itself.

Cluster organisations referred to the most are shipyards (n=130), professional sport (n=117), governing bodies (n=113), and marine equipment firms (n=100 -6). This confirms the central role of shipyards for the cluster and an awareness of their position within the cluster.

Professional sport is most often referred to by marine equipment firms (n=35), followed by marine services (n=27) and sailmaker/rigging (n=13). One participant stated emphatically, 'But the cluster, geographically it is here because it is here where you find essentially the racing boats, the racing teams, the racing stables.' (ME1).

The spatial proximity and direct exchange between professional sport and the other CLOR create a very dynamic environment. It is a breeding ground for professional sailors and skippers on the one hand but also for marine companies, especially ocean racing companies (ME5 The professional sport-marine equipment firm relationship also creates linkages with other CLOR, such as naval architects. ME1 explains that for example, if a marine equipment firm is contracted to manufacture a keel, it will seek technical information from the naval architect, despite the absence of formal/contractual link between the marine equipment firm and the naval architect.

Links between marine equipment and professional sport can also be through informal product testing.

For example, ME3 provides free equipment to professional sport teams and receives product feedback for improvement (ME3).

Physical proximity to professional sport is also important for marine service firms.

Professional sport is the principal clients for many marine service firms (MS4). MS3 has links to professional sport through sailing training centres that develop the next generation of professional sailors. Services offered by marine service firms to professional sport include consulting, quality controls, research, distribution of specialised products, and installation of electronics and navigation devices.

Sailmaker/rigging firms have strong links to professional sport teams for similar reasons as marine equipment and marine service firms. Sailmaker/rigging firms supply essential boat parts such as the mast, sail, or rigging (SR1). Governing bodies recognise professional sport as driving force of the cluster. Professional sport is a multiplier of economic activity around ocean racing. GB3 speaks to the economic centrality when he states, 'The more boats are spread on the coastline the more likely it is that there is a capacity to create enterprises around race stables'. GB3 supports innovation projects with the professional sport. There are no links or exchange observable between different professional sport entities (PS2).

Governing bodies are most often referred to by marine equipment (n=15), media/communications (n=15), marine service firms (n=13), and shipyards (n=11). Also different governing bodies refer to each other (n=14).

There is a CGB in SAILBRIT. The CGB is funded by three different public authorities and membership fees of private members. Funding from the public authorities accounts for 97% of the CGB's income (GB4). CGB is a membership-based association and is managed by five full-time employees. The CGB's role was evident during observations of industry and sport events (OR4, OR8).

CGB facilitates networking, collaborations, and joint representation of SAILBRIT and its CLOR.

Other governing bodies such as the local council are well represented at CGB events (OR3).

There are approximately 125 members in the CGB. and agencies as well as national and regional sport organisations.

Marine equipment firms are most often referred to by other marine equipment firms (n=25)

and by governing bodies (n=22), followed by marine service firms (n=9) and professional sport (n=8).

SAILBRIT comprises companies for all elements of boat construction (GB2). Marine equipment firms act as subcontractors or suppliers of parts or accessories to other marine equipment firms. For example, ME3 makes end pieces for sailboards for another marine equipment firm. ME5

has their own range of marine safety and navigation products, but also distribute products from other marine equipment firms. Relationships between marine equipment firms are normally friendly and mutual supportive (ME3 Observations reveal the high participation rate of marine equipment firms in interorganisational meetings and initiatives. These include industry seminars and support of a joint promotional initiative at the Brittany stopover of an international offshore racing competition (OR4, OR6). Marine equipment firms are also well represented on industry events (OR3, OR6).

Education/research institutions are most often referred to by marine equipment firms (n=17), followed by governing bodies (n=12) and professional sport (n=8).

Education/research institutes have longstanding partnerships with marine equipment firms. For example, ME3 has 20-year relationship with the universities of Brittany. These collaborative projects with education/research may involve more than one CLOR. Hence, a consortium is created to manage the project.

The capacity and potential to conduct research and innovation in their research laboratories makes universities important for SAILBRIT. For GB2, universities are 'really a strong partner in the concept of a cluster'. PS1 rely on the university to measure toxicity levels of their materials. PS2 acknowledges that education/research institutes 'help us a lot in certain parts [of the boat]'.

Marine service firms are most often referred to by marine equipment firms (n=12), followed by governing bodies (n=9), and equally often shipyards and marine service firms (n=7 each).

Marine service firms have links to many different SAILBRIT CLOR. Marine services can be retailers for marine equipment (ME5/ME6). Marine retailers can be retail chains or individual stores.

The latter are smaller distributors which provide more personal contact and for which contractual arrangements do not play a big role (ME6).

For GB2, the most important marine service firms are facility construction, retail, and tourism organisations as well as marine maintenance firms, service firms for overwintering or keeping of boats, boat rental firms, event and communication agencies, and photography firms. In contrast, GB4

downplays the relevance of marine service firms devoted to facility construction, retail, and tourism.

Shipyards are subcontracting various marine services. Amongst those are marine service firms that install marine equipment or conduct maintenance. Horizontal links are given through marine service firms that work on the boat construction site with other CLOR that can be subcontracted or suppliers (SY2). MS1, a marine consulting specialist, states 'I work a lot with other free-lancers like me that are principally marine experts'. The maritime museum ER2 has a partnership with MS3 specialising in the distribution of freeze-dried food used in ocean racing. The collaboration promotes MS3's products to visitors during ER2 events.

Sailmaker/rigging firms are most often referred to by governing bodies (n=17), followed by other sailmaker/rigging firms (n=11) and marine equipment firms (n=5).

GB3 argues that sailmaker/rigging firms are not always direct competitors, a feature which facilitates collaboration (GB3). Relations between sailmaker/rigging firms are usually relationships between a sailmaker and a mastmaker (SR1/SR2/GB3). For example, SR1 explains 'Yes, we have examples where engineers or architects worked together with the mastmaker [name of SR] in Lorient'.

SR2 registered a patent for a new sail-boom connecting technology in collaboration with a sailmaker (SR2/GB3).

Sailmaker/rigging firms have further links to CLOR. Sailmaker/rigging firms are suppliers to shipyards (GB3) on the one hand but they subcontract marine equipment firms for specialised composite injection work on the other hand (ME3). Sailmaker/rigging firms participate in cluster promotional initiatives races or at industry trade shows (OR6, OR8).

Naval Architects are referred to most often by shipyards (n=8), followed by professional sport (n=6) and marine equipment firms (n=5).

Whilst shipyards can design boats internally, they normally work with external naval architects. This is especially the case for ocean racing boats. For those need special expertise is needed and hence, external naval architects are used (SY1).

Naval architects are co-located with other CLOR such as shipyards and sailmaker/rigging firms and even with other naval architects (SY1). There is an example of a shipyard, sailmaker/rigging firm, and naval architects being located next to each other in the same street. The co-location allows them to meet and exchange information and knowledge easily and informally (SY1). For SY2, boat construction is underpinned by teamwork between 'the racing team, the skipper, the architect, the calculation firm, and the shipyard'.

Professional sport and marine equipment firms have links to naval architects. PS2 cites naval architects as first contact in the beginning of a new campaign. PS2 states, 'In the very beginning we start with choosing an architect'. Also marine equipment firms need to exchange ideas about boat designs with naval architects. For example, ME2 worked closely with a naval architect to ensure that their keel design is compatible with the available production machinery.

Marine media/communication firms are most often referred to by governing bodies (n=3) and education/research institutes (n=3). The low numbers suggest that these firms are somewhat peripheral to SAILBRIT.

GB2 includes marketing and communications agencies, marine photography studios, and sailing event agencies as media/communication firms (GB2). ER2 contracts these organisations for events and marketing material. ER2 and MC2 'have common interests in promoting SAILBRIT as tourist destination as both provide events or services for sailing tourists' (ER2).

Media/communication firms participate in most cluster and industry events (OR3).

Amateur Organisations are most often referred to by other amateur organisations (n=7). One reference is from a governing body and the remaining two from observations. Amateur organisations are sailing clubs or other non-profit association that organise sailing activities for amateurs. AO1 refers to links with other sailing clubs, normally in the context of meetings facilitated by regional and national sport organisations.

Interorganisational links. Data indicates formal interorganisational relationships (IOR)

(n=113) twice as often as informal IOR (n=60). The opposite is true for networks. More evidence is found for informal interorganisational networks (ION) (n=133) than for formal ION (n=58). In the following coded references are explored to understand better the circumstances leading to formal versus informal IOR and formal versus informal ION. Informal ION and formal IOR are presented first, followed by informal IOR and formal ION, according to their representation in data. The focus is on evidence provided by CLOR that referred most often to the respective IOR/ION.

Informal Interorganisational Networks are most often referred to by marine service firms (n=24), followed by governing bodies (n=22), marine equipment firms (n=18), sailmaker/rigging firms (n=15), and education/research institutes (n=10).

Informal ION result from historical and socio-economic circumstances. MS4 states 'our relationships with people in the cluster are prior to the creation of the cluster. We have been here in the region for a long time though and we knew all the companies that have been integrated in the cluster.' (MS4).

Informal ION exist between CLOR with similar competencies (MS1/MS2), as well as complementary competencies (MS4). A marine consulting firm informally appeals to others with similar services but slightly different expertise if required and vice versa (MS1). There is an informal ION between free-lancing marine services firms specialised in different consulting services that help each other out depending on their expertise (MS1). MS2 installs marine equipment on boats. They are intermediary for different marine equipment firms whose products require integration on the boat (MS2). MS4 argues that informal ION to CLOR is crucial for accessing vital information with other

CLOR: 'And networking means information […] I see that more like an exchange between these people and like primordial source of information because otherwise I would never have had access to this information and it is very complicated to have this very important information like information about public aids and public funding.'

High levels of dynamic and exchange activity between CLOR characterise the informal ION.

People from CLOR see each other regularly. There are meetings and events organised by the CGB where informal exchanges take place and contribute to the growth and strengthening of CGB-internal informal ION. MS3 explains, 'There is a sort of dynamic and an exchange between all those professionals there which is really impressive and rich and important. We see each other regularly.'

(MS3). ME3 underlines this by emphasising the typically informal nature of communication and exchanges (ME3

). There is informal exchange within a small group of CLOR which meets informally.

According to MS3, 'Much happens at the coffee machine here, even if we don't have a coffee machine here.' Sharing the same client creates informal ION. ME5 explains that informal links are created when complementary CLOR serve the same market and the same clients. Informal ION are also built upon informal exchanges about the market and the clients. This can be for example shipyards, sailmaker/rigging firms, and marine equipment firms selling marine products to the same professional team. This has happened over long time with the same CLOR and different clients, so strong informal ION could develop between the suppliers (ME5).

Informal
Formal Interorganisational Relationships are most often referred to by marine equipment firms (n=29), followed by marine services (n=18), education/research (n=13), governing bodies (n=12), shipyards (n=10), sailmaker/rigging (n=9), and professional sport (n=9).

Formal IOR between CLOR are manifested in different types of formal agreement. There are formal IOR between buyer and supplier, between service provider and client, and between subcontractor and client. These formal IOR may be one-off orders, mid-to long-term purchasing contracts, cost estimates, invoices, and delivery orders (ME4). ME1 has agreements with other CLOR to purchase marine paint (ME1). Shipyards and sailmaker/rigging firms are official suppliers to professional sport.

There are formal IOR for research collaboration projects. Research and development collaborations between private CLOR are formalised through specifications sheets and confidentiality agreements. The teams provide specification sheets to the manufacturer. PS1 states, 'So, for five years the partnership has been quite structured. That means that every year we make a specification sheet for them with our needs.'

There are formal partnerships or product sponsoring agreements between private CLOR and professional sport. Usually there are commercial agreements but more importantly there are confidentiality agreements with professional sport teams to protect research results and innovation in each team (ME2). Also shipyards and sailmaker/rigging firms have non-disclosure agreements with professional sport for joint research and development. Agreements with professional sport are also about product testing and feedback. MS3 states, 'We make quite formal criteria. So we formalise their needs and their feedback.'

In contrast, ME4 explains that contracts have only a low impact on IOR. Formalised contracts with professional sport teams are only necessary when those need to render an account to their sponsor about expenses. In the relationship between professional sport and ME4 contracts have only little value and importance: 'Overall, I think that the contract is only a paper. It has only little value, even if we arrived at a conflict concerning an aspect in the contract, I don't think that would play such an important role.' (ME4).

Formal buyer-supplier or service provider-client relationships exist predominantly between complementary CLOR but also between competing CLOR. In these circumstances, competing CLOR The CGB is involved in setting up those university-industry collaborations. They bring the partners together and set up the partnership agreement which considers the size of the partners and hence, their means of contributing to the collaboration (ER1)

There are formal IOR between private CLOR and the marine museum ER2. ER2 exhibits artefacts, information, and pictures related to SAILBRIT. ER2 works with professional sport teams to educate young people about ocean racing. Therefore ER2 has formal conventions with professional sport teams (ER2).

Government bodies create formal IOR. The department council GB2 creates links between university and industry by employing a knowledge transfer engineer. This person is responsible for transferring academic research into the marine industry. The engineer is based in the university (ER1) but paid by the department council (GB2). GB2 hosts and partially funds the CGB as part of their commitment to a larger technology park (GB1).

Informal Interorganisational Relationships are most often referred to by marine service (n=16) and marine equipment firms (n=15), followed by professional sport (n=6), shipyards and amateur organisations (n=5 each).

Informal IOR can arise from formal IOR. Regular formal IOR exchange and interaction can create informal IOR but this is not always guaranteed. MS1 states 'we discuss equally outside of purely commercial relationships' but this only happens 'for certain clients'. MS2 refers especially to informal product feedback via email or telephone. This happens in parallel to formal IOR such as purchase or subcontracting agreements. These informal exchanges are possible thanks to affinities and close interpersonal relationships of boundary personnel in different CLOR (MS2).

Geographical proximity facilitates informal IOR due to easier access to other CLOR, higher frequency of meetings, and lower barriers to meet (ME2/MS1). For MS1, the 'the advantage is to have a gathering of competences in a territory which is not very big'. Organisations are able to 'easily discuss with people and to be able to look for competencies not too far away' (MS1).

Whilst the cluster is formalised, there is also an informal aspect to it. CLOR that attend formal meetings or seminars organised by CGB might develop informal relationships with other CLOR. Two CLOR conducted a formal project and then exchanged informally during formal meeting or outside of a formal context (OR3/OR4/ME2).

Other CLOR argue that informal IOR were evident prior to formalisation of the cluster through the CGB. However, cluster formalisation facilitated increased exchange and collaboration.

Whereas prior to formalisation, it was just a co-location and knowing about the presence of other CLOR without necessarily taking advantage of that. ME5 argues, 'the cluster has helped to organise all that. It has created a sort of club'.

Professional sport has very close informal IOR to their suppliers and sub-contractors which are described as 'family ties'. SY2 describes their relationships to professional sport teams as 'privileged'. The CLOR take sailor safety very seriously. This creates a concern for the client that goes beyond normal buyer-supplier relationships. Technical failures or carelessness in maintenance and servicing can risk the safety of sailors. PS2 reflects: 'With the suppliers, […] we function indeed like a family in the racing stable, and in fact the doors are always open for these people [suppliers], they walk in and out as they like, and they mark our lifes. There is a part of our lifes which is with them.' Formal Interorganisational Networks are most often referred to by marine equipment firms (n=12), education/research institutes (n=9), and governing bodies (n=8), followed by marine service firms and shipyards (n=6 each).

The type of formal ION depends on the number of members and type of CLOR. The CGB of SAILBRIT is a formal ION. There is a formal membership process and CLOR pay a membership fee.

In return, the CGB organises regular industry events such as workshops, seminars or joint promotional or exhibition stands. The CGB as formal ION is comprised of a great variety and number of CLOR.

There are other formal ION with large membership base such as a retailer network created by a group of CLOR. This network is primarily composed of marine equipment and service firms (MS1).

There are small formal ION involving only a couple of CLOR that create links, often temporarily, for joint research projects, joint tenders, or joint budget applications. This form of formal ION is usually characterised by a confidentiality agreement, a contract, or a consortium. The typical members of such a small formal ION are marine equipment firm, shipyard, education/research institution, and the CGB or another governing body. This constellation is also called the 'Triple Helix Model' representing industry, university, and government [START_REF] Etzkowitz | The dynamics of innovation: from National Systems and "Mode 2" to a Triple Helix of university-industry-government relations[END_REF]. ME3

refers to this type of projects involving two marine equipment firms, one university, and one ER1 refers also to university-industry partnerships. This can be just in a bilateral formal IOR or in a consortium that includes more than two CLOR, often with governing bodies as the funding sources. ER1 states, 'So, we often find ourselves in a university-industry partnership that, I think, often it is a consortium, but that is less exclusive.' ER1 regularly creates consortia with one or more industry partners to obtain funding from the government or an industry body (ME3).

Another typical formal ION are interorganisational links surrounding a boat building project.

Such a project takes several months and requires expertise provided by many specialist firms. There is a vertical, contractual network between the different CLOR. Formal horizontal links occur through subcontracting of services or purchasing of products between two marine equipment firms or a marine equipment and service firm. The CLOR share the same physical work location (i.e. the shipyard). This facilitates horizontal, primarily informal links between the on-site CLOR. GB2 cites a formal ION which was created around a leisure boat development project for eco-friendly kayaks: 'There is a project that is called "Navecomat". There was [name of NA]. There was [name of ER], there was [name of SY], in order to manufacture co-created kayaks. That is a project which is labelled by [name of ER] and we help in fact the university and shipyards in terms of this dossier.' (GB2).

ER1 employs an engineer who is responsible for the transfer of knowledge and the creation of links between the academic world and the industry. In this role ER1 is constantly creating formal ION which often begin informally but are always transferred into formal agreements such as nondisclosure-agreements, partnership contracts, or consortia (ER1). The CGB argues in a similar way.

The formalised network of SAILBRIT establishes initial informal relationships between CLOR which can remain informal or lead into formal ION.

Interorganisational behaviour. Data indicates interorganisational citizenship behaviour (ICB)

most often (n=242), followed by collaboration (n=85), cooperation (n=56), coopetition (n=30) and competition (n=21). The focus is on the most often evoked interorganisational behaviours citing CLOR that referred most often to those.

Interorganisational citizenship behaviour. Data indicates advancement (n=63), loyalty (n=50), and altruism (n=45) most often. Constructiveness (n=34), conscientiousness (n=32), and tolerance (n=17) were also evident. Only one coded reference referred to compliance.

Advancement. Governing bodies (n=13), marine services (n=12), and media/communications (n=10) refer most often to advancement, followed by marine equipment firms (n=7) and sailmaker/rigging firms (n=6).

Governing bodies engage in advancement when they fund the promotion of the cluster. Three different public governing bodies fund jointly the SAILBRIT CGB. Local governing bodies provide incentives for professional sport and ocean racing related firms to base themselves in Brittany. For example, '[name of GB] put infrastructure in place to welcome ocean racing teams' (GB1).

Advancement is also evident through the CGB itself. The CGB facilitates inter-CLOR collaborations and assists new CLOR through providing access to the formal ION of CGB's members and helping with funding applications (GB2). There are regular meetings between different governing bodies to discuss possibilities to support SAILBRIT and associated industry sectors: 'I have a work group which was originally only constituted of elected representatives of the department. We have met 22 times since the creation of the cluster in a fairly regular way. And this work group was dedicated to always question how can we be more efficient, the most efficient for the enterprises [of the cluster].' (GB2). One of the main CGB activities is to create and organise events that bring together CLOR to discuss matters of mutual interest. These meetings facilitate solutions through exchange and collaboration (GB4).

Advancement happens through collaborative product development. There are many examples

for product collaboration projects that involve different CLOR including marine equipment, sailmaker/rigging, shipyards, marine services, and education/research institutes. These collaborations are often initiated or facilitated by the CGB. Product collaborations are often realised via a product specification sheet that contains important criteria and requirements of the client. Specification sheets stimulate innovation because they collect crucial informal and ideas for product-improvement, 'that means that we take back information, we are really an information collector. […] We bring the specification sheet. We produce innovative specification sheets.' (MS2).

There are other examples of advancement. MS2 is involved in product development and manufacturing of marine equipment. MS2 identifies possible improvements based on their initial tests.

This feedback can improve the design of the tested product (MS2). ME2 works with naval architects on the design and manufacturing of certain parts (e.g. the keel). The exchange between the two CLOR assures the feasibility of the manufacturing of the product and a maximum performance (ME2). SR2 refers to joint product development of a self-furling boom with a mastmaker.

Advancement happens through knowledge sharing. In one example, two competing shipyards shared knowledge about process technologies as part of a joint project. Both shipyards produced carbon fibre boat parts for the same client but they exchanged knowledge about technology and manufacturing. GB1 explained, 'They showed each other their respective know-how, even though they work in the same project, in order to perform better.'

Advancement happens through sharing work orders. Two shipyards shared an order of boats because the winner of the tender could not fulfil the order alone. GB3 explains '[name of SY] did not have the capacities to construct all boats. So, they offered [name of SY] to make the floaters instead of seeing this part sub-contracted by [name of SY] outside of Brittany.'

Advancement is also evident in an example where a group of CLOR sought improved communication platforms. MC2 was strongly engaged in creating shared databases for better client relationships and better communication and information platforms for different marine service firms.

MC2 has invested considerable time, money, and effort to create a platform that will benefit many marine service firms.

Advancement happens through joint product development with professional sport. MS3 has links to the training centre for professional ocean racing with which they optimise their product range of freeze-dried food through product testing and feedback gathering (MS3). ME3 has regular exchanges with professional sport teams concerning the design or manufacture of marine equipment or accessories (ME3). ME5 reflects on the co-location with professional sport: 'So, here in the region of Brittany it is really a breeding ground for sailors. We welcome sailors and help them to grow up, we help them to train, and we help them to have a real ocean racing stable.' (ME5)

Loyalty. Marine equipment firms (n=21) refer clearly most often to loyalty. Professional sport (n=8) make also explicit reference to loyalty, while remaining CLOR indicate this dimension only weakly such as sailmaker/rigging (n=4) and marine services (n=3).

Loyalty is evident when clients purchase again from the same supplier. Marine equipment firms are loyal to marine service firms as subcontractors because they use repeatedly the same firms for installation services. Professional sport and shipyards demonstrate loyalty towards marine equipment firms through staying with the same supplier across different projects. Long-standing supplier-buyer relationships and collaborations between marine equipment firms and professional sport teams indicate loyalty (ME3). ME5 believes that their clients prefer buying the entire product range rather than going to a different supplier for particular products, in order to benefit from marginal price reductions. Supplier-buyer relationships are not only commercial. PS2 recounted a story of a broken part being replaced and receiving technical advice that went beyond commercial agreements.

For PS2, 'here is a relationship of trust which is quite important beyond the commercial relationship'.

SY1 and SR3 explain that supplier loyalty permits more effective CLOR collaborations: 'It is also trust because the more we work together, the more we know each other. We know the deficiencies of one another and the qualities of each other. We know what to ask and whom. We know now very well the professions of other people.' (SY1).

Loyalty is expressed through regular communication and exchange of information. ME2 visits professional sport regularly on their boat. ME2 explains 'I will go on the boat with the skipper, there are permanent exchanges and the fact of being close is interesting.' This includes confidential information because often there are confidentiality agreements between marine equipment firms and professional sport. Professional sport provide a testing environments for shipyards, sailmaker/rigging, marine equipment, marines services, and sometimes also for media/communications firms (OR2, OR5, OR6). Long-standing relationships are required for this form of collaboration (PS1).

Loyalty was shown through collective initiatives that promote SAILBRIT. There was a joint effort to present SAILBRIT at the international ocean-racing stopover in Lorient. Representatives from ten participating CLOR spent time on the stand to represent not just their own company, but also the other CLOR (ME5).

Altruism. Marine equipment firms (n=11) and governing bodies (n=11) refer most often to altruism. Marine services and shipyards (n=5 each) indicate altruism to a lower extent.

Governing bodies and especially the CGB are constantly helping CLOR and SAILBRIT beyond their assigned mission to solve business problems. This is done through highly committed staff working in governing bodies. Their mission is to help SAILBRIT and its CLOR to grow, expand, and collaborate. However, the support provided by the CGB is considered as a 'good will' that goes beyond authorities' responsibility for economic development (OR3/OR6). One example for this is the organisation of a joint stand representing ten local CLOR that are heavily involved in the construction of ocean race boats at the tour stop of an international sailing regatta in SAILBRIT. The CGB initiated a joint stand with ten CLOR that are involved in ocean racing. This allowed also smaller CLOR with less financial power to be represented at this major event. The CGB acted as project coordinator and provided also marketing and communications services charging for this service (OR6). This is the habitual functioning of the CGB's projects and events. The aim is to help CLOR without creating costs for CLOR.

As opposed to this behaviour beyond CGB's mission, the typically assigned tasks of the CGB and governing bodies include supportive measures, e.g. helping to find financial aid for CLOR to conduct research and development (GB3) and providing specialist financial, legal and administrative support for patenting and commercialisation of inventions. This is very helpful for SME that often have neither the knowledge about this type of processes, nor the time to appropriate this knowledge (ME5).

Altruism occurs on a day-to-day basis in informal (e.g. lunches) and formal settings (e.g.

meetings)

. This is especially between co-located CLOR such as marine equipment firms, shipyards, and sailmaker/rigging firms. Altruism can be mutual, e.g. in the relationship professional sport and marine equipment firm. Professional sport provides ideas and product feedback. Marine equipment firms invent solutions for the professional sport teams' needs and ideas: 'We use from time to time our know-how in carbon or plastic injection for the ocean racing teams to find solutions for skippers. […] We help them often to tinker something […]' (ME3). Shipyards provide advice to other CLOR involved in the boat building project to ensure good quality over time. SY2 explains 'We make parts with the highest quality possible but in order to be able to do that, we have to provide sufficient advice to orientate people towards something that allows delivering something of good quality and reliable over time.'

ME1 explains that it is quite common to consult other CLOR for advice. MS4 considers information exchange as a primary benefit of the cluster. CLOR share technical expertise, market trends, and information about other CLOR (MS4).

Constructiveness. Education/research, marine equipment, marine services, and amateur organisations refer all equally often to constructiveness (n=4 each). Constructiveness was furthermore evident during observations (OR6).

Constructiveness is revealed through CLOR volunteering in boards of collective or federating organisations such as the CGB or sport governing bodies. ME3 is involved in different boards of governing bodies. AO1 is involved in different commissions in the Ministry for Youth and Sport and advises on the evolution of legal texts and regulations concerning sailing (AO1).

Constructiveness is evident in the maritime museum (ER2) exhibiting the past, present, and future of ocean racing and the wider industry. This emphasises the cultural, technical, and economic value of SAILBRIT. According to ER2, 'we show the know-how of local companies and finally we are showcasing innovation that are made in the sector that are not necessarily visible for the general public.'

MS3 refers to constructiveness in the context of informal word-of-mouth lobbying (MS3).

OR6 spoke about a project that 'helped to develop a sense of togetherness and collectiveness between the participants and might stimulate future collaboration, particularly in terms of the collective presentation of the local sailing industry' (OR6).

Conscientiousness. Professional sport and sailmaker/rigging firms (n=7 each) refer most often to conscientiousness, followed by marine equipment and service firms (n=5 each) and naval architects (n=4).

Governing bodies and especially the CGB are constantly exceeding CLOR expectations. This is largely related to personal engagement of staff working in those governing bodies. Their commitment to the cluster goes beyond their professional assignment. It can be explained through passion for the sport and the development of the sector around the sport. This can be described as 'good will' and is related to altruism. This form of conscientiousness was evident at different observations (OR3/OR6).

Conscientiousness is evident between professional sport teams and marine equipment firms.

PS2 explains that the use and application of marine paint needs some expertise and knowledge of the individual boat. The support and involvement of the suppliers in the use and application of marine products and equipment is very important for PS2. ME3 provides this advice. System suppliers, e.g.

sailmaker, for professional sport teams deliver not only products but are involved in the design, development, and application or installation process of delivered products. The relationship becomes even more important during races and especially in the case of emergency. PS1 explains that they rely on their suppliers' reactivity for equipment repairs or replacements. PS2 explains, 'we really need them to know our boat, our skipper and the way he functions perfectly, just because on critical moments, they need to be able to provide us with a fast solution'. ME2 confirms the sentiments of professional sport teams. They work in partnership offering additional services that are not invoiced or not invoiced to the full amount. ME2 explains, 'We have an exchange, a service which is not invoiced but otherwise the parts that we manufacture are invoiced.'

There are more examples for conscientiousness in supplier-client relationships. ME3 analyse their clients' consumption patterns and provide them with demand forecasts. SR2 goes beyond the mere delivery of a service or product in their relationships to clients through assisting in the development of the service or product. This can be in form of unpaid advice to and time spent with the client. SR2 states, 'I am sure that in the product that we make, we go much further in the definition of the product through advice'. SR2 invests unpaid work time to boat building projects: 'The idea is to have the boat as fast as possible, so you gonna give your input, you gonna give the other person what you can give them, like the load and things like that. This is the whole idea meaning that we are not being paid for that. The whole idea is to have a good project, being fast.' Naval architects often acts as a boat building coordinator, a service that goes beyond their prescribed role as architect. Naval architects perform this role because they are central actor in the project (NA1).

Tolerance. Marine equipment firms (n=6) refer most often to tolerance, followed by professional sport (n=3), and governing bodies and amateur organisations (n=2 each).

Marine equipment firms tend to be tolerant towards their clients. ME5 tolerates project overruns: 'We are more tolerant. That's true. And with no doubt, when they do development for us, they do not count the hours the same way for example, so it works in the two directions.'

Tolerance has its limits. ME2 will tolerate the costs of changes if the mistakes are the responsibility of ME2. But if the error is underpinned by poor advice from their client, then they will charge the client for their additional costs (ME2).

Professional sport shows tolerance towards suppliers, especially SME. PS2 recounted the anecdote of a faulty rudder blade, manufactured by a small marine equipment firm. PS2 did not seek reimbursement, rather they insisted to identify the root cause to avoid recurrence of the problem. PS2

explains, 'we needed to understand what exactly had happened…They are just two people and they do not have the capacity to indemnify the damage, but that was not our intention'.

Compliance. Only ME3 referred once to compliance. ME3 refers to adherence to unwritten rules in informal IOR. ER1 asks ME3 for permission to collaborate with one of ME3's competitors. This is not necessary but ME3 does it to ensure that collaboration partners are not offended.

Collaborative behaviour. Marine equipment firms (n=15) refer most often to collaborative behaviour, followed by education/research institutes (n=12), governing bodies (n=11), and shipyards (n=10).

Collaborative projects within SAILBRIT reflect the triple helix model, involving 'several industrial actors and in general, several academic partners' (ER1). ME5 argues that the collaborations within SAILBRIT are underpinned by the friendly atmosphere and individuals' passion for sailing and ocean racing.

Professional sport entities are driver of collaboration amongst CLOR. There is an example of collaboration between a marine equipment firm, a research laboratory of a university, and a professional sport team (ME3). All CLOR share the objective of enhancing the professional sport team's performance. ME3 explains, '[ER] is also working a lot with ocean racing teams with the same objective as us, which is to make progress and to stay in contact with people that are really demanding progress.' Collaboration between professional sport and manufacturing CLOR can lead to high-performance sport products. ME4 explains, 'If there is a service provider or a supplier who

develops material for top athletes you need to have inevitably collaboration, an exchange between these two partners.' (ME4)

There are two principal approaches to university-industry collaborations (ER1). Universities can provide technical assistance and expertise. The second is through the facilities and testing equipment provided by research institutes. Education/research institutes can also provide additional human resources 'like technicians, engineers, and researchers in the laboratories, but also potentially students in training' (ER1).

GB1 believes there is still a big potential for more collaboration but that there is an increasing tendency and more systematic approaches to collaborations (GB1). For SY2, collaboration is pervasive because: 'The manufacturing of this type of boat is often a team work done by the boat team, the skipper, the architect, the calculation office and the shipyard, the manufacturer finally. Inevitably, it is a team work.'

Cooperative behaviour. Shipyards (n=13) refer most often to cooperation, followed by marine equipment firms (n=11), and governing bodies (n=9).

Cooperation in SAILBRIT occurs during one-off occasions or on a permanent basis. One-off occasions are initiatives for joint application to tenders to obtain larger orders, funding for research project, or support for a stand at trade shows (OR1/OR8). Permanent cooperation happens in the context of boat construction projects. SR1 and SR2 point out the need for cooperation between different specialised firms that produce different boat parts. These firms must cooperate in order to integrate the different parts on the boat. NA1 confirms the necessity of cooperation between key actors of a boat building project: the client, the architect, and the shipyard: 'Yes, because architecture is done through three [organisations]. There is the client, an architect, and the manufacturer, and we cannot progress alone. So, we have to discuss regularly to have agreement [from the client] as it's him who finances [the project].'

Coopetive behaviour. Marine equipment firms (n=9) refer most often to coopetition, followed by governing bodies (n=5).

Coopetition is cooperation between competitors. SY1 refer to cooperation with competitor SY2 that won a large tender. SY2 subcontracted SY1 to provide parts (SY1/ME1). Also ME1 refers to the example of a shared order between two competing shipyards in SAILBRIT as example of cooperation. GB3 considers that cooperation originates vertically alongside the value chain from the diversity of the tasks necessary to construct a boat. GB3 explains, 'At the heart of our profession is really the technological company and I would say that those are companies that are used to work together. When I say work together that means build a boat together.' (GB3) GB1 sees also cooperation horizontally in the cluster across competitors that share the market. Another reason for cooperation between competitors is that facilities (e.g. keel cleaning) are too expensive for only organisation to construct and maintain (GB2), so competitors can share the cost for the investment.

ME5 and ME1 both made clear that competition does not prevent CLOR from behaving honestly towards each other. ME5 also spoke about knowledge sharing amongst competitors 'Obviously we are competitors, of course competitors will discuss with some reservation but in spite of all that, it is a milieu where everyone likes to share.'

Competitive behaviour. Competition is most often indicated by marine equipment firms (n=7)

and sailmaker/rigging firms (n=6).

Competition appears in the context of innovation. ME1 had a negative experience with joint innovation. ME1 is now more protective and prefers innovating independently. SR2 is adamant that research and development should be in-house: 'However, once I have invested in development, it's for sure that I do not want to see my competitor to launch the same product. So, I think, that is why I register a patent then.' ME5 lamented that clients are increasingly price-sensitive and will change suppliers to get lower prices.

Innovation. The theme source of innovation (n=202) was most often referred to. The second often evoked theme was phases of innovation (n=96). The theme type of product innovation was evoked least often (n=74). The focus is on the most often evoked innovation themes citing CLOR that referred most often to those.

Innovation sources. Most coded references in the theme innovation sources are assigned to external links as source of innovation (n=150), followed by internal resources as source of innovation (n=42), and the consumer as source of innovation (n=10).

External Links. Marine equipment firms (n=40), marine service firms (n=29), and governing bodies (n=22) referred most often to external links as source of innovation, followed by sailmaker/rigging firms (n=16) and professional sport (n=12). External links between CLOR can be vertically or horizontally.

There are vertical upstream links to CLOR clients. Professional sport entities are clients of manufacturing CLOR such as marine equipment firms. ME2 mentions exchanges about product innovation with professional sport teams and their athletes: 'There are technical exchanges for product improvement, so depending on the knowledge of each of us, there are exchanges [with PS] and we improve the product.'

Several marine equipment firms refer explicitly to interaction with professional sport as a source of ideas, joint development of prototypes, and product development (e.g. hull paint).

Professional sport athletes visit ME3's workshop to review developments and provide feedback There are vertical downstream links to suppliers, subcontractors, or service providers of CLOR. MS2 installs marine equipment and contributes to innovation by providing ideas and testing prototypes for marine equipment firms. They interact regularly with marine equipment firms in terms of sales and installation, and with professional sport or private boat owners as their clients (MS2).

Links to local education/research institutes are source of innovation. ME3 emphasises the longstanding collaborations with local universities and research laboratories for research and product development: 'But there are many enterprises [CLOR] here that work with the composite team of [name of ER]' (ME3). Also GB2 emphasises the important role of universities. Innovation is at the heart of clusters and links to research laboratories can be source of innovation (GB2).

Horizontal links between competing or complementary CLOR can be source of innovation.

ME4 cites an example in which they formally called upon another marine equipment firm for support in the development of a certain product (ME4). MS4 referred to a confidential research and development collaboration with a shipyard. SR2 refers to product innovation with another sailmaker.

ME5 refers to a formal ION comprised of CLOR that work together on a larger innovation project which focuses on the construction of the future sailing boat. Initially these discussions focused more on idea generation but they concern also prototype development and eventually commercialisation. where there is potential for innovation through external links. GB5 commented, 'It is at the interface between several functions where you create and innovate'. Also professional sport considers links to people and organisation from outside of the own team (PS1) and exchange with those (PS2) as important source of innovation: 'Besides it is very important to exchange, to make people from outside coming to the team on the boat in order not to be all by yourself closed up in your own idea'.

The CGB are also relevant in terms of external links as source of innovation. The links between the CGB and CLOR provide formal and informal access to a wide network of organisations with different expertise. This network helps CLOR to find competencies or research partners (MS1/MS2/MS3/GB3). According to GB3, the CGB is 'a means to help [CLORs] conduct R&D work on national level'.

Internal Resources. Sailmaker/rigging, marine equipment, and marine service firms (n=8 each) refer all equally often to internal resources as source of innovation, followed by shipyards (n=5)

and professional sport (n=4). Some CLOR indicated a preference for in-house innovation. MS1 does 'innovation internally in principle'. ME1 considers innovation is difficult to share and therefore best conducted internally.

For ME1, organisational culture is key to in-house innovation: 'The objective is not to get used to something but to manage finding a solution to overcome a constraint' (ME1). In addition to their external collaborators, professional sport teams also have internal resources for innovation. For PS1, internal innovation capacity 'means that we can go faster and have something of better quality'.

Consumers. Naval architects, sailmaker/rigging, and media/communications (n=2 each) refer most often to consumers as source of innovation.

While much reference is made to professional sport as a source of innovation, there are only very limited statements linking innovation to the mass-consumer-market. SR2 refers to clients' requirements for innovation. MC1 explains that product development is orientated towards consumers' needs. However, there is not explicit reference to the average end consumer as source of innovation.

Innovation phases. Data indicated the key innovation phases as follows: idea generation (n=33), invention (n=42), and commercialisation (n=21).

Idea generation. Marine equipment (n=10) and marine service firms (n=7) refer most often to the idea generation phase, followed by professional sport, education/research institutes, and amateur organisations (n=3 each).

The generation of an idea is a consequence of comparison and exchange amongst CLOR. The phase of idea generation is informal and includes different CLOR. For ME1, ideas emerge after identifying, observing, and analysing obstacles and insufficiencies (ME1). PS2 'can sometimes get inspired by what the others do' (PS2). ME3 and ME5 describe exchange with professional sport as s source of ideas. ME3 emphasises the physical presence of athletes in the factory and their feedback as key. For ME5, professional sport is also important: 'Sometimes [athletes] can give us ideas about how to improve the products to render them more performant, more high-tech, and more cutting-edge.'

PS1 generates ideas for marine equipment firms through product specification sheets. AO1 also provides specification sheets for new boats suitable for use in lessons. According to AO1, 'we take part in the creation of specification sheets for a next boat for the sailing schools.' MS2 argues that they generate ideas for professional sport. MS5 also provides ideas to ME: 'Yes, we give ideas, and more than that. It is very technical but we have really relationships with our suppliers and we try to make evolve their material with them. We can give them ideas, for sure.'

For ME4, the clients' needs are the starting point for idea generation. Similarly, MS2 explains that it is the need for something that creates innovation and that creativity or discovery does not happen arbitrarily. The challenge is not to generate ideas but to complete the innovation process.

According to ER1, 'There are many ideas but ideas that someone has tried to realise and advance, there are less. And ideas that go all the way to the end, there are very few.'

Invention. Marine equipment and service firms (n=8 each) refer most often to the invention phase of innovation, followed by professional sport (n=6) and sailmaker/rigging firms (n=5).

The different elements of the invention phase are prototype, producing a pre-series, and testing it until it is ready to be launched in the market (ME1). ME3 also refers to product testing as part of the invention phase. ME5 usually conducts product tests with the help of professional sport teams. There are partnerships between ME5 and professional sport teams for product testing and evaluation: 'We listen to the professional sailors to improve our products.' Marine services utilise professional sport for product-testing purposes. MS3 explains 'we facilitate access to our products for the team and vice versa'. Professional sport entities are a test laboratory for small CLOR that supply marine equipment to them (PS2). However, PS2 acknowledges, 'you can have the intervention of …a university for example because they make tests very rapidly'.

Other aspects of the invention are reported by marine equipment and service firms, sailmaker/rigging firms, and governing bodies. In contrast, ME6 relies on enthusiastic, nonprofessional sailors to evaluate prototypes: 'Then we have a partnership with them where we give them equipment because we are about to launch something in the market and it needs to be tested'. Even though marine services might be involved in the creation of product specification sheets, MS2 is also involved in prototype fabrication. For SR3, the situation is different: 'We don't test and try many things here; it is mainly using the tool we've got. It's mainly doing prototypes'. Governing bodies support CLOR in the phase of invention through subsidies for prototype development and employing a 'transfer engineer' who is responsible for creating links between university and industry.

Commercialisation. Education/research institutes (n=8) refer most often to commercialisation as phase of innovation, followed by marine equipment (n=4) and professional sport (n=3).

ER1 explains that each innovation project needs a market perspective so that it is possible to industrialise production and sell the innovation at a larger scale (ER1). Some marine equipment firms have commercialised their inventions thanks to SAILBRIT. ME3 explains that ,'[name of SY] have developed their know-how thanks to the cluster and today they succeed in selling it outside of the cluster.' Governing bodies and the CGB provide support in the patent process, exporting, and in promoting and communicating new CLOR products and the cluster itself. PS1 explains that very few ideas get commercialised. This is despite some having commercialisation potential beyond oceanracing (e.g. pleasure-boating and defence). The museum ER2 explains that they participate in the promotion and commercialisation of CLOR's products through their exhibitions and participation in events (ER2).

Product innovation type. In the theme type of product innovation most references are assigned to system/technology (n=38) as type of product innovation, followed by material (n=21) and use/design (n=15) as type of product innovation.

Product system/technology innovation. Marine equipment firms (n=9), marine services, and governing bodies (n=6 each) refer most often to system/ technology innovation, followed by sailmaker/rigging and professional sport (n=3 each).

GB1 emphasises the general focus on system/ technology innovation in SAILBRIT. A variety of system/ technology innovations have been developed in SAILBRIT. ME1 was involved in developing an autoclave stove (ME1). ME3 is able to attach navigation screens using material that is normally used for windsurfing equipment. ME4 develops an anti-capsizing system together with another marine equipment firm. ME6 has developed a solar-powered, wireless display for boat measurements and calculations. MS1 developed innovative vibratory analysis tools for cable structures. The revolutionary wingsails have been developed in SAILBRIT. To sum up MS4 asserts,

'Innovation is at the heart of our company'.

GB1 provided examples of system/ technology innovation within several CLOR. Innovation happens more in the marine equipment sector than in the boat construction itself (GB1). This is most evident with rigging and electronic equipment (GB1). GB3 talked about marine equipment and sailmaker/rigging firms that collaborate for the development of a new system/ technology (e.g. selffurling boom) (GB3).

Another project developed an electronic pulley that automatically trimmed sails (GB3). SR1 developed an electronic pulley capable of moving a filled or twisted sail. SR1 collaborated with a marine equipment firm to develop a navigation device that integrated navigation position and wind direction. Furthermore SR2 is the only organisation with the ability to make a three-strut mast (SR2).

Product material innovation. Marine equipment firms (n=5) refer most often to material innovation as product innovation, followed by professional sport, governing bodies, and naval architects (n=3 each).

Material innovation references often relate to boat paint and antifouling paint (ME3). The aim is to optimise the performance of marine paint and to reduce and replace chemical substances through biodegradable substances. ME3 explains, 'We look at making organic polymers and use natural substances or substances really close to nature that degrade well in this milieu.' GB2 talked about cluster-wide efforts to utilise natural, biodegradable, and non-toxic products. PS2 commissioned a new type of glue for repairs whilst at sea. PS2 explains, 'We looked for a product made for resin that would allow reparations when on the sea. We supplied a specification sheet and they have delivered the product.' NA2 perceived that the evolution of construction materialswood, aluminium, composite materials and carbon fibrerepresented the most significant innovation in product material.

Product use/design innovation. Marine equipment and services firms refer to use/design innovation (n=2 each) but overall there is only very little evidence for this type of innovation. ME2

explains that production feasibility constrains innovation of boat parts (e.g. the keel). For ME5 compliance to safety and security norms is a more influential constraint. NA2 refers to the 70s/80s

when American designers developed the radical, very light, multihull boats. This indicates only very little innovation concerning design and use of boats in sailing since then.

Data analysiswithin case explaining and predicting

In the preceding section the data from the first case study, SAILBRIT, is presented. These descriptions show what happens in SAILBRIT and how it happens. The following sections focus on the question why things happen. The research questions are used as starting point but an inductive approach is taken. Following Miles, Huberman, and Saldana's (2014) methods of data explaining and prediction, causal fragments are derived from data. Cause-effect relationships are theorised between different research themes in order to provide answers to the research questions.

CRQ 1 What is a sport cluster?

The overall research questions are addressed step-by-step answering subordinate research questions. All answers given here are tentative and no answer is exclusive to other possible answers.

CRQ 1a What are the characteristics of a sport cluster? is addressed by investigating different location-specific factors and cluster members. Figure 19 shows associative relationships between different location-specific factors. It is argued that geographical and historical location-specific factors are central to the casual chain. There is a physical/natural environment that is conducive for sailing, combined with a history of tradition of sailing. This leads to the development and growth of social and sport-related activities based on sailing in modern times. The proliferation of both professional and non-professional sailing, stimulates economic development, especially with regards to ocean racing.

Government authorities realise the potential of the cluster and take measures to support its development. 

CRQ 1c How do CLOR behave towards each other? and CRQ1d

To what extent are ICB evident in sport clusters? Table 10 shows the frequency counts of parallel occurrence of different interorganisational behaviours (IOB) in different interorganisational links (IOL). Darker grey shading indicates a strong cross-coding intensity between a type of interorganisational behaviour and link.

Lighter grey shading indicate low cross-coding coding intensity between a type of interorganisational behaviour and link. Most evidence for IOB is found in iION (n=40), followed by formal interorganisational relationships (n=33), informal interorganisational relationships (n=24), and formal interorganisational networks (n=20).

Interorganisational citizenship behaviour (ICB) (n=62) is the most often occurring behaviour, in IOR (n=32) and ION (n=30), followed by collaboration in ION (n=15) and in IOR (n=13), and cooperation in ION (n=14) and in IOR (n=9). ICB is the most often occurring interorganisational behaviour in iIOR (n=17), fIOR (n=15), and iION (n=24) whilst it is collaboration (n=8) in fION.

Collaboration is evident across all forms of interorganisational links with the highest indication in fIOR (n=9). Cooperation is most evident in iION (n=9), followed by fIOR (n=7), and fION (n=5).

Competition and compliance are not indicated at all in any form of interorganisational links.

Advancement is the strongest indicated ICB (n=20), occurring most often in iION (n=11) and to a weaker extent in iIOR (n=4). Loyalty occurs second most often (n=18) in different types of interorganisational links, in fIOR (n=7), iIOR (n=6), and iION (n=4). Altruism occurs third often (n=11) with most parallel coded references in iIOR (n=5).

Table 10. Cross-coding frequency matrix linking types of interorganisational behaviours and links (SAILBRIT).

CRQ 2 How do interorganisational (citizenship) behaviours influence product innovation?

Table 11 shows Table 11. Cross-coding frequency matrix linking types of interorganisational behaviours with innovation dimensions (SAILBRIT).

Cross-coding Matrix of Types of Interorganisational Behaviours with Innovation Dimensions (SAILBRIT)

System 

0 0 0 1 0 0 1 0 0 0 1 Coopetitive 0 0 0 0 0 2 0 2 1 0 1 3 Cooperative 2 0 0 2 1 6 1 8 1 1 2 12
Collaborative Tolerance 0 SURFAQUI incorporates about 400 firms of which 127 are affiliated to a cluster governing body (CGB) (EuroSIMA, 2014b). SURFAQUI employs 3,000 people and generates about €3 billion turnover (Région Aquitaine, 2011). The CGB managed 10 collective projects and had a budget of approximately €657,000 in 2013 (EuroSIMA, 2014b).

0 0 0 0 1 0 1 0 0 0 1 Loyalty 0 1 0 1 0 6 0 6 2 0 2 9 Constructiveness 0 0 0 0 0 1 0 1 0 0 1 2 Conscientiousness 0 0 0 0 0 2 0 2 1 0 1 3 Compliance 0 0 0 0 0 0 0 0 0 0 0 0 Altruism 1 0 0 1 1 4 0 5 1 1 2 8 Advancement 3 1 1 5 0 13 0 13 

Data collection

Primary data was collected from September 2012 to November 2012 with most interviews completed during September 2012. Table 12 summarises the interview data. This includes the type of CLOR interviewed, the code assigned for the interview as data source, the number of employees, the year of inception, the location, and the proportion of sales in surfing, the interviewees' position, and the length of the interview in minutes of recording and pages of transcript.

Table 12. List of all interviews conducted for SURFAQUI.

Table 13 displays key observation data including the topic, type, location, and date of event.

The table also shows the types of data collection activities conducted during the observations. Table 13. List of all observations conducted for SURFAQUI.

Table 14 summarises organisational information that was reviewed for SURFAQUI.

Organisational information includes event and exhibition programmes, activity reports, and event and product flyers.

Table 14. List of all organisational information analysed for SURFAQUI Twenty-four formal semi-structured interviews were conducted and transcribed. Two explorative interviews were conducted and summarised in meeting minutes or included in observation reports. This produced 16 hours 39 minutes of recording and 299 pages of transcripts. Transcripts were sent to interviewees for verification. 50% of participants confirmed or offered revisions of transcripts. Appendix G provides exemplary interview transcripts. Three observations were conducted at different events. Findings were documented in observation reports. Findings were documented through observation reports (Appendix H). Secondary data was obtained from interviewees, the internet, and from attending events.

Data analysiswithin-case exploring and describing

This section presents findings from the coding, content, and narrative analysis. Coding was conducted and documented in NVivo (see Appendix D). Frequency counts of coded references document content analysis. Appendix I shows a summary of frequency counts. The narrative analysis is documented in interview analysis reports (Appendix K) and in the following sections. Findings are presented according to research themes in the following order: LSF, CLOR, interorganisational links and behaviours, and innovation. Definitions for each research theme were given in Chapter Three.

Location-specific factors of sport clusters.

Geo-economic LSF (n=72) are referred to the most. This is followed by political LSF (n=49) and socio-economic LSF (n=46 Geo-economic LSF are referred to most by accessories/clothing firms (n=13), followed by governing bodies (n=12) and service/consulting firms (n=11).

Even though the surf industry is global, it has three main locations: California, the East coast of Australia and the Aquitaine region in France. This feature legitimises SURFAQUI as a surfindustry cluster (AD1). Aquitaine generates more than half of the turnover in the surfing industry in Europe (€800 million) and a third of European turnover in boardsport industries (AD1) (Table 16). There is a variety of surf-related organisations in SURFAQUI. SURFAQUI was started by a few craftsmen making hand-made surfboards. With the arrival of boardsport brands from the United

States and Australia, a concentration of surf companies developed similarly to the surfing cluster on Australia's East coast. BB6 explains, 'Basically everyone is here, [names of several BB], us, the biggest isothermal brands are here.'

In addition to surf equipment and fashion, SURFAQUI also includes tourism and events (AD1). SURFAQUI hosts the European headquarters of many of boardsport brands and accessories/clothing firms. AC2 states, 'The biggest brands, like [names of three different BB] you name it, are down here and logically all the press, all the specialised media, all the writers, all this world gravitating around the action sport are based down here.'

There are also locally grown CLOR including equipment specialists, media/communications firms, designers/shapers, and service/consulting firms. Service/consulting firms include surf retailers, distributors, consulting firms, and surf school. Equipment specialists' products include eco-friendly surfboards and surf wax, skate boards, and wet suits. All of those tend to be SME (AD1/AC2). GB2

confirms the presence of a cluster (GB2): 'In the region "Les Landes" 6 we find one of the strongest industrial concentrations in surfing'. Governing bodies include the French national sporting organisation for surfing and a special CGB for SURFAQUI. Professional sport comprises the national training centre for the French professional surfing team and the French branch of the Association for Surfing Professionals (AD1).

The SURFAQUI CLOR differ in size. There are few major ones, with the remainder all SME.

SC1 explains, 'There are a few major and many small ones but in the middle, there is not much.' GB1 asserts that both types of CLOR benefit from SURFTORQ (GB1). GB4 explains that it is easier for SME to establish themselves because they work with independent retailers. In contrast, big boardsport brands have often their own shops to support. Most of the SURFAQUI manufacturing companies specialise in technical products as there is almost no manufacturing of mass consumer goods in SURFAQUI (SC1).

Governing bodies, especially the CGB, lure businesses to the cluster. GB1 claims, ' we have managed to attract many head offices of companies from the surfing industry that have concentrated here, so we want to try to play that card in order to attract more'. Emerging businesses are not only attracted by the other surfing business, they also benefit from the subsidies and assistance provided by local governing bodies (GB4).

Co-location of CLOR is important. Co-location allows frequent formal and informal meetings and better knowledge about other CLOR. AC2 explains, 'We know each other and the fact that we can meet frequently. […] when you know the people, when you exactly know how they work, that's better.'

ES1 explains, 'there is affinity because indeed you have to meet people with whom you really want to work, people that understand your problems'. MC1 commented on the concentration of major boardsport brands together with smaller brands and retailers as well as service/consulting firms and media/communication firms (MC1).

6 'Les Landes' is a department in the region Aquitaine.

SURFAQUI contains 90% of the global surfing firms. SC1 argues that most other clusters do not have such an aggregation of main competitors (SC1). SC3 states that it is obligatory for a surfing company to be located in SURFAQUI if it wants to be successful. BB1 believes that SURFAQUI is 'the Silicon Valley of surfing' (BB1).

Political LSF are referred to most by governing bodies (n=24), followed by service/consulting firms (n=11).

Governing bodies support SURFAQUI in different ways. The most significant support is the creation and subsidy of a surf-industry specific CGB. There are financial subsidies to the CGB by different institutional partners which accounts for about half of CGB's budget (OI3/GB1/GB4).

SURFAQUI is not dependent solely on government subsidies but is also funded by the contributions of members, donors, and private partners as well as income from own activities (OI3). SURFAQUI receives subsidies from all three governmental levels. The CGB aims at actively structuring the cluster in order to maintain and grow it (GB1). CGB's mission is to maintain and grow SURFAQUI because it concerns not only one single company but a whole group of firms. However, GB2 explains, 'we consider that the work of the cluster [CGB] clearly generates a general interest and not only the one of a single company, hence it is important for us to support the cluster.' (GB2)

GB4 explains that territorial authorities are keen to develop industries and clusters. For GB4,

'that generates the arrival of new companies in the territory and the creation of employment. That is the final purpose of a cluster.' GB1 as public authority emphasis that their role is not a direct role, 'We are a bit in the observer role. We cannot be motor in changing companies; that is not our role, we are the municipality.' (GB1)

A range of support and assistance is provided by government agencies. GB1 provides individual assistance to CLOR. This can be through mentoring, assistance or financial support of specific projects, especially innovative projects. There are criteria that define eligibility for individual assistance of a company (GB1). Governing bodies provide support programs for newly arriving firms.

This includes construction subsidies, providing market information, networking, and international development (GB4).

SURFAQUI is not a creation of the public authorities. However, governing bodies supported SURFAQUI from the very beginning (SC1). SC1 explains, 'It was not that at the beginning the region Aquitaine said we need to develop the surf. It does not work like that'.

The CGB is seen as innovative. GB2 explains, 'I think that already the governance of the cluster is an innovation in itself. We are not only in the idea of asking and receiving subsidies but we try to construct together something that is for the entire surfing world, this is innovative.'

The CGB's has five main activities: economic observatory, innovation, research and development, sustainable development, collective actions for CLOR (e.g. designer/shaper, surf clubs and schools, surf associations, surf retailers), and projects around human resources (e.g. recruiting)

and communication (GB3). A practical example 'collective actions for CLOR' is the centre 'Olatu' which provides shared office space for surf businesses (SC2).

SURFAQUI's CGB is governed by a steering committee and two sub committees a piloting and a technical committee. The latter looks primarily after fund raising for projects. In addition to these committees there is a volunteer president and board and four full-time staff (OI3). The CGB is funded simultaneously by private (56%) and public (44%) sources in 2013. Private funding is split into company participation and billable services (30%), memberships (17%), and sponsors (9%) [START_REF] Eurosima | EuroSIMA Activity Report 2014[END_REF]. The organisation is aiming to be self-funded so that it is consistent with the nonbinding directive of the French national cluster governing body [START_REF] Franceclusters | Présentation[END_REF].

SURFAQUI is accredited as a cluster by the French national cluster body. Efforts to achieve the status of 'pôle de competitivité' 7 in 2005 were unsuccessful due to changes in political powers at the time (ER1). Despite this, the cluster has moved forward (AD1). For BB5, the CGB activities are important because 'you need the local support from the people who run the region, the council, and the mayors to help.' Socio-economic LSF are referred to most by boardsport brands (n=15), followed by governing bodies (n=9).

There is considerable staff movement between the CLOR. BB1 describes SURFAQUI as a microcosm in which people start working in one CLOR and switch to another one and to the next one 7 'Pôle de competitivité' is a term for a further developed cluster utilised in France.

(BB5/MC1). CLOR employees have interpersonal relationships and surf together: 'While they live here, they will be mates, they will hang out together, and they will have pretty good surfing together and then next door the same people probably work in one company, they leave to work for another surf company. They are all kind of interrelated.' (BB5)

CLOR were established in the region because surfers wanted to live there. This is reflected in the brand slogan, 'from surfers for surfers'. A large, local market for surf-related products remains:

'We came here because the employees were surfers and wanted to live here and it was conducive to surfing and the biggest market is along this coast. Therefore it makes sense to be here, rather than somewhere else.' (BB5)

A shared passion for surfing underpins CLOR's respect for other CLOR. All are committed to developing the sport and the industry whilst preserving its authenticity (BB1/BB4). The CLOR place people and the environment first, and commercial aspects second (AC1/SC2). Whilst there is shared passion and friendships, this does not lead to frequent interactions. PS1/BB7 explains, 'My relationships to my equals in [name of several BB], etc. are very limited. I have cordial relationships with them, sometimes friendly, but only very few professional relationships.'

These statements reflect the individualist and counterculture nature of surfing (MC1). This image has also nurtured the individualist culture of the surfing world and its companies towards new entrants in the surfing industry (MC1). However, this attitude is evolving. Nowadays there are not only overlaps of different boardsports such as surf, skate, and snow that are linked through boardsport brands offering products in all three sectors, but even more through overlap of practitioners. Also the surf related fashion and clothing market is more and more taken into account by CLOR (AC1).

SURFAQUI's collective approach is innovative for the surf industry. GB2 states that surfing firms 'may be even more individualistic than other enterprises, so to make a collective approach; that is really innovative in itself.' CLOR knowledge of each other and their relatively small number are keys to SURFAQUI's success (GB1). SURFAQUI is one of the most dynamic and active clusters in the region compared to clusters in other sectors (GB1).

Whilst expertise is relevant, personal affinity is very important when selecting collaboration partners (ES1/ES2). ES1 explains that their partner is 'not the only ones who manufacture this but it is when meeting someone that we have a personal tendency with whom we have an affinity and the willingness to work with.'

The personalities of CGBboth paid an unpaid -and their ability to create interpersonal links are also key. The CLOR are appreciative of the small turnover of permanent personnel within CGB (GB2).

Sport-related LSF are most referred to by boardsport brands (n=10), followed by education/research institutes (n=4) and accessories/clothing firms (n=3).

There are close connections between surfers and surf businesses, especially the equipment manufacturers. Relationships between the manufacturers and surfers are also facilitated because the manufacturers sponsor athletes and competitions (OR2/GB1/GB4). The act of surfing influences the people working in the surfing industry. BB1 explains that the surfing industry is 'basically an industry that is founded on passion and to support the surfers, that means that the people that started the brands, they did that to continue their passion.' SURFAQUI is considered as the 'capital of surfing' (BB2) and is home to many professional surfers. BB6 states, 'All the best surfers of Europe are here almost.' For BB2, these professional surfers are an incentive to also be based in the region. BB2 explains, 'we wanted to keep the flag of [name of BB] in Hossegor in order to always have a relationship with our surfers, our athletes which are often in Hossegor to surf.'

ER1 proposes a link between the passion for surfing and the industry's economic and technical development. The passion for surfing leads to high commitment levels. ER1 argues, 'in this surfing cluster all companies and stakeholders, […] except a few unfortunately, are passionate about surfing, and hence they are prepared to run projects, not for free, but to invest themselves more than intended.'

The Historical LSF are most referred to by boardsport brands (n=6), followed by service/consulting firms (n=4).

A filmmaker introduced surfing to France, and Aquitaine, more specifically in the 1950s. Surf clubs and competitions soon followed (AD1). The surf industry evolved and SURFAQUI was officially recognised in 2005 as a 'local productive system' (AD1). Initially there were only small craft-like businesses, primarily around surfboard shaping. Bigger businesses started with François Pajau who started the European branches of three major Australian surf brands (BB1).

Most of the statements made by boardsport brands refer to their own history within SURFAQUI (BB2/BB4). For example, BB4 states, '[name of BB] was originally a company that distributed wetsuits and surf accessories, then they added sun glasses, then ski masks which were always made in Italy.

[…] However, we kept this geographical location.'

The industry was based on importing products, not designing them. SC1 explains, 'Yes, from the beginning it was like that, it was bringing in product not conceiving them, never.' (SC1).

Therefore, the surfing industry is not inherent to the region of Aquitaine.

Geographical LSF are most often referred to by boardsport brands (n=4) and service/consulting firms (n=4).

Several CLOR explain that the surfing conditions at Aquitaine are responsible for the location of the cluster. BB1 explains that the cluster 'established itself here naturally because here it is a place with the best waves'. AD1 describes the coastline as 'exceptional'.

Cluster organisations. Governing bodies (n=101), boardsport brands (n=83), and service/consulting firms (n=61) are referred to most frequently. There are another two types of CLOR that are considerably referenced, education/research institutes (n=46) and equipment specialists (n=46). A little bit behind but still reasonably represented are professional sport (n=26) and designers/shapers (n=18). Least attention is devoted to media/communications (n=12), accessories/clothing (n=11), and to amateur organisations (n=6).

Governing bodies are most often referred to by other governing bodies (n=28), service/consulting firms (n=20), and boardsport brands (n=14), followed by equipment specialists (n=11) and amateur organisations (n=7).

Governing bodies are differentiated in CGB, public authorities, industry associations, and sport federations. The CGB plays an important role in SURFAQUI. The SURFAQUI CGB is funded by public institutions (48%), membership fees of private members and donations (16%), private partners (9%), and income through billable services provided to members (27%) (OI3). The CGB is a The CGB is not just an 'introduction agency'. The CGB can take a more active role and create collaborative projects that can be either closed (i.e. participation is invitation only) or collective (open to all interested CLOR) (GB3). The CGB strives to advance these interorganisational projects and develop the underlying interorganisational relationships (GB4). The CGB can also advise CLOR how to manage innovation projects. This is important as most CLOR 'have a big commercial culture and marketing but not technological.' (GB1).

The CGB focuses some of its efforts on the sport of surfing, and not just the CLOR within the local surfing industry. The purpose is to contribute, maintain, and protect surfing's image and reputation. BB4 explains: '[name of CGB] […] protect the image of surfing. That means, that those are really surfing companies that invest in the sport and that protect themselves from the external brands that do not invest in events, which do not support the sport, but that still want to take advantage of the brand [of surfing], so in this perspective [name of CGB] is great.'

The CGB has commercial relationships to CLOR. SC1 provide services to CGB. SC1 states,

'For two years I have actually animated the innovation commission of [name of CGB], personally but also on the account of [name of AC]'

SC2 also provides services to the national sporting organisation for surfing and to public authorities. AO1 provides services to regional, departmental, and municipal authorities through managing sporting infrastructure and youth programmes offered by the public authorities to the population. AO1 affiliated to the CGB only recently and the relationship needs to develop. AO1 is involved in the national sporting body for surfing as member of the executive committee: 'I am part of the directors' board of [name of GB] which has the role to develop surfing activities and associated disciplines in the wider sense, the promotion and organisation of competitions, national and international'.

Smaller firms within SURFAQUI are concerned that the CGB does not adequately represent their interests. ES2 refers to a class divide within SAILBRIT when he remarks, 'there are the big companies that are part of one […] then there are all the small SME'. ES2 also laments that the CGB does little to facilitate exchange on matters of mutual interest. ES2 states, 'There is no participative exchange about this topic at all between the members. That is what upsets me a bit, that I do not like, because it is not the idea that I had of a cluster.'

Boardsport brands are most often referred to by boardsport brands (n=16) and service/consulting firms (n=15), followed by education/research institutes (n=10), media/communication firms and governing bodies (n=7 each).

Boardsport brands are the main players in SURFAQUI. Many participants referred to the arrival of a few large American and Australian based surf brands as the start of the Aquitaine surfing industry. These brands have attracted other smaller brands to (BB1).

All the big boardsport brands have their European head office in SURFAQUI (BB6). The rapid growth of surfboard brands over the last decades is also reflected in the growth of employees in major boardsport brands. The six major boardsport brands represent about 80% of the turnover generated in SURFAQUI (AD1). The surf brands have diversified into other boardsports such snowboarding and skateboarding (SC1). Some of the boardsport brands have their snow and mountain division based in Europe whilst the surfing divisions are headquartered in Australia or the United States (GB4).

Little is said in terms of links between different boardsport brands except that relationships are friendly but weak on a professional level (PS1/BB7). ER1 observes that the bigger boardsport brands do not make significant research and development investments, as they are oriented towards selling clothing. Therefore competition is based on cost leadership and marketing and not on differentiation through quality and innovation (ER1/GB2). ER1 explains: 'Today I have the impression that they [BB] have an open frontal fight between them via communication and marketing rather than via the product.'

Boardsport brands have a leadership role in SURFAQUI which is shown in some boardsport brands' willingness to carry collective projects in SURFAQUI. SC1 explains, 'In that particular project there were all the "leaders", all the big brands, some were more committed than others but all were in, all the big ones.'

Boardsport brands have links to other CLOR. SC3 has worked with all big boardsport brands.

MC1 publishes articles about surfers. MC1 inevitably reports also on boardsport brands' products because boardsport brands are usually sponsors of top surfers. Some of the staff at MC1 had previously worked with boardsport brands. Boardsport brands work with education/research institutes and accessories/clothing firms for research and development (e.g. neoprene recycling) (GB3/GB4).

ER1 cites numerous collaborative projects with boardsport brands (e.g. creativity workshops).

Services/Consulting. Boardsport brands (n=18) refer clearly most often to service/consulting firms, followed by governing bodies (n=8), equipment specialists (n=6), service/consulting and accessories/clothing firms (n=5 each), and media/communication (n=4).

SURFAQUI service/consulting firms include distributors, retailers, consulting firms, event firms, and screen-printing firms (AD1). Most of them focus on surfing as SC1 explains, 'they make not 10% of their turnover in surfing. They make 90% of turnover in surfing.' From a retail perspective some boardsport brands differentiate 'core surf shops' from other shops. Core surf shops have at least 25% of technical surf products (i.e. boards, wetsuits, board shorts, leashes) in their product offer.

Those shops are usually independent, multi-brand stores (BB1). AC3 also distinguishes 'core shops'

as shops that sell solely boardsport products from shops that are called 'jeaners' and 'fashion generalists' that sell boardsport-related clothing and accessories. Some boardsport brands do not deal directly with surf shops, preferring instead to work with distributors. Boardsport brands have their own single or multi-brand shops. MC1 has links to many surf retailers because their magazine is distributed through retailers. BB4 has links with a design company. Also BB3 works with a service and consulting agency for conceptual assistance and innovation. BB5 refers to surf shops and surf school.

According to ES1 surf shops are important 'Because a shop is always a crossroads of surfers.

A shop is always in contact with a big number of surfers that come inevitably to buy material there and they are always listening to the surfers.' BB5 refers to the triangle between boardsport brands, surf shops, surf and schools. Boardsport brands distribute their products through the shops. The school refers students to the shop for product purchase. Boardsport brands provide surf schools with equipment suitable for beginners (BB5).

All cluster projects are outsourced to specialised service/consulting firms, given the technical and sometimes ambitious requirements. GB4 explains, 'we commission independent service providers that today are also part of the team [name of CGB] but they are direct employees.' They are specialised consulting firms. For example, some focus on innovation and others on environmental projects (SC1). Boardsport brands and equipment specialists work with external service/consulting firms for research and innovation (GB3). Sometimes a lack of competence underpins a relationship.

ES1 explains, 'I am not a chemist, so I have to ask a laboratory in that case.'

Education/Research institutes are referred to most by governing bodies (n=13), followed by boardsport brands (n=8).

GB1 describes links between private companies and education/research institutes in SURFAQUI. Whilst education/research institutes' knowledge and expertise can benefit SURFAQUI CLOR, the inability to provide results quickly is sometimes problematic. The education/research institutes' emphasis on scholarly publications compounds this problem (GB1).

The CGB brings education/research institutes into the cluster network and in cluster projects (GB3). University professors speak at cluster conferences and workshops. Their students assist at conferences and industry events (OR1). One education/research institute offers boardsport postgraduate degrees (GB4). Various boardsport brands work with education/research institutes to facilitate creativity workshops and student projects (BB1/BB4). SURFAQUI has considerable potential for industry-university collaboration (AD1). The cooperation between academia and industry stimulates innovation (AD1).

The link between education/research institutes and the surfing industry is long-standing and is evidenced by the collaborations between education/research institutes and scientific CLOR, through

PhD students related to SURFAQUI, and through numerous student internships (AD1).

Equipment specialists are most often referred to by boardsport brands (n=10), governing bodies (n=9), and service/consulting firms (n=7), followed by education/research institutes (n=6) and amateur organisations (n=4).

Equipment specialists work independently or in partnership with other CLOR, mostly boardsport brands. BB1 works with surfboard manufacturers. BB5 has links to an equipment specialist that supplies bindings and wakeboards. BB6 works regularly with the research and development department of an equipment specialist.

Equipment specialists receive support from governing bodies. GB1 helped ES2 establish their eco-friendly surfboard business (GB1). GB4 argues that the CGB-facilitated collective research also has helped ES2. The CGB acknowledged ES2's eco-friendly innovation with the industry award (GB4).

ER1 emphasises their links to small-and medium sized equipment specialists for innovation projects, noting that these equipment specialists are often innovation source. ER1 criticises the big boardsport brands because 'It is the small ones that innovate. It's only the small ones, the big ones do nothing. That's what I criticise.'

Professional sport is most often referred to by boardsport brands (n=17), followed by accessories/clothing firms (n=7). No other CLOR refer to professional sport.

Boardsport brands refer most often to their own teams and the individual riders. The athletes are involved in all phases of innovation, most notably in product testing (BB2/BB4/BB6/AC1). BB2

explains, 'You need to keep the contact with the athletes. That is super important for a brand in order to have the best feedback on products and to develop the best products'.

BB7 is marketing manager but at the same time manages the professional team (PS1). This dual role facilitates a close link to the athletes. The managers of professional athletes and teams are linked to riders on a day-to-day basis (AC2).

Designers/Shapers are most referred to by equipment specialists (n=4), followed by service/consulting firms (n=3) and education/research institutes (n=3).

ES1 uses external designers/shapers for the engineering part of their product development.

ER1 assigns a special role and relationships to designers/shapers often one individual runs them. ER1 explains, 'So there are quite particular relations with all the people that are in small crafts, so for example shapers, so all business that are managed by one single person primarily or by people that new surfing sports or new material are usually carried by one single person where you often find new creation for surfing and new materials.'

Media/Communication firms are most referred to by accessories/clothing and service/consulting firms (n=3 each).

AC1 explicitly mentions media/communication firms as important CLOR because they gravitate to the big boardsport brands and accessories/clothing firms. Media/communication firms are naturally located close to other CLOR to better access content (AC2). SC2 also contributes content to a radio broadcast devoted to surfing. AC2 has strong links to surfing and boardsport media within SURFAQUI: 'There are strong links and interaction with the specialised press. I am not talking about mainstream press which are in France, for instance, more based in Paris, but all the surf magazines, all the snowboard magazines, all the crossover action sports magazines are based here, most of them.'

Accessories/Clothing firms are most referred to by services/consulting firms (n=3), followed by governing bodies, media/communication firms, and other accessories/clothing firms (n=2 each).

SC3 has worked with accessory/clothing firms alongside of boardsport brands. GB4 refers to a cluster project that included accessories/clothing firms. Few details about accessories/clothing firms and their role in SURFAQUI are provided.

Amateur organisations refer most often to themselves (n=4). AO1 is a non-for-profit organisation that aims at teaching surfing to young people at an affordable price. AO1 refers to surf schools and surf shops with whom they share the market (n=4). Formal interorganisational relationships. Service/consulting firms refer most to formal IOR (n=25), followed by governing bodies (n=15) and accessories/clothing firms (n=14). Also equipment specialists (n=12), boardsport brands (n=7), amateur organisations (n=9), and designers/shapers (n=5) refer to formal IOR.

There are formal IOR between service/consulting firms and the CGB through commercial contracts. The CGB is organised in different commissions (e.g. innovation commission). To manage the commissions and their projects the CGB subcontracts service/consulting firms (SC2).

Service/consulting firms are hired to manage projects because the CGB has limited resources. SC1 explains, 'the cluster has an internal structure which is quite light and that is contrary to the "pole de competitive" which will have permanent staff and things like that. Here, the structure is quite flat and that leans indeed on specialised service providers, […] So, I am just a service provider.' This is formalised with an annual contract. The service provider reports annually and proposes a programme for the coming year. Based on that the contracts are renewed or not (SC1/GB4). GB4 explains, 'today all the projects are contractualised with either an invoice, or a convention, with [name of CGB],

because the organisation is an association. All the projects are governed and regulated with conventions, so that are definitive agreements between the association, the companies, and the independent consultant.'

Supplier-buyer relationships and service provider-client relationships are formal.

Service/consulting firms provide formalised services to the CGB and CLOR. SC1 explains that he was

'asked this year for example by a member of [name of CGB] which wanted me to work with him personally to accompany him in the development of his company, particularly to find investors' (SC1).

There are formal IOR related to the CGB and public authorities. Strategic projects require confidentiality agreements between CLOR and the CGB. Confidentiality agreements are also used when CLOR and work with competitors (GB4). CLOR can be members of the CGB, a formal process requiring application and fee (GB3). Some CLOR provide delegates to the CGB board. This is a volunteering activity to advance SURFAQUI projects (SC3/GB4). Subsidies and support from regional authorities or municipalities to CLOR are formalised. Public authorities support also individual CLOR through financial subsidies or other forms of business development assistance.

Public funding for start-up enterprises can be provided at different stages of the company's development.

There are various contractual relationships amongst CLOR. Amateur organisations are clients of boardsport brands and accessories/clothing firms. Amateur organisations buy large volumes of surfing equipment that are adapted to suit the needs of beginners. AO1 has high expectations of the relationship: 'The relationship "client-supplier" is a work that can go up until collaboration and the modification of material but the minimum is a financial relationship'. DS1 explains that he subcontracts the robotics part of the manufacturing process while DS1 is subcontracted to another boardsport brand (DS1). AC3 has a formal agreement with its supplier for joint marketing promotion in specialised media. The supplier communicates about the client and vice versa (AC3).

There are formal IOR between CLOR and education/research institutes underpinning student projects and university-industry collaboration. Service/consulting firms' managers provide lectures at education/research institutes. There is also a postgraduate surf-industry programme (SC3).

Postgraduate students conduct research that is contextualised within SURFAQUI CLOR (AC1).

SURFAQUI CLOR also host student interns. ER1 holds innovation workshops that integrate students and the surfing industry. There is also a research centre within ER1 that helps companies There are formal IOR between CLOR and professional sport for the sponsorship of athletes.

AC1 explains, 'We have obviously athletes under contract but these are often our athletes over the long term.' There is formalised product feedback between accessories/clothing firms and professional sport. There is regular communication between professional sport such as professional athletes, team managers, and designers of accessories/clothing or boardsport brands: 'We are in constant communication with them, sending them product feedback report to do and so on.' (AC2)

Informal interorganisational networks are most often referred to by services/clothing firms (n=13), governing bodies (n=11), and boardsport brands (n=9), followed by equipment specialists (n=8), accessories/clothing firms (n=5), and media/communications (n=7).

The cluster SURFAQUI itself is an informal ION which is supported through the formalised membership in the CGB. The cluster is described as a 'hub' that 'allows us to access the companies and the companies know us as well, that is important.' (GB2).

Formal ION facilitate the creation of informal ION. The CGB leads projects and programmes that are in the collective interest of CLOR. This includes industry events, for example, workshops, or an annual conference with industry awards. These activities include both a professionalising objective (e.g. invited speakers from industry and academia), and a social (i.e. creating informal ION) (OR1).

GB3 explains: 'They know each other, they exchange amongst them except that at some point when MC1 creates an informal ION between all those that are in their magazine and all those that read their magazine.

Formal interorganisational networks are referred to most by governing bodies (n=24), followed by service/consulting firms (n=10) and boardsport brands (n=6).

The SURFAQUI CGB creates a formal ION. This is formalised through the membership process and fee. The CGB creates other formal ION by creating and administering projects (GB3).

CGB's board and committee members are appointed and displayed publicly in CGB's brochures and website. Committee and project managers are usually contracted in service agreements. Hence, the CGB is governed by few paid and staff and numerous volunteers from CLOR while the temporarily projects are usually outsourced to service/consulting firms. Each CLOR can decide to participate in a cluster project or not. Participation means a financial contribution. GB4 explains, 'in fact we have put a package price for each company around €1,000 for the year and we co-finance the rest through the cluster'. All projects are contractualised through invoices and conventions or confidentiality agreements.

The CGB provides formalised project management services. These services are organised and structured (SC4). The results from the CGB commissions' projects are only accessible to the financially contributing CLOR for the first year. A summary is available immediately for all CLOR (GB3) regardless of their contribution to the project.

There are various CGB-organised events. The most important is the annual conference and ball which can only be attended by registered CGB members (OR1). This is the largest annual gathering of the European surf industry. This formal ION creates informal ION. The conference addresses the CGB fives principal themes of action: innovation, marketing, environment, human resources, and federation of craft and trades people (GB5). Each theme has a commission that determines the objectives for each theme and the select key initiatives. This will be then formalised through an annual budget planning and subsidy demands from the territorial authorities (GB3).

There Interorganisational behaviour. Participants referred to interorganisational citizenship behaviour (ICB) (n=125) most, followed by collaboration (n=50). There is some evidence of competitive behaviour (n=32), and cooperation (n=29) but little evidence of coopetition (n=6).

Interorganisational citizenship behaviour. Data indicates altruism (n=37) most often, followed by advancement (n=31), loyalty (n=24), and constructiveness (n=23). The remaining ICB dimensions received little attention with conscientiousness (n=6), compliance (n=2), and tolerance (n=2).

Altruism is referred to most often by governing bodies (n=14), followed by services/consulting firms (n=6) and boardsport brands (n=7).

Governing bodies help other CLOR in many ways. Governing bodies help to find subsidies, with exporting, innovation, research and development, finding real estate, constructing a building and more. Governing bodies support CLOR individually as well as collectively, when there is a shared issue (GB1). Public authorities and industry created the CGB to help CLOR (GB4). While the CGB board is dominated by few boardsport brands, many measures are SME-focussed as GB5 illustrates:

'The entire axis had been constructed to help the very small companies in the cluster.' SME benefit from research projects financed by the larger CLOR. This is through either a reduced fee to participate in the research (because of their smaller size) or through accessing research summaries (GB3). SC3

argues that both SURFAQUI and more specifically the CGB enable them to get answers to their question about funding possibilities (SC3). There is a tangible willingness of the governing bodies to help SURFAQUI and its CLOR develop and grow without the pursuit of financial interests. GB4 For example, there is a guide to shaping boards in an environmentally and sustainable way which is not harmful to shapers' health (GB4). Another handbook identifies environmental standards for manufacturing which concerns surf equipment (GB5). CGB improves IOR and ION by creating communication platforms, for example for recruiting surf industry staff (GB5).

Loyalty is referred to most often by service/consulting firms (n=5), followed by accessories/clothing firms and amateur organisations (n=4 each).

Loyalty is evident when CLOR stay with CLOR despite deviations from the initial agreement.

Additional working hours are not always invoiced. This is evidence for a CLOR sacrifying its own interest for the other CLOR's interest (SC1).

Loyalty is evidenced by longstanding relationships between various CLOR. Service/consulting firms tend to have mid-to long-term relationships with other CLOR (SC3/SC4). CLOR sponsor professional sport athletes and teams. AC1 highlights their loyalty: 'Then we have athletes under contract obviously but these athletes are often athletes for a long time.' Long-term relationships between accessories/clothing and media/communication firms are also common. For AC2, 'It's pretty much always a long-term relationship when we advertise in a magazine it is never for one season, it is long terms relationship with them.'

AC2 prefers to work with CLOR rather than cluster-external partners. AC2 explains, 'there is still a tendency to give always priority to these people around [CLOR] because we understand each other when we are speaking about the sport or when we are speaking about the business but we are way less close to work with somebody else from external.'

AO1 links their long-term relationships and loyalty with their suppliers of surfboards with product development. ES1 considers loyalty as essential for collaboration because it creates a better understanding of the problems and needs of collaborating CLOR.

Constructiveness is referred to most often by governing bodies (n=8), boardsport brands (n=4), and service/consulting firms (n=4).

Governing bodies show constructiveness when they promote SURFAQUI or several CLOR at national and international trade shows. This behaviour is in the best interest of the overall cluster and also individual CLOR as it promotes the skills and capabilities of SURFAQUI and the individual CLOR (GB1).

Constructiveness is evidenced when CLOR staff volunteer for the CGB board or its subcommittees. Executives from the leading CLOR add considerable value to CGB governance because of their influence (GB2).

Constructiveness originates out of friendly IOR. They are underpinned by long-standing interpersonal relationships and many years in the surfing industry. BB3 states, 'These are people that know each other, that are friends, and that want to push the industry in a general way, not only the company.'

The CGB lobbies in the collective interests of the CLOR. GB2 asserts 'If you want to exist you have to present yourself collectively.' The CGB and adhering CLOR promote and support the sport of surfing (and not just the cluster) whether through event organisation, sponsoring of professional sport, or the maintenance of the image and reputation of surfing (BB4).

Some CLOR show more constructiveness then others. Some CLOR take on a 'consuming' position without investing themselves in the CGB (GB2).

Conscientiousness is most referred to by education/research institutes (n=1), service/consulting firms (n=2), and equipment specialists (n=1). ER1 considers that the passion for surfing is a special characteristic of SURAQUI. This manifests itself in a willingness to work well beyond what is normally expected and remunerated (ER1/SC1).

Compliance is referred to twice by a service/consulting firm and boardsport brand. Both refer to CLORs' collective efforts to fulfil environmental norms and standards that have been imposed on the surfing industry (SC4).

Tolerance is referred to once by GB3 and once by SC2. In fact GB3 showed little tolerance in making clear their willingness to change the service provider if they provide unsatisfactory results. On the contrary, SC2 expresses tolerance regarding CGB inertia.

Collaborative behaviour is most cited by amateur organisations (n=10 each), followed by boardsport brands, governing bodies, and accessories/clothing firms (n=6 each), and service/consulting firms (n=5).

There is collaborative behaviour between two CLOR in buyer-supplier relationships for product development. For example, BB1 works with an independent surfboard designer. spirit and value between the brands (AC2). One of AC2's latest projects was a product collaboration with an equipment specialist. AC2 explains that exhibiting the product collaboration at a trade-show had a snowball effect: 'then we can join forces in a lot of ways, we joined forces for the segmentation of the distribution. We distributed in our shop, they distributed in their shops. We joined forces for the media activation. We make sure that we take care of media, they take care of media. We tried to animate everyone at the same time. I mean, there is a lot of ways when we set up collaboration like this, when we team up.'

Cooperative behaviour is referred to by governing bodies (n=8), followed by media/communications (n=2).

Governing bodies refer often to collective projects that involve several CLOR. These usually require only a financial contribution but are initiated and run by the CGB. Cooperation in this type of projects is limited to the collective funding of the study or project. No interorganisational exchange is necessary to be part of this type of cooperation only an affiliation to the CGB and a financial contribution to the project (GB3). However, GB3 emphasises the importance of cooperation with other

CLOR: 'A company that work alone in the corner would not manage to obtain all what we propose via a collective initiative via [name of CGB] cluster.'

MC1 refers to cooperation with surf retailers for their magazine distribution. This is a winwin-situation because MC1 reaches their target group at low or no cost and surf retailers have an improved value proposition to offer clients.

Competitive behaviour is most often referred to by boardsport brands (n=11), followed by service/consulting firms (n=6), governing bodies (n=4), and equipment specialists (n=3).

Design, technology, or material innovation underpins competitive behaviour. Several boardsport brands express no interest in collaborating with other CLOR (BB4/BB1). BB4 states, 'Yes, there is some protectionism in terms of competitors but we really try to progress but we are not so much interested in collaborating for new materials.'

Collaboration is constrained by a fear of losing differentiation from competitors (BB4). SC2 explains, 'That means when the companies meet around a table, I think that each company will keep the real innovations a bit for itself, simply because the market remains still quite competitive and the companies are not friends.' BB4 refers to the innovating effect of SME competition. GB2 states, 'the competition exists primarily amongst the "major" and it is not there where we necessarily innovate things' (GB2).

Coopetive behaviour is referred to most often by boardsport brands (n=2 each). Overall, there is weak evidence of coopetive behaviour within SURFAQUI. BB3 explains that there is potential to cooperate about generic themes but not specific ones. However, CLOR rarely discuss general topics and potential collaborations (BB3).

Innovation. Data indicates the theme sources of innovation most (n=146). The theme phases of innovation is evoked second often (n=85), followed by type of product innovation (n=80).

Innovation sources. External links (n=105) as source of innovation are indicated most often.

There is a big gap to internal resources as source of innovation (n=26) and the consumer as source of innovation (n=15).

External links are referred to most by governing bodies (n=24) and boardsport brands (n=17), followed by accessories/clothing firms (n=10), services/consulting firms (n=8), and equipment specialists (n=7).

Links to governing bodies can be as source of innovation. Typically there is one surf equipment company (e.g. boardsport brand, accessories/clothing firm, or equipment specialists) plus a supplier of raw material or parts that will develop products together.

CGB helps CLOR to access funding from other governing bodies to finance innovation. GB3 explains:

'We got the study co-financed by the public authorities and we managed to make test phases with the craft shapers here to make extruded surfboards and try to find a production industry in the region.'

The CGB also has an innovation committee that organises two different innovation contests annually (GB2). The contests stimulate innovation due to the external evaluation of ideas. Informal links between CLOR and beyond serve as source of innovation. This can be the visit of a trade show, the informal exchange with employees and managers from other CLOR, and through observations in SURFAQUI (SC2/SC3).

Internal resources as source of innovation are most referred to by boardsport brands (n=10), followed by service/consulting firms, accessories/clothing firm, and governing bodies (n=4 each).

There are different types of internal resources as source of innovation. Some boardsport brands have internal research and development departments and invest significantly in research and development (BB1). Others focus on market research and analysis. BB3 states, 'My job consists essentially of three steps which is data collection and analysis of market data, the sales, the sell-in and sell-out, the feedback from the sales representatives.'

The use of internal resources as source of innovation is evident for product testing and development. BB4 explains, 'we test the products in the day-to-day work, it is our passion. Across the 50 employees, there are probably about ten that surf every day, so they test wetsuits.'

SC4 explains that the cluster might be able to provide methods for innovation but not the different types of product innovation itself, meaning design, technology, or material innovation. These tasks are proper to the CLOR (SC4).

Consumer. Amateur organisations (n=3) refer most to consumers as source of innovation, followed by media/communication firms (n=3).

AO1 refers to consumers when discussing the surf lessons integrated in surf holidays. MC1 says that innovation: 'It comes inevitably from the sport more than from fashion, image, etc. It is really the sport that can bring this source of innovation and novelty.' AC1 keeps close contact with consumers via the magazines in which their products are promoted and considers the consumers' feedback as very important source of information.

Innovation phases. The phase of idea generation and invention (n=33 each) received similar evidence. The third phase of innovation commercialisation is referred to least often (n=19).

Idea generation. Education/research institutes (n=6) refer most often to idea generation, followed by boardsport brands (n=5) and service/consulting firms and amateur organisations (n=4 each).

ER1 is involved with CLOR during the idea generation phase. ER1 runs creativity workshops with other CLOR. In these workshops ER1 works with participating CLOR to generate ideas and create innovation projects.

Different aspects come into play for the idea generation in boardsport brands. There is internal idea generation through internal sales analysis and direct customer feedback. Other boardsport brands mention the innovation contest as driver for new ideas, while others rely on professional sport for product improvement (BB4).

SC3 explains that an idea emerges from a need. This need is understood after discussion with other CLOR (SC3). SC4 explains the process of idea generation slightly differently: 'Innovation speaks already about an idea. That means that there is already an idea and that this idea seduces internally, either by its pertinence, by its originality, or simply because it provokes an interest internally or by the client.'

Exchanges between service provider and client, but also between equipment supplier and buyer, can generate ideas. The client feedback loop -whether it is an individual or an organisation -is crucial to improvement. For AO1 the feedback helps create incremental improvements rather than radical ideas (AO1).

Invention. Boardsport brands (n=8) refers most often to the invention phase of innovation, followed by education/research institutes, service/consulting firms, and accessories/clothing firms (n=3 each).

Invention is the realisation of a prototype of a new or improved product and its testing. BB1 refers to both aspects explaining that wetsuits are designed and tested in BB1's location in SURFAQUI (BB1). Other boardsport brands refer only to one of the two sub steps. BB3 makes prototypes internally while BB4 outsources parts of this step to the suppliers (BB3/BB4).

BB6 collaborates with the professional sport. BB6 explains: 'Yes, we work with our athletes on the concept and especially for testing. So, in fact our laboratory, it's them. We give them all recent prototypes so that they test them and give us their feedback. Tomorrow we make improvements.'

ER1 points out that many CLOR staff surf and hence, test the products regularly and voluntarily. ER1 states, 'we are all passionate we are happy to go in the water and make some tests. I think that is a particularity of the surfing cluster.'

The cluster candidature documents list several research themes. These include technology and tools for product development and testing (AD1).

Commercialisation. Boardsport brands refer most often to commercialisation as third phase of innovation-COM (n=4), followed by accessories/clothing firms and governing bodies (n=3 each).

Boardsport brands refer mostly to marketing communication via other CLOR, e.g.

professional sport. There needs to be a story that can be told with the new product. Product material innovation. Governing bodies (n=8) refer most often to product material innovation, followed by boardsport brands (n=7), services/clothing firms and equipment specialist (n=6 each).

Product material innovation is important for surfboard development. Several governing bodies refer to a particularly innovative equipment specialist that developed an environmentally friendly surfboard. ES2 won the CGB innovation contest (GB2). ES2 explains their approach: 'So we have started this company with the mission of revolutionising the process of manufacturing in surfing, so we started with the surfboard and other products will follow eventually.'

ES1 is also pursuing environmentally friendly alternatives to surfboard materials. ES1 makes surfboards pads, surf wax, and surf wax remover from natural ingredients (ES1). The material used for wetsuits is also a key area for material innovation (BB1). BB4 will challenge 'the factories a lot, so that they can innovate and source new materials.'

There are several collective innovation projects initiated and managed by the CGB. Both are related to the recycling of materials. One project is finding a 'second life' for neoprene wetsuits. The second project seeks alternative solutions to plastic packaging used for new clothing when (GB4/SC4).

Also the cluster candidature document emphasises material innovation in SURFAQUI, especially with regards to cross-sector transfer and environmental alternatives (AD1).

Product system/technology innovation. Education/research institutes (n=5) refer most often to system/technology innovation, followed by boardsport brands (n=3).

There are various examples of system/technology innovation in SURFAQUI. ER1 and MC1 mention a few: magnetic hinge for sunglasses, a system to obtain drinking water from snow, a selfweighing travel bag (ER1), a self-heating neoprene wetsuit (BB1), a bar with furling lines for kitesurfing (ER1), and new binding systems in snowboards (MC1).

Technical innovations are important. BB4 explains: 'It is a technical product, so we need to have technical innovation. If I take the Formula 1, I think that reflects everything. Everyone has the same motor, the same tyres, but however, there are small details that are not shared and that make the difference for those people that win.' Governing bodies emphasise the trend to more product innovation and development with SURFAQUI (GB4). SC3 explains how the company is proposing new services and experiences in boardsports. In fact SC3 design and create new ways of skiing through new design of skiing slopes.

Data analysiswithin case explaining and predicting

In the preceding section the data from the second case study, SURFAQUI, is presented. CRQ1b What relationships exist between organisations within a sport cluster? Figure 26 shows the creation of informal and formal bilateral relationships (fIOR/iIOR) and informal and formal multilateral networks (fION/iION). Interorganisational links (IOL) start from a bundle of fIOR. These Most evidence for IOB is found in iION (n=16), fIOR (n=15), and fION (n=14), followed by iIOR (n=4).

Interorganisational citizenship behaviour (ICB) (n=25) is the most often occurring IOB, in ION (n=14) and IOR (n=11), followed by collaborative behaviour (n=16) and cooperation (n=5). ICB is clearly evident in iION (n=11) and fIOR (n=7) and less evident in iIOR (n=4) and fION (n=3).

Collaborative behaviour seems to be linked to the formal nature of IOL as it appears clearly in fIOR (n=7) and fION (n=8). This is relativised by the fact that cooperation appears almost equally in informal and formal contexts. However, cooperation seems to occur uniquely in multilateral networks.

Competition is hardly cross-coded with IOL.

Altruism (n=8) and advancement (n=7) are strongest indicated ICB and mostly prevalent in iION (n=4 each). Loyalty (n=6) is indicated and most evident in fIOR (n=4). Constructiveness (n=4) is more evident in bilateral contexts as in iIOR (n=2). 

CRQ 2 How do interorganisational (citizenship) behaviours influence product innovation?

Table 18 shows the frequency of parallel occurrences of different IOB and different innovation themes. IOB inform about innovation because coded references are assigned to IOB and innovation dimensions at the same time (n=43). IOB inform about sources of innovation (=27), but also about the types of product innovation (n=9) and the innovation phases (n=7). In the theme type of product ICB is most evident in all innovation dimensions (n=21), followed by collaborative behaviour (n=13) and cooperative behaviour (n=7). External links as source of innovation seem to be related to collaborative behaviour (n=11) and ICB (n=9). ICB is also co-referenced with product material innovation (n=5). ICB is evident during all innovation phases (n=7). Advancement (n=12) is the strongest ICB across all innovation dimensions. Competitive behaviour is only weakly cross-coded with IOL (n=2) and coopetive behaviour not at all. Tolerance 0 

Cross-coding Matrix of Types of Interorganisational Behaviours with Innovation Dimensions (SURFAQUI)

0 0 0 0 0 0 0 0 0 0 0 Loyalty 0 0 0 0 0 2 0 2 0 0 1 3 Constructiveness 0 0 0 0 0 0 0 0 0 0 1 1 Conscientiousness 0 0 0 0 0 0 0 0 0 1 0 1 Compliance 0 0 0 0 0 0 0 0 0 0 0 0 Altruism 0 2 0 2 0 1 0 1 0 1 0 4 Advancement 0 3 0 3 0 6 0 6 2 1 0 12 Total 0 8 1 9 1 26 0 27 2 3 2

Findings from SAILAUCK Within-Case Analysis

Data collection

Primary data was collected from January to May 2013. Table 19 shows the key interview data.

This includes the type of cluster organisation, the interview code, the number of employees, the year of inception, the location, and the proportion of sales in the sailing industry, the interviewees' position, and the length of the interview in both minutes and transcript pages. Findings were documented through observation reports (Appendix H). Secondary data was obtained from interviewees upon request, from the internet, and from attending events.

Data analysis -within-case exploring and describing

This section presents findings from the coding, content, and narrative analysis. Coding was conducted and documented in NVivo (see Appendix D). Frequency counts of coded references document content analysis. Appendix I shows a summary of frequency counts. The narrative analysis is documented in interview analysis reports (Appendix K) and in the following sections. Findings are presented according to research themes. Findings are presented according to research themes in the following order: LSF, CLOR, interorganisational links and behaviours, and innovation. Definitions for each research theme were given in Chapter Three.

Location-specific factors of sport clusters.

The SAILAUCK data most often refers to socioeconomic LSF (n=115), geo-economic LSF (n=108), and sport-related LSF (n=106), followed by geographical LSF (n=26), political LSF (n=20), and historical LSF (n=15). These are discussed in each of the following six subsections.

Socio-economic LSF are most often referred to by governing bodies, shipyards, and media/communications (n=18 each), followed by sailmaker/rigging (n=13), marine service (n=12) and marine equipment firms (n=9).

GB1 mentions cultural differences between New Zealand and other nations. New Zealanders have a very pragmatic approach of 'trial and error' and a very user-friendly approach towards innovation. GB1 explains, 'New Zealand is quite happy to "think outside of the square". Sailing is a lever for social activities. Amateur organisations organise off-water social events to complement regattas. Both competitive and recreation sailing feed back into the sailing industry.

MC1 emphasises: 'So one of our objectives is to start getting some excitement from our readers within the sailing fraternity and that itself is going to transport back into the marine industry in that there will be more movement. There will be more activity.'

The community of amateur and professional sailors is described as a 'fraternity'. While the sailing fraternity and the sailing industry is not the same, both are connected. The sailing fraternity supports the industry through providing local demand. The industry provides material and equipment and also sometimes sponsorship to the fraternity. However, MC1 notes: 'Yes, so there is a social aspect to reigniting and reconnecting both sailing industry and fraternity.' The original link between sailing fraternity and industry is that the same people were involved in sailing and in the sailing industry. SY3 explains, 'When I grew up and all my peers, we got in the industry because that was the only way that we could afford to sail.'

Sailing is an integral part of culture in Auckland as expressed by MS2: 'Well, obviously

Auckland is a marine cluster and we all grew up in the sailing cluster. And we all grew up sailing together at little clubs and we all take our kids down to the sailing clubs so our kids have been to the same sailing clubs.' An early introduction to sailing creates an affinity for the sport. This early involvement creates interpersonal links through the sport. The characteristic of SAILAUCK's industry structure is not only the size but also the number of companies. SR3 explains that SAILAUCK is big enough to have a few specialists, but not enough to create serious competitiveness.

Sport-related LSF are most often referred to by shipyards (n=17), governing bodies (n=16), and sailmaker/rigging firms (n=14), followed by marine service (n=12), marine equipment (n=7), and media/communication firms (n=6).

Professional ocean racing teams and racing events are important. Several CLOR argue that professional sport impacts significantly on SAILAUCK. SR1 argues that winning the America's Cup brought business to SAILAUCK. Race rules determine that the winner hosts the following competition. Hosting the regatta provided economic benefits to the community but also to the sailing 'More people will come to New Zealand, more people will want to get there boats build in New Zealand and it does grow that way.' (SR1)

The presence of high-performance sport teams and events stimulates increased activity in research and development. Innovation is driven by sporting performance (GB1 Professional sport creates national and international media exposure for the sailing industry:

'That exposes to a whole bunch of cutting-edge kind of development that we perhaps wouldn't be exposed to if we were here' (SR2). Athlete training centres are also co-located with professional teams and sailing companies. Top sailing teams and businesses are attracted to similar places: 'Where the good sailing centres are, the top sailors go to, and they start their business there.' (SY3) The colocation of sailing businesses and industry with professional sport entities generates talent in both boat and marine equipment construction as well as in navigation. In addition, scientific research around sailing performance feeds back in to industry (SY3).

The personal involvement of employees and managers of CLOR in sailing transfers into professional context (ME3). This represents a strong motivational lever. CLOR take advantage of their employees' capacities and knowledge. Employees might think about work related problem solutions in their spare time: 'Because the companies will have the sailors on board, the sailors think of ideas, of how they can improve it, they have got a link back to the companies and they can see whether they can make that idea.' (GB1) Professional and personal interests become complementary which positively affects working attitudes and outcomes (MS1). SR2 explains, 'I am sure that the fact that we are a sport-oriented product, lots of the people here are sailors and they are not just passionate from a work point of view, they are passionate from a kind of personal interest point of view.' (SR2) Sailing industry and professional sport teams are also linked by professional sailors who occupy senior positions within leading CLOR (GB3).

Geographical LSF are most often referred to by governing bodies (n=7) and marine service firms (n=6), followed by media/communication and shipyards (n=3 each).

Proximity and access to water is vital for many CLOR. There is a range of sailing environments in SAILAUCK, from safe environments to rough and challenging conditions. This allows not only for the development of amateur and professional sailing but also economic activity.

High participation rates create local demand. An industry apprenticeship programme provides skilled labour. MS2 summarises, 'It is a great sailing environment and there is lots of support for teaching sailing in yacht clubs and that grows into an industry.' Moreover, Auckland offers the necessary infrastructure and climate for cruising. The abundance of coastline underpins the high participation rate and ownership of vessels: 'So, one in three people in Auckland have a boat.' (SY1). The waters of Auckland cater for not only local demand but also visiting boats and crew. These visitors also make purchases from SAILAUCK CLOR (GB1).

Water access is not only important sailors also for the CLOR (GB2). Shipyards require deepwater access to launch or accommodate large boats (GB1). MC1 argues: 'As a location obviously because we are on the water and obviously everyone in the marine industry needs to be on the water.'

Political LSF are most often referred to by governing bodies (n=10), followed by media/communications (n=3).

The New Zealand government has delegated responsibility for training and sailing apprenticeships to an industry body. However, the government provides financial support for administering and managing the training programme (GB1). Access to waterfront land is crucial for CLOR. The city council of Auckland and the national government influence SAILAUCK through infrastructure projects and decisions on waterfront land use. CLOR compete with hotels, hospitality, and tourism providers for the use of waterfront land. SAILAUCK is recognised as an important economic sector and hence, receives political support to develop infrastructure (OI11, OI12): 'We've got a council and government that are supportive and respect that the marine industry provides economic gain to the region.' (GB1). Furthermore CLOR obtain financial support from public authorities for cooperative or collaborative projects under the banner of the marine industry association (GB1).

Politics influence professional sport. This is not only through hosting international sailing regatta but also through direct financial support of the America's Cup team. GB2 promotes New Zealand's industries through the America's Cup participation. Exhibition stands at the event venue address business partners end customers. The government also funds and organises sailing-related conferences and trade shows.

Historical LSF are only referred to by few CLOR such as sailmaker/rigging firms (n=2) and shipyards (n=2).

A few references are made to the beginning of sailing and sailing industry in Auckland. GB1

explains that New Zealand's history is linked to water-based activities. Therefore there is a longstanding connection of Aucklanders to maritime activities. Winning and then hosting the America's

Cup is cited as the starting point of SAILAUCK: 'The New Zealand marine industry really started taking of about in the 1990s, about the same time as we had success in the America's Cup in 1995.'

(SR1). Extensive information about the historical development of sailing and the sailing industry is provided in the national maritime museum.

Cluster organisations referred to the most are professional sport (n=91), shipyards and governing bodies (n=85 each), and sailmaker/rigging firms (n=83). There are fewer references for marine service (n=51), naval architects (n=46), marine equipment (n=43), education/research institutes (n=37), and amateur organisations (n=31). Very few references are made to media/communication (n=5).

Professional sport is most often referred to by sailmaker/rigging firms (n=19), governing bodies (n=14), shipyards (n=13), and education/research institutes (n=11), followed by professional sport and marine equipment (n=6 each), and amateur organisations and naval architects (n=4 each).

There are buyer-supplier relationships between CLOR and professional sport entities. SR4

refer to professional sport teams as their clients. There are links between cluster companies and professional sport organisations. SY3 is involved with the New Zealand Olympic yachting team. They build boats for training and racing.

There are also links between national sport organisations and cluster companies, e.g. shipyards. For instance, industry professionals volunteer to serve on the boards of sport organisations. There are links between the government agency for high performance sport and Olympic teams. The agency provides advice on life/career planning, nutrition, and training (PS2).

Governing bodies have direct links to professional sport. The national marine industry and trade development agency has relationships with ocean racing syndicates and regatta committees.

National and local authorities support event organisers and programmes. The aim is to leverage sport for the benefit of New Zealand businesses in various industries. GB2 employs staff dedicated to the development of the marine industry through the lever ocean racing sport events: 'I was seconded to the

Volvo Ocean Race to basically leverage the marine industry or marine companies and activities around the Volvo.' (GB2)

There are strong links between education/research institutes and professional sport. One project includes a university, a sailmaker, and the national ocean racing team. These CLOR created a 'wind tunnel' to test sails in varying wind conditions. The involved education/research institution provided a location for the wind tunnel. However, the funding came from industry and professional sport (SR3/ER1). Marine equipment firms and other professional sport entities also use the wind tunnel facility. However, relationships are less tight and there is little joint product development.

Professional sport syndicates are increasingly reliant upon internal resources for research and development and are less dependent on external help. ME2 explains: 'We are probably not quite as involved as we used to'. Professional sports' budgets have increased, so 'they can pay enough good people to do all the calculations' (ME2).

Professional sport entities are linked to amateur organisations through club affiliation. AO2 is the official club for Team New Zealand. If the professional team wins the regatta, the affiliated sailing club hosts the next edition of the race. All professional teams need to be member of a sailing club.

AO2 clarifies, 'They are sailing under our flag' (AO2). The maritime museum provides extensive information on the past and present of professional sport, amateur sailing, and the Auckland sailing industry.

Shipyards are most often referred to by marine service (n=14), marine equipment (n=11), and sailmaker/rigging firms (n=10), followed by media/communications (n=8), shipyards (n=6), and amateur organisations, professional sport, and governing bodies (n=4 each).

Shipyards bring together cluster companies around a boat construction project. These CLOR include marine service firms (e.g. interior fittings, mechanics, or electronics) and also naval architects.

MS3 explains, 'The contract is between the owner and the boat yard but also between the owner and the sub-contractors.' Boat project managers act as brokers between buyers and seller. Shipyards are the main customers for marine equipment firms. ME1 explains, 'our clients are the boat yards or the owners or the project managers who are building and are renovating the boat'. SR2 also refers to shipyards as a principal client. MC1 is a specialised boating magazine that will report on shipyard issues and events. However, MC1 notes that shipyards tend to be difficult to approach: 'It varies but the only ones we have had real problems with are actual boat builders in general, the guys who actually build the hulls.'

Professional sport and amateur organisations have links to shipyards. Shipyards tend to be specialised in a certain aspects of boat building (SY4). AO2 states strong links to shipyards because they supply boating equipment for the youth programme or as sponsor of regattas. Also professional sport has commercial links to shipyards for the construction of boats hulls or structure components usually made of composite material. There is a high diversity of shipyards in terms of size and specialisation (PS3).

The maritime museum of SAILAUCK provides information about famous New Zealand shipyards and naval architects (OR4). There is a symbiotic link between shipyards and suppliers:

'What distinguishes New Zealand as a yacht building polestar is the clearly evident symbiosis between builders and suppliers' (OI8).

Sailmaker/Rigging are most often referred to by other sailmaker/rigging (n=25), marine service (n=8), shipyards and amateur organisations (n=7 each), followed by marine equipment and education/research institutions (n=6 each), media/communications and governing bodies (n=5 each), and professional sport (n=4).

Sailmaker/rigging organisations are the manufacturers of sails, masts, and rigging firms. These firms make complementary products, which explain the high internal referencing. Sailmakers refer to mastmakers or rigging firms as suppliers, subcontractors, and clients (SR1/SR4). There are only few competing sailmakers/rigging firms (SR1/SR2). Sailmaker/rigging firms are very specialised, e.g. SR3 is a start-up company offering a combination of hardware and software to better integrate sails and rigging. SR4 specialises in batons which operate at the mast-sail intersection. SR4 states, 'I guess there is some interaction with us between the mast, the sail and the interaction between the sail and the mast' (SR4).

Sailmaker and rigging firms are often closely connected with marine service and equipment firms because of the complex and interdependent nature of a boat and its systems. This creates links between the different CLOR specialising in particular services or products. Those products require integration, which is often carried out by marine service firms (MS2 Governing bodies are referred to most often by other governing bodies (n=15) and professional sport (n=11), followed by amateur organisations and shipyards (n=8 each), and sailmaker/rigging firms and naval architects (n=7 each).

There is no formal cluster governing body (CGB) for SAILAUCK. However, there is a wider marine industry body that takes on similar functions (GB1). The governmental trade and enterprise agency also provides support for the marine industry. The national marine industry association is funded by membership fees (20%), events surpluses, and government funding. GB1 is a membership based, non-for-profit association. The governing body is staffed by 18 full-time employees including the director. The head office is based in the central Auckland. There are three boards staffed with volunteer directors and CEO from the industry that oversee and decide on GB1's activities. Twentythree committees managed by 170 different member company directors are concerned with topics and questions in the collective interest of the marine industry or special interest groups of the marine industry. GB1 facilitates networking through industry events and joint representation of the industry and its members at trade shows and sport events (GB1). GB1's mission is: 'To encourage development of the New Zealand Marine Industry and help our members build successful businesses.' (OI10). GB1 has approximately 470 members which are primarily based in SAILAUCK. GB1 acts independently but in collaboration with public authorities (e.g. the city council or the national) (GB1, OI7).

GB1 provides benefits for members, especially SME. GB1 provides weekly information about statistics and world trends, new legislation from national or local governments, innovations and press releases in the marine industry. GB1 conducts events such as an annual conference, boat building events for apprentices (OR1), annual boat shows (OR3), regattas for super yachts (OR2), joint participation of several CLOR in international boat shows, and networking meetings called 'Boating after 5' in CLOR's locations (OI9). Sailmaker/rigging firms benefit from GB1 as an umbrella brand that facilitates access to overseas markets. This occurs through joint presentation with other CLOR at international trade shows (SR2, SR3).

GB1 manages the marine training and apprenticeship programme in SAILAUCK. There is a separate entity within GB1 dedicated to developing new, skilled labour for SAILAUCK (SR4).

Professional sport entities have links to national sport organisations. The national training and support centre for high performance sport has close links to national sport organisations through the affiliated athletes and teams. National sport organisations have links to CLOR because they purchase sailing equipment for the professional athletes (PS1). Amateur organisations have links to national sport organisations through affiliated clubs. There is an initiative to bring together all amateur organisations with the national sport organisation. The purpose is to evaluate possible support from the national sport organisation for clubs and the potential for synergies between clubs (AO1).

CLOR executives volunteer for positions in the national sport organisations (SY3).

Marine service firms are most often referred to by other marine service firms (n=12) and shipyards (n=10), followed by naval architects (n=7), amateur organisation and marine equipment firms (n=5 each), and sailmaker/rigging firms (n=4).

Marine service firms are diverse. Marine brokers link with other marine brokers because they refer clients to each other and split commissions for those clients (MS1). Marine brokers have also links to marine trades services (e.g. mechanics and electricians for boat maintenance) (MS1). Boat project managers or agents are hired by boat owners or buyers to protect their interests and to coordinate and supervise boat construction, repair, or maintenance. The agent is in contact with other marine service firms that provide construction, repair or maintenance services (MS3/MS4).

Shipyards have links to maintenance service firms, research and consulting providers, retail outlets, subcontractors for manufacturing, and to project managers and agents (SY2/SY3/SY4). Naval architects have links to marine service firms (NA1/NA2). Marine equipment firms have links to marine service firms because they install the products that marine equipment firms manufacture.

Marine equipment firms work with ship chandlers and retailers that distribute their products. Marine equipment firms sell products to boat project managers/agents: 'For a one off project it'll be the project manager and they normally buy the equipment' (ME3).

Amateur organisations source sailing equipment for their youth programme from marine retailers and ship chandlers. Marinas are often managed by marine service firms. AO2 explains, 'I think so because for example around here, [name of MS] is like a natural cluster because all the sailmakers and the riggers and the ship chandleries, so the main ones that we use, are right around the marina'.

Naval architects are referred to most often by shipyards (n=8), followed by marine service firms (n=5), and media/communications and governing bodies (n=4 each). Informal interorganisational relationships are most often referred to by shipyards (n=21), and sailmaker/rigging firms (n=13), followed by amateur organisations and naval architects (n=6 each), and marine equipment firms and education/research institutes (n=5 each).

Buyer-supplier relationships have an informal aspect next to the order or purchase contract (SY1). This is for example through informing each other about new trends in the market or through good word-of-mouth communication. Also SY2 emphasises customer retention through good aftersales service. Equally there are informal IOR to suppliers such as between shipyards and sailmaker/rigging firms (SY2 and SY3). Suppliers or subcontractors might anticipate the technical feasibility of an invention suggested by shipyards. Informal IOR grow out of formal involvement.

Once formal IOR have ended informal IOR are maintained between the involved CLOR (SY3).

SY4 emphasises New Zealanders' tendency to conduct business using informal IOR. In these cases the contract is often replaced by a hand-shake agreement (SY4/NA2 The marine industry association is a formal ION of CLOR which is accessible through membership. The association is present at national and international sport and industry events around sailing and boating. In many case it is the formal intermediary between industry and politics. There is also the national industry and trade association which proposes formal programmes to support the marine industry: 'And then there is the collaborative activity and there are nine High Impact Programmes, we call them, which are essentially just programmes of collaborative work around an industry or a theme. So Marine is one of those High Impact Programmes.' (GB3)

Interorganisational behaviour. Data indicates interorganisational citizenship behaviour (ICB)

most often (n=298), followed by collaboration (n=44), cooperation (n=32), competition (n=27), and coopetition (n=14). The focus is on the most often evoked interorganisational behaviours citing CLOR that referred most often to those.

Interorganisational citizenship behaviour. Data indicates altruism (n=100) most often, followed by loyalty (n=59), V (n=55), and conscientiousness (n=43). Only weak evidence is found for constructiveness (n=20), compliance (n=12), and tolerance (n=9).

Altruism is most often referred to by shipyards (n=23), sailmaker/rigging firms (n=16), and governing bodies (n=13), followed by education research/institutions (n=9), marine equipment and service firms (n=8 each), and amateur organisations (n=6).

Altruism is the most prevalent interorganisational behaviour. SY2 describes altruism between SY2 and their suppliers on a day-to-day basis: 'You are not trying to tell somebody how to do their job Furthermore ER1 states explicitly their willingness to help the marine industry.

Governing bodies provide a range of activities that aim at helping CLOR to develop and seize business opportunities, to increase sales and profitability, and to get better training. This is achieved through joint initiatives, mutual assistance, and sharing information and ideas (GB1). GB2 helps CLOR through advice in strategy: 'Yes, business development and we are helping them build their capability, build their strategy, using our international network.'

There is altruism between marine equipment suppliers. ME2 helped their supplier with advice on how to diversify into a new market segment. The supplier is specialised in blinds and shading for boats but has not yet been engaged in the super yacht segment. ME2 led the supplier into the super yacht segment which allowed them to increase their market share. ME3 emphasises the strong network and willingness to help each other out amongst CLOR. This goes from sponsoring of amateur organisation and professional sport through providing marine equipment but also through technical support as MS3 explains, 'when necessary we might provide them with technical support.'

There is also evidence for altruism amongst marine service firms. Marine brokers refer clients to each other. Furthermore they share opinions about designs, boats, and clients (MS1). Marine service firms behave friendly towards each other.

Altruism amongst amateur organisations is evident in loaning out resources such as patrol boats or race management people to run races. Amateur provide feedback to and ideas for innovation to their sponsors.

Loyalty is most often referred to by shipyards (n=18), sailmaker/rigging firms (n=9), and marine service firms (n=7), followed by naval architects (n=7) and marine equipment firms (n=6).

Shipyards indicate loyalty through long-term relationships with suppliers. This can be either through repeated use of the same supplier for unique parts (e.g. mast) or the permanent use of a supplier for commodity parts (e.g. screws) (SY1/SY2). Repeated use of the same supplier creates better understanding of expectations and the collaboration becomes more efficient (SY2). Moreover SY2 explains 'and a lot of our customers are repeat customers so the working relationships are already so much easier when you know what this customer is like, what they expect, how to deal with and treat them.' Loyalty facilitates altruism because it is easier and more likely to help someone that you know well than a stranger (SY2). It creates an attitude of exchanging favours between CLOR regardless of own interests. There is loyalty between shipyard and naval architects (SY3). This is reflected in longstanding interpersonal relationships. SY4 emphasises the importance of maintaining relationships with clients and subcontractors. In terms of clients SY4 declares a 50% customerretention rate, while SY4 is 100% loyal to their hull manufacturer. Reasonable and honest pricing practices lead more likely to the reuse of the same subcontractor or service suppliers, and hence to loyalty, than inflated invoices.

There is loyalty between sailmaker/rigging firms and professional sport. Ocean racing teams have been loyal to SR1. They have continued ordering SR1's products over several race campaigns even though there had been problems with the material. SR1 explains: '[…] we did have one bad result and they did a full evaluation of what is the right way to go forward again.' SR2 refers to long established relationships with subcontractors. There is willingness by employees to work extra hours to complete the project on-time. This behaviour is also described as 'maritime loyalty' by SR2. SR4 refers to loyalty through mutual recommendation even amongst competitors.

There is loyalty amongst various marine service and equipment firms and naval architects.

Most marine brokers have been in the business for very long time and thus, they have created a very loyal customers base (MS1). There is loyalty between boat project managers and naval architects (MS2). Honesty is cited as basis for loyalty (MS2 Advancement is most often referred to by sailmaker/rigging firms (n=12), marine equipment firms (n=11), and governing bodies (n=8), followed by professional sport (n=5) and education/research institutes (n=4).

Advancement takes place in a boat construction project which involves specialised CLOR.

During construction, the CLOR work alongside each other. This allows CLOR to interact directly and to collaborate for product development: 'So for 18 months we have been designing and working as a team, 30 people.' (SR1).

Governing bodies show advancement in various ways. The marine industry association facilitates CLOR's internationalisation process through joint marketing measures. It serves as umbrella organisation and brand in overseas markets (SR2). The industry association promotes the cluster at international trade and boats show (OI11). CLOR can participate at a reduced rate as governing bodies subsidise the promotion. SR4 explains the networking effect of these events: 'They are nice gettogethers for everyone. There is the sort of annual meeting.' SME benefit from this network as they have limited internal resources. GB2 organises events and workshops to improve the knowledge bases of CLOR. GB3 is involved in programmes that aim at improvement of relationships between CLOR and fostering collaborative activities. This can be on a one-to-one basis or in multilateral projects (GB3).

Advancement is reflected in collaboration for product development. Sailmaker/rigging firms collaborate with professional sport to improve properties of equipment such as weight, stiffness, shape, or parts such as sail batons (SR4). SR4 develops products in consideration of professional sport teams' and athletes' needs and feedback. PS2 collaborated with a marine equipment firm over three years in order to develop a GPS tracking device that supports sailing training and race performance analysis. There is continuous collaborative product development on the construction site of a race boat (PS3). Marine equipment firms liaise with their sailmaker/rigging firms for product development (e.g.

self-furling boom)

. There is advancement through integration of complementary products by several marine equipment firms. Those work together to develop solutions that integrate entertainment systems, wiring, control panels, GPS navigation, and lighting to produce 'turn-key solutions' (GB2).

Conscientiousness is referred to by sailmaker/rigging firms (n=9), marine services and naval architects (n=8 each), and shipyards (n=7), followed by professional sport (n=5).

There is conscientiousness in buyer-supplier relationships. SY1 refers to conscientiousness of their supplier through automatic check and refilling of stock. Supplies are delivered directly into the shipyard's shelves. This service saves SY1 time and labour but they do not pay for this service.

Sailmaker/rigging firms show conscientiousness towards shipyards. Constructiveness is referred to most often by governing bodies (n=6), followed by media/communication firms (n=3).

The marine industry association GB1 is the intermediary between CLOR and government or other third parties. GB1 acts as voice for the overall marine industry: 'Where we see that should be legislations changes to assist the industry, than we lobby the government. We are generally pretty successful at convincing them where there could be economic gain if they change some of the rules and regulations or legislation.' (GB1) Some CLOR have invested in interorganisational affairs through creating and joining the marine industry association (GB3). Constructiveness is evident in the 170 volunteers from different CLOR that have committed to serve on 22 marine committees within the marine industry association. CLOR dedicate time to the attendance of meetings of the industry association and its committees. This advances also the cluster and its projects (OI6/OI12).

Specialised marine media shows constructiveness. The purpose of the magazine is to stimulate interest in the industry and to link sailing industry and 'fraternity' (MC1).

Compliance. Shipyards (n=5) refer most often to compliance. There is better mutual understanding of processes and functioning between CLOR that have worked together over a longer period of time (SY2). This implies that CLOR adapt to the other CLOR' functioning and requirements. CLOR can anticipate better each other's expectations which leads to more efficient collaboration. However, there is no mention of formal adherence or following of the other CLOR' rules policies or processes between shipyards. Compliance is common between marine brokers. There is an unwritten code of conduct between marine brokers of mutual recommendation and how commissions are shared in that case (MS1).

Tolerance is only referred to twice (n=2) by shipyards, sailmaker/rigging firms, and naval architects. Therefore this theme was not further investigated.

Collaborative behaviour is most often referred to by governing bodies (n=18), followed by amateur organisations and education/research (n=5 each).

Collaboration can have different purposes -international expansion, additional sales, and productivity gains. Collaborations permit CLOR to be in a larger, corporate structure without having the constraints of limited flexibility and dependence: 'It makes the New Zealand marine industry like a big corporate with these different fingers of the independent players.' (GB1). The marine industry training programme is a good example. This programme has been jointly developed by over 100 shipyards and other CLOR. Collaboration was necessary to join different requirements into a coherent scheme (GB1). In another case, GB2 refers to collaboration with the marine industry association that created a guide for super yacht visitors.

Collaboration between several CLOR can serve joint product development or integration. This is the case for a group of four marine equipment and service firms that provide a package that integrates their different products and services. The government trade and industry association supports collaborative activities between CLOR through a programme 'to help support collaborative activity amongst […] New Zealand companies that are looking to build business in international market places.' (GB3)

Collaboration for product development involves shipyards, naval architects, and sailmaker/rigging firms (GB3): 'What distinguishes New Zealand as a yacht building polestar is the clearly evident symbiosis between builders and suppliers' (OI8). Professional sport and education/research institutes are sometimes involved primarily in product development and often in product testing and evaluation. All CLOR share the common objective to make the boat perform better. Therefore CLOR exchange expertise and know-how.

There is collaboration between sailing clubs (AO1). This creates a coherent annual regatta programme and the efficient use of resources such as patrol boats and race management staff.

Organisational information provided by governing bodies reveals collaboration between CLOR as key characteristic of SAILAUCK.

Cooperative behaviour is most often referred to by governing bodies (n=6), followed by marine equipment firms and naval architects (n=4 each).

There is joint promotion of CLOR at international boat shows which requires cooperation (GB1). Governing bodies provide financial incentives for cooperation of CLOR. Naval architects refer to good cooperation: 'Yes, I think, there is quite a bit of co-operation and "good citizenship" that just goes along with promoting and expanding the New Zealand marine industry.' (NA2) References to cooperation are made in industry presentations and newsletters postulating cooperation as integral part of SAILAUCK's strategy (OI5/OI6).

Competitive behaviour is most often indicated by media/communications (n=8), followed by marine service firms (n=4 each).

Hostile and unfriendly behaviour, disapproval, and a lack of cooperation indicate competitive behaviour (MC1). MC1 says about shipyards: 'We wouldn't get any information from them unless we paid for it.' Overall CLOR should cooperate better and more rather than being protective. MS2 refers to 'healthy competition' in SAILAUCK. The intensity of competition depends on the boat size. There is more competition for smaller boats than for bigger boats because there are fewer shipyards with the capacity for big projects (MS4).

Coopetive behaviour is most often referred to by governing body (n=4) and marine equipment firms (n=3).

CLOR are closely interconnected and competing companies work together for additional competitiveness. This is evident in after-work networking meetings organised by GB1. CLOR walk through competitors' factories and offices as those functions are held at CLOR's offices. ME3

illustrates coopetitive behaviour as follows: 'The kind of the approach is that, although we are competitors, we try to really network and try to help each other out.'

Innovation. Data indicates the theme innovation sources (n=165) most often, followed by phases of innovation (n=69) and the type of product innovation (n=67). The focus is on the most often evoked innovation themes citing CLOR that referred most often to those.

Innovation sources. Most coded references in the theme innovation sources are assigned to external links (n=100), followed by internal resources (n=46), and the consumer (n=19).

External links are most often referred to by shipyards (n=22), sailmaker/rigging firms (n=14), and marine equipment and professional sport (n=12 each), followed by and naval architects (n=9), governing bodies (n=8), and education/research institutes (n=6 each). In a vertical perspective upstream links to clients are differentiated from downstream links to suppliers and subcontractors. In Professional sport demands innovation. They might detect a problem and might have possibly an idea to solve it. Marine equipment firms produce a prototype. Professional sport takes prototypes to trials and provides further feedback for product development and refinement. SR2 acknowledges professional sport and links to those as important source of innovation: 'So that kind of cross-fertilises some of the innovation. And I say that's the team [name of PS] rather than us that have that kind of fulcrum capacity.'

Team work is crucial to leverage links to other organisations as source of innovation. SR1

emphasises the team work between naval architects, professional sport, and sailmaker/rigging firms as crucial for integrated design innovation. GB1 compares professional sailing to Formula 1 car racing where professional sport is one of the mains sources of innovation.

There are few interlinked competing CLOR that use their relationship as source of innovation.

SY4 refers to other shipyards as source of innovation because shipyards are differently specialised, e.g. in a certain boat type or manufacturing process.

In this paragraph links between associated or complementary CLOR (excluding buyer-supplier relationships) are explored as a source of innovation. There is the example of a shipyard that has been developing a new pontoon system together with four other companies. However, SY4 explains that external links as sources of innovation become less relevant with increasing size of the CLOR. ME1

refers to classification societies that set standards for security. These guidelines direct ME1's innovation activities. ME1 mentions cooperation with a helm provider. ME2 refers to collaboration with a sailmaker to develop a top-down furling head sail. SR4 mentions using links to shipyards for product testing. GB1 collaborates with education/research institutes for industrial research. However, GB1 remarks that innovation does not come solely from education/research institutes but from the combination of education/research institutes with other CLOR. GB3 clarifies their role in this process,

'I guess what we are looking to achieve and particularly my role is to extend that collaboration into areas that are going to drive more value like in terms of innovation, capability development, capacity development in the industry, maybe into areas, rather than just simply in terms of promotion offshore.'

After each completed boat project, NA2 holds a review meeting with the involved CLOR.

These meetings discuss interface and collaboration issues. NA2 reinforces the role of ICB for these meetings to take place.

Internal resources as source of innovation are referred to most often by shipyards (n=16), sailmaker/rigging firms (n=8), and governing bodies (n=6), followed by marine equipment firms (n=4 each). CLOR refer to different internal sources as source of innovation.

In this paragraph information related to different types of internal sources of innovation is presented. Employees and their informal exchange can be source of innovation. Sailmaker/rigging firms refer to internal resources in terms of internal research and development departments (SR1/SR2).

Those are often based at the companies headquarter. While it is more common for marine equipment firms to have internal research and development managers, shipyards often have the production manager take responsibility for research and development (GB2). ME1 has a similar approach and explains that there is no dedicated budget for research and development. Also ME3 relies on internal engineers and their experiences for product improvement.

In this paragraph reasons mentioned for internal resources as source of innovation are illustrated. SY2 explains that internal resources as source for innovation assure independence from suppliers in terms of time and quality of products. SY2 explains, 'One of the driving forces behind that is we get control of the timing, we get control of the quality and as there is rarely any warranty issues.' (SY2) There are also cultural reasons for privileging internal sources (SY1). Problem solving is inherent in New Zealand's mentality and culture. Being an island means that innovation from other countries take longer to arrive in New Zealand and hence, people are quite inventive themselves. The new ideas emerge from project evaluations and also from dissatisfaction with externally supplied products (SY1), but also just from the personal sailing experiences of their employees (GB2): 'I discovered that the ideas and innovation generally actually happened in the lunch room, because the guys have gone out fishing in the weekend and they will go " you know this was really aggravating, if we did this, then this would do that and solve the problem".' Consumers as source of innovation are referred to by governing bodies (n=5), shipyards (n=5), and sailmaker/rigging firms (n=4).

Mass-market consumers play a minor role for innovation in sailing products. However, employees' innovation capacity is important as they are often users themselves and can think about feasible ideas for product improvement. There is a high percentage of end users in different boating activities amongst CLOR's employees. GB1 emphasises: 'I think one of the key points is keeping close communication with the costumer and the end user and feeding that back into innovation and research for a complete boat or a part of a boat.' However, the customer usually comes up with an idea but it is then up to the shipyard or other CLOR to find a way to realise the idea.

Innovation phases. Data indicates the key innovation phases as follows: idea generation (n=25), invention (n=37), and commercialisation (n=8).

Idea generation is most often referred to by shipyards (n=7), governing bodies (n=5), and education/research institutes (n=3).

Ideas might be generated through opportunities. SY1 created a combination of a jet ski and a zodiac because it was cheaper to buy jet skis than just the motors. Customers might come up with ideas related to weaknesses that were discovered while using the product (SY2). Ideas are often generated via informal communication and exchange with other CLOR: 'He bounces ideas off me, what I think why this is happening' (SY4).

Governing bodies refer mostly to the cultural and geographical aspect of New Zealand of being a naturally quite innovative country due to the fact of being an isolated island. New Zealand people are known for their 'No 8 Wire' mentality which refers to simple spontaneous problem solutions. The close connection of sailing as sport and industry is important as GB1 explains, 'Because the companies will have the sailors on board, the sailors think of ideas, of how they can improve it, they have got a link back to the companies and they can see whether they can make that idea.'

Invention is referred to most often by sailmaker/rigging firms (n=7), governing bodies (n=5), and professional teams (n=5), followed by education/research institutes and marine equipment firms (n=4). The next paragraphs relate to prototype realisation and testing as parts of the invention phase. Product innovation type. Data refers most often to innovation of use/design (n=30) as type of product innovation, followed by system/technology innovation (n=18) and product material innovation (n=19).

Product use/design innovation is most often referred to by sailmaker/rigging firms (n=5), followed by shipyards, education/research institutes, and professional sport (n=4 each).

Designing a boat means designing a system of many different elements that interact (SR1).

The best results are achieved by a team approach. In the case of super yacht or race yacht, the design phase can take around 18 months and involve up to 30 people from different CLOR. Therefore SR1 argues, 'it is very, very important to actually engage the suppliers and make them part of the whole process' and encourage them to contribute to the design of the entire boat, not only their parts. The boat needs to be looked at holistically.

Sail design has been subject to innovation in the past (SR3/ER1

). There was a design innovation project aiming at computing the flow around spinnaker sails 10 to achieve better performing designs (ER1). SY1 refers to an example of design/use innovation combining jet skis and zodiacs.

SY4 mentions interior design innovations (SY4 Product systems/technology innovation is most often referred to by naval architects and governing bodies (n=3 each), followed by marine service firms (n=2).

There are various examples for system/technology innovation. A jet propulsion technology has replaced propellers (GB1). A control system for fuel tank levels and automatic replacement has been developed (GB2). NA1 refers to less toxic technologies for marine refrigeration systems. NA2 refers to innovations in the system of rigging, sail, and mast such as the roller furling boom which can be handled by one single person. MS2 refers to lifting keels and submarine anchor systems. MS4

emphasises the involvement of professional sport as driver notably for system/technology innovation:

'Yes, definitely, because you have got the top guys involved in these teams. […] They have got the top technology there. They are really pushing their limits so we have certainly learnt from having involvement with these guys.'

Industry presentations present various examples of innovation in marine technology and systems developed by CLOR such as panel mounting systems specifically designed for the marine industry or a system for the stress-free retrieval of large super yacht sized sails like spinnakers (OI8).

Data analysiswithin case explaining and predicting

In the preceding section the data from the case study SAILAUCK is presented. These descriptions show what happens in SAILAUCK and how it happens. The following sections focus on the question why things happen. The same method as in the preceding two chapters is used [START_REF] Miles | Qualitative Data Analysis[END_REF]. CRQ1b What relationships exist between organisations within a sport cluster? Figure 31 depicts the creation of informal and formal bilateral relationships (fIOR/iIOR) and informal and formal multilateral networks (fION/iION). SAILAUCK has grown out of informal interoganisational networks (iION) often based on interpersonal relationships of people belonging to different CLOR. This is through boat building projects where many different CLOR work simultaneously. Therefore iION are considered as starting point of interorganisational links in SAILAUCK. This is in line with the strong appearance of socio-economic LSF as contextual drivers. Sport and social activities around yachting are key determinant for relationship building in SAILAUCK together with boat projects, cluster events, and social get-togethers for iION. There are fIOR resulting from iION. These are usually buyer-supplier contracts, government funded projects, students thesis projects, and others.

CRQ
Finally CLOR emphasise that keeping good iIOR with former clients is essential in order to get clients to come back and get them to positive word-of-mouth communication which is important in a small and specialised industry as the yacht racing industry. There is evidence for a few fION. The most important one is the marine industry association. 

CRQ 2 How do interorganisational (citizenship) behaviours influence product innovation?

Table 23 shows Table 23. Cross-coding frequency matrix linking types of interorganisational behaviours with innovation dimensions (SAILBRIT).

Cross-coding Matrix of Types of Interorganisational Behaviour with Innovation Dimensions (SAILAUCK)

Technology 2009). A recent study conducted counts 213 businesses directly associated with surfing (GB1).

Data collection

Primary data was collected from May to June 2013. Table 24 summarises the interview data.

This includes the type of CLOR interviewed, the code assigned for the interview as data source, the number of employees, the year of inception, the location, the proportion of sales in the surfing, the interviewees' position, and the length of the interview in minutes of recording and pages of transcript. Table 26 summarises organisational information (OI) that was reviewed for SURFTORQ.

Organisational information includes flyers, conference and event programmes, membership brochures, media releases, and management and council plans. Twenty-five FSI were conducted and transcribed. Three EXI were conducted and summarised in meeting minutes or included in observation reports. This produced 18 hours 54 minutes of recording and 338 pages of transcripts. Transcripts were verified by participants. Half of the participants confirmed or offered revisions of transcripts. Appendix G provides exemplary interview transcripts.

Two observations were conducted at different events. Findings were documented in observation reports (Appendix H). Secondary data was obtained from interviewees upon request, from the internet, and from attending events for observation purposes.

Data analysis -within-case exploring and describing

This section presents findings from the coding, content, and narrative analysis. GB1 highlights the 'subculture of surfing' as the foundation of SURFTORQ. The phenomenon of the surfing subculture in SURFTORQ has been testified in a documentary on the global surfing industry [START_REF] Jarratt | Salts and Suits. How a bunch of surf bums created a multi-billion dollar industry[END_REF]. Surfing subculture refers to the dynamics, cooperation, communication, like-mindedness, and passion for surfing amongst CLOR staff (GB1/ES2). GB1

argues that this subculture has diminished because of the entrance of profit-driven businesses. CLOR ownership has evolved from local individual owners to multinational enterprises (MNE). Initially SURFTORQ CLOR were not primarily about making money but about contributing to surfing and the community (GB1/SC3). Therefore, people working in CLOR were willing to cooperate in an otherwise competitive environment. However, not all CLOR have been sold to foreign investors (GB1). Those that are still locally owned and managed are often considered as 'local champions' (GB5/BB3). GB5 explains, 'There has to be champions, people that are really keen and interested in not only their business but they are interested in the community, helping the whole community and the whole industry sector.'

Another socio-economic aspect is the way CLOR have developed out of interpersonal relationships. People -often friends -with a common interest in surfing created surf-related businesses (AC1/GB1). GB1 explains, 'So there were a whole lot of things that developed around people coming here to surf initially having these very special conditions that exist in this area in terms of the surfing, the friendships, the relationships between a whole lot of people that then moved into a business thing.'

Those business partnerships often split up later on to continue two separate businesses and brands.

However, most of these people stay friends after splitting up. They kept former personal relationships across businesses which created a very dense and close-knit informal network (GB1/ES2).

Staff circulates between the CLOR. This creates links because people keep relationships with their former employers or colleagues (GB6). This creates and maintains a pool of talented people (SC3). BB1 considers that internal human resources are a crucial LSF. However, BB2 uses external subcontractors to complement internal expertise and skills.

Attitudes of business owners and managers are more competitive and cautious nowadays.

While business owners used to create a business around surfing to support their lifestyle, it has changed to be more about money-making (AC1). However, while people tend to be more hostile in terms of business, they are still friendly outside the business context. GB3 explains that employees of all hierarchy levels and from all types of different CLOR, but especially from boardsport brands, meet to go surfing (BB2). This provides a relaxed atmosphere to exchange and communicate about private or professional matters.

The surfing subculture tends to shy away from outsiders. GB7 highlights, 'I think they have traditionally been a bit difficult to engage with, particularly the big guys. Tourism has had positive effects on SURFOTRQ such as the opening of a surf museum (ER2).

Furthermore CLOR organise events at the museum, donate artefacts and provide information for the surfing museum (GB8). ER3 describes SURFTORQ as 'a big family' where the older ones teach the younger ones methods and techniques.

CLOR are located close to the surf spots because they need to be close to the surfers (ES1).

ES2 explains that Torquay-based clients need to be satisfied first. The time that CLOR staff spends together contributes to a successful cluster. This creates relationships and reinforces the role of cooperation in an otherwise competitive environment (GB4).

GB5 emphasises that regular meetings create relationships and relationships create a culture based on trust. Further success factors of clusters are leadership by few champion CLOR and commitment of all participating CLOR (GB5). SC3 mentions the access to a talent pool of skilled labour is also a privilege for CLOR.

Geo-economic LSF are most referred to by governing bodies (n=22), followed by service/consulting firms (n=12), and equipment specialists and education/research institutes (n=8 each).

SURFTORQ is the biggest single industry sector in the region (Surf Coast Shire) including surfing related products and services (GB1). A recent study conducted by a researcher from Bond University counts 213 businesses directly associated with surfing between Torquay and Geelong. Most are located in Torquay (GB1). There are a few big players and a lot of SME (GB1/GB3/GB4). GB2 explains, 'In the early days you would see them pop down Baines Crescent were you would have different surfing companies come here because the big boys were here.'

There is no equivalent concentration of surf organisations anywhere else in Australia (GB8). Professional surfing plays a major role in SURFTORQ. The region in which SURFTORQ is based is internationally known as surfing destination (GB2). Many surf events, and amongst them worldwide known competitions, take place in SURFTORQ (PS1/GB3). These surfing events are often run by the CLOR. GB3 explains: 'The surfing industry runs their major events there and they are very good with the events these days.' These events provide not only an opportunity for CLOR but also an opportunity for Torquay (and Victoria) to present itself. Local businesses take advantage of the event and its many visitors. One example is the combined retail and cultural facility, known as 'Surf City'. An industry-led initiative created the surfing museum at Surf City. GB1 and GB2 plan to redevelop the area.

Political
Observations reports (Appendix H) show pictures of the Surf City precinct entrance and the Surf City plaza.

GB3 supports SURFTORQ through financial subsidies. GB4 refers to a government-led cluster initiative to identify and support clusters because they 'provided some seed funding for projects.' (GB4). GB5 refers to the cluster industry programme run by the regional government, which aimed at increasing university-industry collaboration. There was a financial incentive from the government for CLOR to collaborate. However, GB5 explains, 'Government can't make clusters but we can act as a catalyst. We can act as catalyst.' The ultimate goal is to have self-sustaining clusters and collaborations within the cluster (GB5).

Initiatives have been taken to formalise SURFTORQ. For example, there was a cluster initiative by the regional government. SURFTORQ and its potential as cluster were evaluated. Results

were ambiguous. An industry participant explains, 'I mean this area performs as a cluster. It is a text book cluster in the way it operates even though it was totally informal. No one sat and planned it but it has really effectively worked as a cluster.' (SC3) However, the regional governing body considered the project as a failure because 'in the Torquay cluster as we called it, there were very little [commercial] results, whereas a lot of our other clusters had quite exceptional results.' (GB5) Also archival data reveals the failure of SURFTORQ as successful cluster due to a lack of CLOR initiative and commitment for cluster development (AD7b).

Despite its own lack of formalisation, SURFTORQ is part of a larger formalised Australianwide sports technology cluster. The sports technology cluster including the SURFTORQ region has been formed and a competitive funding has been secured (GB7). The head office of this sports technology cluster is based in Geelong (GB7). There was also an industry-led initiative to formalise SURFTORQ which has resulted in the creation of a cluster governing body (CGB). However, it was found to be inactive recently (SC3).

Geographical LSF are referred to most by governing bodies (n=6) and accessories/clothing firms (n=4).

Torquay is the gateway to the Great Ocean Road which is known for numerous world-class surf beaches. One of the most famous surf beaches, 'Bell's Beach', is located a few kilometres from Torquay. GB1 explains, 'And Torquay was a much smaller place but at the same time it also had this thing called Bell's Beach where you have this iconic type of wave that is now world-renowned.' Those beaches host numerous surfing competitions for both amateur and professional athletes (GB3).

The fact that the water is cold at SURFTORQ's beaches has motivated people to invent wetsuits and other equipment to keep surfers warm (AC2/AC3).

Historical LSF are most cited by education/research institutes (n=4). A group of friends were the first surfers to explore SURFTORQ's coastline. They liked the place and decided to stay. To create a living around surfing they started surfing businesses. This explains that from the early beginning of SURFTORQ there was a intermingling of private and professional relationships. ER2 explains, 'because most of the people that were here had all kind of developed alongside each other. They have been in the same business and then they split off and did their own business and so there were relationships between everybody anyway. It wasn't like people came to town and set up brand new businesses. It was just a growth within the town that was already here'.

Cluster organisations. Data indicates that boardsport brands (n=119) are referred to most often. There is a group of three CLOR that are also considerably referenced -governing bodies (n=58), education/research institutes (n=52), and services/consulting firms (n=47). Fewer references are made to equipment specialists (n=30), accessories/clothing firms (n=21), professional sport (n=19), designers/shapers (n=16), amateur organisations (n=15), and media/communication firms (n=5).

Boardsport brands are most cited by governing bodies (n=46), followed by education/research institutes (n=18), services/consulting firms (n=16), and equipment specialists (n=9).

Governing bodies refer frequently to the large boardsport brands that dominate SURFTORQ (GB1/AC1). Other boardsport brands started elsewhere but came to SURFTORQ. Boardsport brands have leveraged brand reputation and promotion of surf beaches and businesses located in SURFTORQ (GB3). Boardsport brands depend on governing bodies to organise big surfing events. The sponsorship of surfing events is one way of leveraging on the reputation of local surf beaches but also on the performance of international surfers. Recently, CLOR have reduced their sponsorship of surf events due to difficult economic conditions. GB6 explains, 'because the sponsorship is not there as times got tougher. It used to be very much reliant on the industries, so [names of several BB], they used to sponsor every single event. As it is difficult times in retail and they are cutting back on cost. That is the first thing that they are going to cut back on, the events, trying to save money which is understandable.' Boardsport brands had a leading role in cluster initiatives and can be identified as cluster champions (GB4).

Education AC1 refers to boardsport brands' owners as mentors. Boardsport brands were the first surf business in SURFTORQ but accessories/clothing firms followed. They developed on the back of boardsport brands and their reputation. AC1 explains that 'Because they were successful, they were always encouraging and good to talk to […] To be around positive successful role models already in the sport it was just a good place to go.'

Governing bodies are most often referred to by governing bodies (n=20), followed by equipment specialists (n=10).

Relationships between cluster companies and governing bodies have not been very good recently (GB1/GB2/ES2). However, there is a direct link between the local authorities (GB3) and other CLOR due to the joint organisation of a big annual professional surfing competition. GB6 is the regional sport organisation for surfing. GB6 feels supported by government agencies: 'I think we are just lucky because it's the whole package. We have got the government support. We have got the industry support and we have got the state sporting association.'

ES2 has strong relationships with the regional and national sporting organisation for surfing.

Their networks are very useful. ES2 has links to the regional sporting organisation of surfing through supplying surfing equipment for kids surfing programmes. ES2 has taken efforts to develop suitable equipment for those programmes.

GB8 is a member-based regional tourism organisation. SURFTORQ is part of the tourism planning programme which includes the entire Great Ocean Road region with Torquay as the gateway.

While there are not so many direct links with private CLOR, GB8 has a direct interest in the Surf City precinct. GB8 wants to 'support the pro surfers but also to provide marketing and assistance for that Surf City area to be seen as the home of Australian surfing.' Education/research institutes have links to the regional and national sporting organisations. There are formal links with the surfing museum management (ER2) and the surfing education programme (ER3).

Professional sport has close links to the regional sport organisation because of the professional surfing events run. Amateur organisations are affiliated with the regional sport organisation (AO1).

Education/research institutes are referred to most by governing bodies (n=19), followed by services/consulting firm (n=6) and boardsport brands (n=4).

There are university-industry collaborations and partnerships (GB1/GB4 and surf retailers (30%) as their customers. They have the direct link to the end customer. ES2 explains, 'Usually what happens with that deal is that the surf shop say, when people come in and say " I want to learn how to surf.", that surf shop will direct them to the surf school and the surf school will then after they have done the lessons, they will then redirect them to the store if they want to buy a board.' Therefore ES2 assures good relationships to surf schools and retailers.

Equipment specialist are most cited by other equipment specialists (n=6), followed by accessories/clothing firms, services/consulting firms, and governing bodies (n=4 each). Equipment specialists claim good relationships to other co-located equipment specialists (ES1). Equipment specialists are often co-located in the same street and some even share the same building (AC3/OR2).

Also AC1 refers to equipment specialists, 'I communicate a lot with the shapers and the accessories suppliers for the surf because you are in a small town.'

Accessories/clothing firms are most often referred to by governing bodies (n=8), followed by education/research institutes (n=3). Accessories/clothing firms were drawn to by the reputation and presence of other CLOR, especially big boardsport brands. GB2 explains, 'I watched sun glasses coming to the area because they could associate themselves with the surfing industry. So it was good to have a presence here.' Accessories and clothing account for a much bigger percentage of sales than technical surfing equipment in SURFTORQ (ER2). The image of the 'surfing dream' has evolved. The target market of accessories/clothing firms and of some boardsport brands is less focussed on surfers but more so on people that like the image of surfing and surfers (GB3). In some cases this has led to a massive diversification of the product range and hence, diluted the brand image (GB4).

Professional sport is most often referred to by equipment specialists (n=4), followed by accessories/clothing firms, service/consulting firms, and other professional sport (n=3 each). PS1 confirms that product requirements and feedback from professional sport make up an essential part of the relationships between CLOR companies and professional sport.

Designers/shapers are most referred to by boardsport brands and equipment specialists (n=4 each). Boardsport brands use local designers/shapers as subcontractors for fashion design and printings. BB3 emphasises physical proximity as important. BB2 explains that using external designers/shapers allows them to watching over new fabric technologies and fashion trends.

Several designers/shapers might share the same workshops, sometimes also with equipment specialists (ES1). Direct contact with clients is important for designers/shaper that target professional surfers or advanced non-professional surfers because, 'they want to come straight in and talk to a shaper' (ES1).

Amateur organisations are referred to most by governing bodies (n=9) and amateur organisations. The local authority GB3 refers to a surf club that uses local beaches for surf competitions. The regional sport organisation GB6 refers to board riders clubs as their members to participate in national competitions and to get insurance. GB6 provides access to government funding for surf clubs for various programmes.

Media/communication firms are most referred to by boardsport brands (n=3).

Media/communications firms include marketing agencies and photographers. There is only very weak evidence for these types of CLOR.

Interorganisational links. Most data reflected multilateral interorganisational links (IOL) with most references coded to informal interorganisational networks (ION) (n=81), followed by formal ION (n=45). Both bilateral IOL -formal interorganisational relationships (IOR) (n=44) and informal IOR (n=42) are indicated to a similar extent.

Informal interorganisational networks are referred to most by governing bodies (n=16), followed by services/consulting firms (n=11 each), and boardsport brands and equipment specialists (n=9 each).

The development of informal ION is linked to the way in which surf CLOR were created.

Today's large boardsport brands and other CLOR were originally founded by friends that came to and as the tacit information flows develop, the cluster stakeholders are moving beyond rent seeking and they are comfortable in "helping to bake a bigger pie" from which they may or may not benefit.

They hope that they will benefit.' (SC5)

Formal interorganisational networks are most referred to by governing bodies (n=16), followed by services/consulting firms and education/research institutes (n=5 each).

Several initiatives to create a formal CGB in SURFTORQ have been unsuccessful due to a lack of CLOR commitment (GB1). Increased foreign ownership and corporatisation of CLOR, especially in boardsport brands, have changed CLOR objectives from community-oriented to profitdriven businesses. CLOR explain that the CGB initiative did not focus enough on issues that were in direct interest of CLOR (SC1). Therefore both the government-driven and industry-led CGB initiative failed due to a lack of activity, commitment and commercial success (SC3). GB4 summarises the reasons for the failure, 'I don't think that we found the key thing that was going to bind them to it.'

Whilst initially there was initial government support for a CGB, this was not sufficient to encourage CLOR to pursue the initiative (SC3). GB6 as regional sport organisations creates a formal ION through their members. GB6 has a variety of CLOR as members (e.g. surf clubs and surf schools). These pay a membership fee and benefit of various services provided by GB6. GB6 is part of formal projects with other government agencies around water sports (e.g. water safety).

There is an initiative for a formal CGB around sport technology on a national level. This CGB initiative includes SURFTORQ, but also many other sports and regions in Australia. This sports technology CGB's aim is to federate CLOR to generate jobs, investment, innovation, and export in Australian sport technology and equipment industries. The sport technology CGB is a non-for-profit member based organisation and acts as 'broker of relationships.

[…] So we can provide that brokerage point and help develop relationships within the sector through that sort of thing.' (GB7)

ER1 refers to formal ION including university, industry, and government. There is an example of a formal ION of five years with a fixed amount of funding from all participating CLOR for a university to conduct research, development, and innovation in surf equipment and technology.

Formal interorganisational relationships is referred to most by education/research institutes (n=10), governing bodies (n=8), and boardsport brands (n=6), followed by services/consulting firms (n=6) and equipment specialists ES (n=5).

ER1 refers to formal industry-university partnership to boardsport brands. ER1 explains that the same model of cooperation between university and industry partner has been successful in an automotive cluster in the same region. However, ER1 acknowledges, 'I suppose for sports technology and for surf wear and fashion wear; it is a very different model to have a dedicated R&D partner.'

ER1 is actively involved in the sport technology CGB initiative which tries to foster universityindustry collaborations on the one hand but also to get high performance sport products to trickle through to the non-professional sports market to leverage economies of scale (GB7). In other cases there are formal IOR between cluster firms and education/research institutes via student interns (ES3)

Public authorities (GB3/GB6) are formally involved in surfing events as they share the licence for the event with a boardsport brands. The regional sport organisation for surfing GB6 has formal IOR to surf clubs (AO) and surf schools (SC) as these are their members. GB6 works formally with other regional sport organisations in other water sports such as lifesaving and sailing. This is through joint workshops around shared topics such as water safety. Surf schools have formal links to boardsport brands and equipment specialists through sponsorship and purchase agreements for surf equipment (SC2).

There are formal IOR between boardsport brands and surf shops. There are also informal IOR in university-industry projects. ER1 explains that interpersonal relationships are key in the establishment of partnerships with CLOR and have also further developed throughout the partnership thanks to intense collaboration.

Interorganisational behaviour. Interorganisational citizenship behaviour (ICB) (n=218) is the most often cited interorganisational behaviour (IOB). There is also evidence for collaborative behaviour (n=49), competitive behaviour (n=35), cooperation (n=22), and coopetition (n=26).

Interorganisational citizenship behaviour. The ICB dimensions of advancement (n=69), altruism (n=62), and loyalty (n=50) are referred to most often. Less evidence is found for the remaining dimensions -constructiveness (n=20), conscientiousness (n=10), compliance (n=6), and tolerance (n=1).

Advancement is most referred to by governing bodies (n=18) and services/consulting firms (n=12), followed by boardsport brands (n=7) and education/research institutes (n=6).

There is evidence for advancement indicated through collaborations aiming at research, development, and innovation. There is collaboration between boardsport brands and education/research institutes for product development in fabrics and fashion design (GB1/GB7/SC3/BB1/ER1). Bigger, experienced CLOR help small start-up companies, e.g. a boardsport brand helped an equipment specialist in the commercialisation process of an invention (GB4). GB4 argues, 'It's probably just figuring out where the areas of collaboration are and working that. I suspect it's the innovation and the R&D.' Service/consulting firms participate in the innovation process of equipment specialists. The equipment specialist designs surfboards and wetsuits according to a surf school's needs and continuously refines them according to the surf school's feedback. BB1

refers to collaboration with a supplier to develop better wetsuit glues. There is also collaboration with knitting mills to develop fast-drying material for the inside of wetsuits.

There is some evidence for advancement through efforts undertaken by service/consulting firms to improve relationships between CLOR. Mutual promotion of surf schools and retailers via online social networks is one example (SC4). Informal exchange between surf schools and retailers about novel products permits informal advancement (SC5 Altruism is most often referred to by governing bodies (n=10), services/consulting firms and equipment specialists (n=9 each), followed by education/research institutes (n=7), and accessories/clothing firms (n=6).

There is a mentality of altruism between established CLOR and new CLOR (GB4). This mentality is enacted through mentoring of SME CLOR by established bigger CLOR (GB4/ES2/AC1).

Established CLOR provide access to distribution channels and networks, suppliers, patent agencies, and other resources that are important for setting up new businesses (GB4/ES2). However, there is also some recent evidence for altruism through helping new surf firms in their early stages. ES2

explains that SURFTORQ provides a sheltered environment to test new products and services through the support and feedback of other CLOR. ES2 explains, 'you feel like you are sort of cocooned by all of these other surf factories that you can make decision and know whether they are going to work very quickly through the feedback that you get through the stores.'

Altruism is evident in supplier-buyer relationships. An equipment specialist provides knowledge and material to help SC1 repair their equipment on their own rather than charging fees for a repair service (SC1 There is altruism between the regional sport organisation for surfing and equipment specialists that supply products to surf schools affiliated with the sporting body. The sporting organisation needs donations and sponsorship from CLOR (e.g. boardsport brands, equipment specialists) to conduct surfing events and competitions (GB6/ES2). ES2 states, 'We help them out. We look after all of their surf schools. We do their surf schools deals and at the same time, they help us out. So if there is something on, if there is an exhibition, they actually grab our products and take our products to an exhibition in Melbourne for us. So they will represent us.' The regional sport organisation in turn provides assistance to the local surfing museum ER2 in terms of their exhibitions. Also the regional sporting organisation helps ER2 by providing access to professional surfers but also by promoting and marketing ER2. Boardsport brands and equipment specialists provide surf equipment for the ER2's exhibitions (GB8/ER2) ES1 helps vocational education programmes (ER) that specialise in training programmes for surf specific professions by taking on interns and groups of students that learn how to make a surfboards free of charge. Universities state that they go beyond contractual agreements in university-industry collaborations. In the case of university-boardsport brand collaboration, the partners share resources, e.g. neoprene for material test.

Loyalty is referred to most often by services/consulting firms (n=10) and equipment specialists (n=9), followed by governing bodies (n=7), education/research institutes (n=6), and professional sport and boardsport brands (n=5 each).

Evidence for loyalty between CLOR can be found in buyer-supplier relationships. Surf schools tend to be loyal towards their suppliers of surfboards and wetsuits (BB/ES 

' (GB3)

There is a high degree of loyalty between CLOR and professional sport through long-standing sponsorship agreements. In the case of PS1 the shortest sponsorship duration is 10 years. Professional surfers get usually involved in professional surfing very early and are fist sponsored as juniors.

Constructiveness is referred to by governing bodies (n=8). Constructiveness is evident in three situations. The first concerns the management and use of coastline and beaches in SURFTORQ.

CLORs' involvement in the creation of a 'Coastal Management Plan' shows CLORs' interest and activity in interorganisational affairs that affect the cluster. CLOR lobby for SURFTORQ's shared interest in using the coastline for surfing as opposed to other activities (GB3). Second, boardsport brands have lobbied for a better connection to the motorway network (GB4). Third, GB5 emphasises lobbying through leadership of few strong CLOR. GB5 calls them 'champions' and 'you find behind every cluster there has to be strong leadership. There has to be champions, people that are really keen and interested in not only their business but they are interested in the community, helping the whole community and the whole industry sector.'

Conscientiousness is referred to most by service/consulting firms (n=4) and equipment specialist and accessories/clothing firms (n=3 each). There is conscientiousness between surf schools and their surf equipment suppliers. Equipment specialists go beyond normal levels of forethought in the buyer-supplier relationship with SC2 by providing a replacement if a board breaks, and by providing training and material for surfboard repairs for SC1's staff. ES explains, 'So we look after our consumer base or our clients very well, as best as we can.'

Compliance is referred to most by governing bodies (n=3). GB2 refers to unwritten norms in SURFTORQ such as the 'right' of employees to go surfing at lunch time whenever the surf conditions are good. GB2 calls this 'cultural norm'. This is also reflected in the 'dress code' of relaxed and casual clothing.

Tolerance is referred to only once. GB6 shows understanding for CLOR facing hard economic times reducing sponsorship for sport events.

Collaborative behaviour. Governing bodies (n=11) refer most often to collaborative behaviour, followed by services/consulting firms and boardsport brands (n=4 each).

There are opportunities for collaboration in clusters due to common needs and areas of interest of CLOR. These areas needs to be identified and targeted with collaborative projects or programmes.

The regional government agency GB4 identified areas with opportunities for collaboration in SURFTORQ but there was not enough interest and commitment from the industry to drive it. GB4 realises, 'You don't force it. It has got to evolve itself.

[…] It's just a scale of collaboration and cooperation but a true cluster will have some sort of competitive advantage that attracts industry there.'

Collaboration between universities and industry is a key element in clusters. CGB are normally a key intermediary for university-industry partnerships. Even though SURFTORQ is without an established CGB, there are some industry-university partnerships. However, there seems to be a higher willingness for collaboration between industry partners than between university and industry.

Opportunities for collaboration in clusters develop over time and increase with higher levels of trust, honesty, and social comfort amongst CLOR. SC5 points out that collaboration is more likely to happen in small groups of two to five CLOR rather than in formalised, large groups of CLOR. SC5 explains, 'Yes, the citizenship behaviour that you mentioned that I would rather describe as cluster team behaviour, this is one of the key ingredients because we are describing business as going beyond being solo players, beyond trying to do everything themselves. You are seeing businesses that benefit in collaborating with other companies that are competitors.' One example for collaboration is cobranding between ES2 as original equipment manufacturer and BB1 as marketer of surfboards.

Competitive behaviour is referred to by service/clothing firms (n=11) and governing bodies (n=8), followed by education/research institutes and equipment specialists (n=4 each).

There is competition amongst surf schools and surf retailers (SC). SC1 was the first professional surf school and others have copied their concept and undercut their prices. There is competition between boardsport brands. Boardsport brands used to have friendly relationships but nowadays they are trying to outdo each other (SC2). SC2 explains, 'I think the known brands are really big and they have swallowed up all the other little brands around them so that they can have those other areas. They are bought out. The best way to beat your opposition is to buy them out.'

However, competition also creates positive outcomes, for example dynamism and pressures that drive competitors to higher and better performance (SC3 CLOR corporatisation has changed the cluster from a community-orientation towards a more profit-driven mentality. There is now more competitive behaviour amongst CLOR (GB1). There is also rivalry between the old established local CLOR BB and those that have come to SURFTORQ more recently. This is illustrated in an example where a newly arriving firm was not able to access industrial land for warehousing and had to search elsewhere (GB4). GB4 calls this behaviour 'predatory'. While many smaller CLOR rely on local demand, the production of surf equipment and clothing has gradually moved overseas. Imported products compete now with locally produced products. This puts the smaller CLOR into competition with the bigger ones. Hence, everyone becomes more protective (ER2). This is particular the case for product development and innovation as products are copied quickly by competitors and hence, there is no pay-off for research and development.

Cooperative behaviour is most often referred to by governing bodies (n=5), followed by accessories/clothing firms, service/consulting firms, designers/shapers, and education/research institutes (n=2 each). There used to be cooperation between founders of first boardsport brands in the early days of SURFTORQ (GB1). Nowadays there is more cooperation between SME (e.g. surf retailers and surf schools). Also equipment specialists and designers/shapers specialised in surfboard shaping, glassing, surfboard cover and leashes, and surfboard and wetsuit repairs, cooperate by sharing workshop space (AC2/DS1/OR2).

Coopetive behaviour is referred to most by service/consulting firms (n=14), followed by education/research institutes (n=4), and equipment specialists and boardsport brands (n=3 each).

SURFTORQ is a competitive market environment but there is some simultaneous cooperation.

SC3 explains, 'Torquay or this area is quite unusual where you have got a cluster of surf businesses and we are all first competitors to each other but on a whole lot of levels we actually work and coordinate together and help each other out at the same time in an ultra-competitive environment.'

People working in different CLOR tend to have good personal relationships. This facilitates cooperation in a competitive environment. There is goodwill to promote the greater good of SURFTORQ as opposed to only individual companies. Co-opetition is evidenced by sharing information or large orders between competitors. SC3 explains that individuals 'change hats' which means that they change identities depending on the context. That is why people can cooperate in some issues while being competitor in other situations. This behaviour is mirrored in CLOR's employees' behaviour as surfers. They can be in the water surfing with people from competing CLOR and hence, they change the hat from being an employee of a certain CLOR to being a surfer. This identity change permits them to talk easily to a competing CLOR's employee (ER2/SC2). ER2 explains, 'So the classic there would be people bumping into each other in the water as surfers and they are on the same level whereas if they are back in their board rooms, they are competing with other companies.'

Sports fair play and etiquette reflects competitive behaviour in the industry. The objective of coopetition is to co-exist with competitors rather than outdoing them (SC3/SC5).

Innovation. Most evidence is found for the themes innovation phases (n=152) and sources of innovation (n=141). The theme type of product innovation is indicated least (n=90).

Innovation phases. Data refers to the innovation phase of invention most (n=56), followed by idea generation (n=56), and commercialisation (n=40). The themes are presented in the following order: idea, invention, and commercialisation.

Idea generation. Education/research institutes (n=12), boardsport brands (n=11), and equipment specialists (n=9) refer most often to the idea generation phase, followed by services/consulting (n=8) and governing bodies (n=5).

Ideas emerge from university-industry collaboration. There are partnerships between boardsport brands and universities (ER1/BB1). This includes direct and permanent exchange between university researchers and research and design employees. The partnership's aim is to improve textiles and other sport equipment to make them more environmentally friendly, cheaper, and easier to wear.

ER1 Ideas can emerge from internal discussions between CLOR employees sharing experiences and user observations. CLOR employees make observations, as they are themselves users. Ideas are also generated from informal exchanges in the surfing community and at surf sessions (BB2/SC1).

BB2 explains: 'Like I had a surf and I was with the creative director. We were talking about various things in the business for twenty minutes in the car park and then got changed. It's sort of "out of office for innovation", "in the office for execution". That is sort of a thought process in the business as well'.

Surf schools or surf retailers also share feedback from end-users (GB6). BB1 explains, 'We often use retailers to gather information and feedback because when it is all said and done, than it is about providing product that is once again fit for purpose, that is a product that surfers in this situation or board riders need in their quiver of products.' The idea generation process can be formalised or informal. At BB1, employees can submit ideas to an online platform. These are evaluated monthly and employees are rewarded with prizes.

The feedback from professional surfers and other expert user groups can generate ideas that lead to innovation (SC5/ES2/PS1). Equipment specialist and designers/shapers are often expert surfers themselves and therefore generate ideas from own experience or client observations. Designers/shapers work directly with professional or advanced surfers because those prefer custom hand-shaped surfboard. New ideas emerge from the high demands of professional surfers. Feedback from other user groups such as beginners, kids, surf instructors, and women also generate ideas for product innovation (ES2).

Invention. Boardsport brands (n=17) and education/research institutes (n=16) refer most often to invention, followed by equipment specialists and services/consulting firms (n=7), and accessories/clothing firms (n=5).

During the invention phases an idea is transformed into a marketable product. Invention includes the design and realisation of a prototype and its testing. CLOR engage in these sub steps to varying degrees. BB1 engages not just in research for new materials, but also the design and realisation of prototypes. BB1 works with research institutes and universities during the invention phase. The prototype is manufactured in BB1's own factory and tested by BB1's staff, professional surfers, surf schools (clients), or friends. BB1 illustrates the invention process with an example, 'So on

Friday we made up a prototype out the back. We tweaked a few things. The opening was a little bit difficult to get into so we made a few alterations. One of my test pilots who works here in the office, he comes in this morning, and he goes "Hey [name], I am going to go out for a surf now, where is that suit? I'll give you some feedback on how easy it is to get into, how easy it is to get out off".'

The product testing happens in stages. New materials are first tested in laboratories. Then BB1's internal staff will test prototypes. More advanced prototypes are tested by professional surfers and surf school instructors. BB1 has also some internal technical testing facilities. For example, they can conduct long-term testing of materials to determine their stretching capacity.

University-industry partnership can be used for the invention phase. New materials and design are tested in a partnership between boardsport brands and university (BB2/ER1 Therefore, GB7 has put in place mentoring programmes for small start-up firms but also commercialisation grants and other funding opportunities. GB7 seeks better integration of university research in the sports technology industry by ensuring practical applicability of research in sports technology markets.

Marketing measures are part of the commercialisation process. Collaborations with other CLOR helped ES2 to access new international, distribution channels. Research data from universityindustry partnerships can be used for marketing purposes to reveal performance improvements (ER1).

Another challenge of the invention phase is to find suppliers of the new material. This implies also the management of intellectual property issues (ER1).

Innovation sources. Data refers most to external links as source of innovation (n=95), followed by internal resources (n=28), and consumers (n=18) as source of innovation.

External Links. Governing bodies and services/consulting firms (n=18 each) and boardsport brands (n=14) refer most often to external links as source of innovation, followed by education/research institutes and equipment specialists (n=7 each).

There Innovation can result from collaboration with education/research institutes and professional sport (GB7). However, there needs to be a filter down from the high performance sport product to the mass consumer market. Sport equipment innovations resulting from high performance sport require adaption for non-elite participants. GB7 explains, 'From a research perspective we want to see the researchers developing a stronger understanding of how their technology can be used in a real life situation and applying that technology to building research projects with industry.'

Informal links between CLOR foster innovation. The surfing environment and interpersonal relationships between CLOR founders created a surfing subculture that favours innovation. This subculture is characterised by informal encounters and exchanges, often facilitated through shared surf sessions (GB4/BB2). While this surfing subculture provides a great environment to generate and test ideas, BB2 mentions the risk to remain closed to ideas from outside the surfing world. However, the surfing subculture permits not only the generation of ideas but provides a sheltered environment for smaller companies to develop, test, and commercialise new ideas (ES2). Boardsport brands directly support CLOR SME through mentoring and providing access to resources and networks of suppliers and clients (GB4/SC3). Boardsport brands use informal links to other CLOR for product testing.

Also formal links can be source of innovation. GB6 organises formal meetings with boardsport brands equipment specialists, and services/consulting firms, primarily surf schools and shops, to provide an opportunity to discuss and exchange about products. Links between supplier and buyer can be a source of innovation. This is the case between surf schools (SC) and equipment suppliers (ES, BB). SC1 is one of the first and largest clients of ES2 and has been involved in the initial design and conceptual phase of these surfboards. The product was created according to SC1's needs and purposes. There is a continued feedback loop to assure the quality and improvement. ES2 keeps developing products suited to their clients' needs.

Surf schools and retailers test wetsuits for boardsport brands informally and give feedback on performance of prototypes. Feedback from surf schools is valuable because 'It's about 100-200 suits that I buy, so it's worth it for them to do that and the feedback because they get great feedback from us from their suits because we smash them. People put them on the wrong way and stretch them. They do all wrong things with them. So they get a great cross-section of the wear of the suits.' (SC2) BB1 uses surf retailers as source of information and feedback because they have the most contact to the end customer (BB1).

Also links to suppliers and subcontractors of surf equipment manufacturers (BB/ES) are source of innovation (BB1/BB3). While these tend to be based outside SURFTORQ, often in Asia, some specialised ingredients such as glue might be sourced locally. BB1 argues that, 'the key to developing new innovative products is to build and maintain relationships and have strong relationships with external suppliers. Obviously the broader the range is of contacts and suppliers that you have available to, the more likelihood it is that you are going to be able to bring that development to market. […] the number of developments with external companies and the number of relationships that we have formed are so wide and vast that there always seems to be an opportunity.'

While links to external organisations are used mainly for idea generation and the invention phase, boardsport brands use external media/communication (e.g. agencies for marketing communication strategies), and professional sport for commercialisation.

Internal resources are most referred to by boardsport brands (n=14), followed by accessories/clothing firms (n=3).

Boardsport brands tend to have various internal resources as source of innovation. These are used to different extents during the different phases of innovation and for different types of innovation.

BB1 has an internal design and development team for wetsuits. BB1 owns a small manufacturing facility for clothing, wetsuits, and other garment-based surfing equipment. This facility is used for two purposes. One is for the development of material and testing its properties (e.g. stretchiness of neoprene), and the other is to make product prototypes (BB1).

BB2 has an internal formalised process for idea generation through an online portal to which every employee can upload ideas. This fosters internal idea generation. BB2 will hire people outside of surfing to generate idea from outside of the world of surfing. BB2 is convinced 'it has also lots to do with HR and people you hire as well. So for example in my area we have 17 people in marketing.

Maybe seven of them surf and there are a few people that don't or that have just taken it up since they started working here.

[…] So the innovation comes in through those avenues as well.'

Small CLOR in SURFTORQ might neither have the financial power to invest in internal resources nor in collaboration. Therefore they rely on and foster an innovation favouring attitude in the company culture and identity (GB1).

Consumers as source of innovation are referred to most by services/consulting firms and equipment specialists (n=5 each). Two consumer groups are highlighted as sources of innovation, surfing beginners and surfing experts/professionals. Surf schools and retailers have direct contact with the end customer, especially the average surfer and surfing beginners. Hence, surf schools and retailers are intermediaries for accessing the average end-consumers' feedback (ES2). The average endconsumer is also accessible through informal exchanges in the surf community. The surfing community serves also as a testing field for new products so that CLOR can see directly how consumers respond it before putting out in a larger market (ER2).

Product innovation type.

Data indicates material innovation (n=44) most, followed by use/design innovation (n=35), and system/technology/innovation (n=10).

Product-material innovation is referred to most by boardsport brands (n=12), education/research institutes (n=9), and governing bodies (n=6).

Material innovation remains important in surfing (OR1/GB7). BB1 is concentrating on innovation of wetsuits. There is an array of different properties that hold potential for improvement such as warmth, elasticity, hydrophobic properties, time to dry, and comfort. BB1 works continuously on the improvement of those different characteristics and brought out a range of different materials over the years: 'So, E4, our elasto material has been in our range wetsuits for the last 6 or 8 years.

The 

Data analysiswithin case explaining and predicting

In the preceding section the data from the fourth case study, SURFTORQ, is presented. These descriptions show what happens in SURFTORQ and how it happens. The following sections focus on the question why things happen. The research questions are used as starting point but an inductive approach is taken. Following Miles, Huberman, and Saldana (2014) causal fragments are derived from data. Cause-effect relationships are theorised between different research themes in order to provide answers to the research questions.

CRQ 1 What is a sport cluster?

The overall research questions are addressed step-by-step answering the subordinate research questions. All answers given here are tentative and no answer is exclusive to other possible answers.

CRQ 1a What are the characteristics of a sport cluster? is addressed by investigating different location-specific factors and cluster organisations. Figure 33 shows the cause-effect relationships between different LSF. Surfing conditions are key geographical LSF which have attracted surfers to Torquay. A passion for surfing combined with the great surfing conditions made them wanting to stay in the area. Surfers established surf equipment businesses. The initial founders of SURFTORQ were friends and grew closer through co-location and mutual business interests. This created the surf subculture which characterised SURFTORQ especially in its early development stages. Geographical factors like the cold water all year long and a cold, windy winter led the surfers to develop wetsuits.

As surfing became more popular businesses started to diversify their product range into non-technical, non-essential surf related products such as clothing and fashion accessories. Within a few decades SURFTORQ and the worldwide surf industry had grown massively. That is when local authorities became interested in surfing's economic impact on the community. Efforts by local or regional government, and industry to formalise SURFTORQ through creating a CGB were unsuccessful. CRQ1b What relationships exist between organisations within a sport cluster? Figure 35 shows the suggested mutual causal influences in the creation of informal and formal bilateral relationships (iIOR/fIOR) and informal and formal multilateral networks (iION/fION). SURFTORQ developed from iION amongst friends that turned into business partners. In the very beginning of SURFTORQ there were no formal interorganisational links (IOL) and still today most IOL are informal. There have been government driven and industry-led initiatives to turn the cluster's iION into a fION but without success. Over time business partners have split up and created new CLOR.

Brands from abroad have arrived to set up their business in SURFTORQ. The increased number of CLOR and the growth of SURFTORQ have led to more formalised IOR. There are fIOR between CLOR primarily buyer-supplier and subcontractor relationships. There are some contractualised fIOR between education/research institutes and boardsport brands. The fIOR between buyer and suppliers or industry-university partnerships often continue as iIOR once the fIOR is finished. 

CRQ 1c How do CLOR behave towards each other? and CRQ1d:

To what extent are ICB evident in sport clusters? Table 28 shows the frequency of parallel occurrence of different interorganisational behaviours (IOB) in different interorganisational links (IOL). Darker grey shading indicates a strong cross-coding intensity between a type of interorganisational behaviour and link.

Lighter grey shading indicates low cross-coding coding intensity between a type of interorganisational behaviour and link. Most evidence for IOB is found in iION (n=34), followed by fION (n=27), iIOR (n=22), and fIOR (n=14).

Interorganisational citizenship behaviour (ICB) (n=67) is the most often occurring IOB, followed by collaboration (n=17). There are only few references coded to coopetition (n=6), cooperation (n=5), and competition (n=2).

ICB is the most often occurring IOB across all forms of IOL. ICB is most prevalent in iION (n=22), followed by fION (n=18), iIOR (n=16), and fIOR (n=11). Only collaboration is clearly evident as other IOB occurring in iION and fION (n=7 each). There is some evidence for coopetition (n=6)

and cooperation (n=5) across the different types of IOL.

Advancement (n=21), loyalty and altruism (n=19 each) are most evident ICB across all interorganisational links. Advancement is most prevalent in iION (n=10), altruism is most prevalent in iION (n=9), and loyalty (n=10) is most prevalent in iION. 

CRQ 2 How do interorganisational (citizenship) behaviours influence product innovation?

Table 29 shows the frequency of parallel occurrences of different IOB and innovation themes (n=43).

IOB inform about sources of innovation (n=27), types of product innovation (n=9), and innovation phases (n=7). There is most cross-coding between ICB (n=21) and innovation themes, and collaboration (n=13) and innovation themes. Only external links as source of innovation are crosscoded with ICB (n=35) and collaboration (n=8). All three phases of innovation are informed by ICB, idea generation (n=2), invention (n=3), and commercialisation (n=2). Material innovation is most often cross-coded with ICB (n=5) amongst all types of product innovation. Advancement (n=12) is the strongest ICB and most often cross-coded with all innovation themes, followed by altruism (n=4), and loyalty (n=3).

Table 29. Cross-coding frequency matrix linking types of interorganisational behaviours with innovation dimensions (SURFTORQ). Tolerance 0

Cross-coding Matrix of Types of Interorganisational Behaviours with Innovation Dimensions (SURFTORQ)

0 0 0 0 0 0 0 0 0 0 0 0 Loyalty 0 0 0 0 0 2 0 2 0 0 1 1 3 Constructiveness 0 0 0 0 0 0 0 0 0 0 1 1 1 Conscientiousness 0 0 0 0 0 0 0 0 0 1 0 1 1 Compliance 0 0 0 0 0 0 0 0 0 0 0 0 0 Altruism 0 2 0 2 0 1 0 1 0 1 0 1 4 Advancement 0 3 0 3 0 6 0 6 2 1 0 3 12 Total 0 8 1 9 1 26 0 27 2 3 2 7

General Discussion

This chapter discusses major findings using cross-case analysis. Implications for future research and the practical relevance of findings are also explained. The chapter concludes with limitations and a final reflection on this thesis.

Major Findings through Cross-case Analysis

In this section central research questions (CRQ) are addressed using cross-case analysis. A mixed strategy is used integrating theme-oriented and case-oriented approaches for cross-case analysis [START_REF] Miles | Qualitative Data Analysis[END_REF]. The following two questions are addressed CRQ1 What is a sport cluster? And

CRQ2 How do interorganisational (citizenship) behaviours influence innovation in sport clusters?

The questions are answered by discussing a sub set of questions and themes per research question. A

summary of the answer is provided at the end of each section.

CRQ1 What is a sport cluster?

This section answers CRQ1 discussing the following sub set of themes: location-specific factors (LSF), types of cluster organisations (CLOR), interorganisational links (IOL), and interorganisational behaviours (IOB).

To answer this research question cluster literature is revisited and discussed with regards to the theoretical framework. Literature is compared to and discussed with the within-case analysis findings.

Cases are compared to see whether they relate similarly or differently to each other and to extant theory. This discussion shows to what extent findings negate, confirm, or extend extant theory. LSF as characteristics of sport clusters are discussed for each case and compared across all cases. CLOR as clusters stakeholders are discussed across clusters with the same sport and across all sport clusters.

IOL within a cluster are discussed per case, across cases of the same sport, and across all sport clusters. Interorganisational behaviours within a cluster are compared across the four cases with the focus on interorganisational citizenship behaviour (ICB).

Location-specific factors as characteristics of sport clusters. [START_REF] Marshall | Principles of Economics[END_REF] puts forward the concept of industrial districts arguing that idiosyncratic factors of a geographically defined area influence its economic development. [START_REF] Dunning | Toward an eclectic theory of international production: some empirical tests[END_REF] and [START_REF] Rugman | Country Specific and Firm Specific Advantages[END_REF] take location-or country-specific factors into account next to firm-specific factors in their theory about internationalisation strategies. A framework of country-specific or location-specific factors versus factors unique to a company is suggested to explain firms' internationalisation [START_REF] Dunning | Toward an eclectic theory of international production: some empirical tests[END_REF][START_REF] Rugman | Country Specific and Firm Specific Advantages[END_REF].

There are tangible and intangible characteristics of sport clusters. Tangible LSF are climate, weather, topography, geography, and natural resources. These factors are reflected in the theme node geographical LSF. [START_REF] Marshall | Principles of Economics[END_REF] adds intangible aspects such as local residents' attitudes, availability of skilled labour, capabilities to produce knowledge, and potential for new ideas as factors that determine an industrial district's success and longevity. These factors are reflected in socioeconomic LSF. The historical and socio-cultural embeddedness of an industry in its location is another determinant for industrial districts which is considered as historical LSF (Asheim, 1996;[START_REF] Marshall | Principles of Economics[END_REF][START_REF] Porter | The Competitive Advantage of Nations[END_REF]).

An industrial district is more than a concentration of firms producing the same or similar products. Firms that are based in an industrial district take advantage of co-location with other firms around them. This is through labour division, strong product specialisation, high interdependencies of firms, close intra-sector and interorganisational networks, high level of informal and formal cooperation, and high vertical and horizontal integration of the entire value chain (Asheim, 2000;[START_REF] Bellandi | Innovation and Change in the Marshallian Industrial District[END_REF][START_REF] Bellandi | Italian Industrial Districts: An Industrial Economics Interpretation[END_REF]. The aspects related to co-location are taken into account through geo-economic LSF.

The theme sport-related LSF is derived from [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] work on sport clusters. Sport industries have moved through different phases of development being influenced by diverse external factors, e.g. varying government funding. Recently, sport has been exposed to new pressures such as less public funding for both, professional and amateur sport, new commercial challenges in sport, pressures on the sport community and infrastructure, and higher requirements on sport products, services, and performances. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] suggests sport clusters as a new system for the sustainable and continuous delivery of sport goods and services.

The theme political LSF is derived from previous conceptual research on clusters [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF]. The role of politics, government, and other control, influence, or governance exerting institutions and their interventions in cluster development is not quite clear. Political LSF inform about whether a cluster can be created or not, and to what extent governing bodies can intervene to promote and foster the development, growth, and longevity of clusters [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF].

The role of the different LSF as characteristic of sport clusters is discussed in this paragraph.

Table 30 shows frequency quotes of coded references for LSF across all four cases. The three most often coded LSF in each case are highlighted in grey colour. Geo-economic LSF are most often referred to across all cases and within SAILBRIT and SURFAQUI. Socio-economic LSF are the second most often referred to across all cases and within SAILAUCK and SURFTORQ. Sport-related LSF are the third often referred to across all cases and are referred to the second or third often in all single cases except SURFAQUI. Political, geographical, and historical LSF are least often referred to across all cases. As exception to the other cases, sport-related LSF are not often referred to in SURFAQUI.

Table 30. Cross-case comparison of location-specific factors.

Geo-economic LSF. According to literature geo-economic LSF are indicated through colocation of CLOR which leads to labour division, strong product specialisation, high interdependencies of firms, close intra-sector and interorganisational networks, high level of informal and formal cooperation, and high vertical and horizontal integration of the entire value chain (Asheim, 2000;[START_REF] Bellandi | Innovation and Change in the Marshallian Industrial District[END_REF][START_REF] Bellandi | Italian Industrial Districts: An Industrial Economics Interpretation[END_REF].

There is evidence in SAILBRIT for strong product specialisation because there is an extreme diversity of professions and firm specialisations. 2000;[START_REF] Bellandi | Innovation and Change in the Marshallian Industrial District[END_REF][START_REF] Bellandi | Italian Industrial Districts: An Industrial Economics Interpretation[END_REF]. The concept of geo-economic LSF needs to take non-economic actors and their interdependencies with firms into account. The relevance of physical co-location is questionable due to the lack of evidence for resulting benefits in SURFAQUI.

There is evidence in SURFTORQ for high interdependencies of firms. This is evident in the unbalanced interorganisational network between few large boardsport brands and the many SME that depend on the bigger companies. There are primarily business-to-business interorganisational relationships amongst CLOR (e.g. buyer-supplier relationships). Sports goods manufacturers supply surf schools that use the equipment for their lessons or to surf shops that retail the equipment. There are relationships between local material suppliers and manufacturers but to a lesser extent because a lot of the manufacturing has been moved overseas. There is only weak evidence for cooperation and value chain integration in these business-to-business relationships. There is no evidence for labour division or product specialisation. Two indicators for geo-economic LSF are evident in SURFTORQ, while two are weakly indicated and two not at all evident. Overall, geo-economic LSF as characteristic of surfing clusters need to be revisited and redefined. The role of non-economic actors (e.g. non-profit organisations and sporting bodies) needs to be re-evaluated. The importance of physical co-location of actors in the definition of geo-economic LSF needs to be revised as well for surfing clusters.

Socio-economic LSF. According to literature socio-economic LSF are indicated through social processes that affect economic activity and vice versa. Socio-economic LSF include local residents' attitudes, availability of skilled labour, capabilities to produce knowledge, and potential for new ideas [START_REF] Marshall | Principles of Economics[END_REF].

There is evidence in SAILBRIT for socio-economic LSF. [START_REF] Marshall | Principles of Economics[END_REF].

There is evidence in SURFAQUI for socio-economic LSF through the availability of skilled labour. While skilled workforce is attracted to SURFAQUI for lifestyle reasons, there is considerable staff rotation amongst CLOR. Local residents' attitudes were crucial for the foundation and further development of SURFAQUI. The desire to live close to the sea and create a life around the sport of surfing has generated ideas for businesses around surfing. CLOR employees' interpersonal relationships influence business-related interorganisational relationships. The culture of surfing influences relationships and behaviour amongst CLOR in professional situations. The shared passion for and practice of surfing is an outlet for new ideas. However, no evidence for capabilities to produce new knowledge through socio-economic LSF is found. Three out of four indicators for socioeconomic LSF are confirmed in the case of SURFAQUI.

There is evidence that local residents' attitudes towards surfing and towards each other was a significant lever for the development of SURFTORQ. This is evident in what is described as 'surfing subculture' which coined the early development of SURFTORQ and its CLOR. Surfing subculture means the orientation of businesses towards the community of residents and surfers as opposed to profit-orientation of modern corporations. Interpersonal relationships between residents are crucial for the functioning of CLOR in SURFTORQ. CLOR tend to be closed towards help and ideas from outside (e.g. from governing bodies). Within SURFTORQ there is potential for new ideas through the involvement of CLOR's employees and managers as they tend to be user-innovators. However, there is almost no exchange amongst CLOR to generate ideas or knowledge due to high perceived competitiveness. Increased tourism and the reputation for an attractive lifestyle attracts more skilled workforce to SURFTORQ. Two indicators for socio-economic LSF are confirmed while two are not evident. Overall, there is a lack of socio-economic LSF that facilitate the production of new knowledge. The potential for new ideas is not well evidenced in surfing clusters.

Sport-related LSF are characteristics of sport clusters because professional and amateur sport affects economic activities and vice versa. Indicators for sport-related LSF are reduced public funding for both professional and leisure sport, new commercial challenges in sport, pressure on the sport community and infrastructure, and higher requirements on sport products, services, and performances [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

There is evidence in SAILBRIT that high participation rates in amateur and professional due to limited waterfront land, which is of interest not only for sports people, but also for marine businesses, and tourism and hospitality industry. High demands, especially by professional sport, have driven CLOR into developing ocean racing technology, equipment, and services. The more professional sport entities that base themselves in SAILBRIT the more economic activity can be generated around them. It is not only the demanding requirements of professional sport but also their skills, knowledge, and experience that enrich the cluster and the products and technologies developed in SAILBRIT. Changes in rules and regulations of sport competitions influence the required budget for boat equipment and technology that is allowed in big ocean races. This poses challenges to professional sport teams because they need to source the necessary funding to finance research, development, and manufacturing of high performing technology products. This is necessary in order to be most competitive compared to other professional sport teams. This also creates pressure on CLOR because they have to develop performing technology and quality products at competitive cost.

Volatility of professional sponsorship provides only short-to mid-term prospects for professional sport entities. Hence, CLOR are dependent on sponsors. Also amateur organisations depend on donations and sponsorship to continue activities such as amateur regattas as their primary activity. All indicators for sport-related LSF suggested by previous research are evident in SAILBRIT, except there is no reference to the impact of public funding for professional and leisure sport [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

There is evidence in SAILAUCK that high participation rates in amateur and professional sailing have created a strong local demand. This demand led to the development of an initial marine infrastructure and industry which attracted local and foreign professional sport entities (e.g. ocean racing teams). The arrival of professional sport entities and associated training centres created higher requirements on sport products, services, and their performances. Changing sport competition rules and regulations influence commercial challenges and opportunities in and through professional sport.

Race rules and organisers determine location and budget of future races which influences location decisions of sport teams for boat construction and training. Therefore hosting races generates important economic activity and stimulation of research and development in a location. The arrival of more professional sport teams but also amateur and recreational sailors in the super yacht segment created pressures for accessing waterfront land. It is essential for amateur and professional sport but also for many marine businesses to have direct sea access. Amateur clubs run races and other sport activities for their members. Therefore closeness to marinas is crucial. Professional teams need to go out on the water regularly for training and product testing. Shipyards need water access with a minimum of depth in order to launch new boats or receive boats for refit. Marine firms providing equipment, services, sails, rigging, and other marine products and services need close proximity to water in order to be close to their clients such as amateur and professional sailors and shipyards.

Involvement of business owners and employees in sailing influences positively their commitment and behaviour to the industry. All indicators for sport-related LSF are evident in SAILBRIT except there is no reference to the impact of changes in public funding for professional and leisure sport. Overall sailing clusters confirm indicators of sport-related LSF according to previous research [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] with the exception of less public funding for professional or leisure sport. In contrast, private funding from sponsors is highlighted as factor that influence SAILBRIT and its actors.

There is evidence in SURFAQUI for sport-related LSF because the surfing community overlaps with the surfing industry. Non-professional surfers founded these surf businesses to create a lifestyle around surfing. Since then, professional sport has become part of SURFAQUI, which has generated new commercial challenges. This is through primarily long-term sponsorship relationships between professional surfers and CLOR, mostly boardsport brands or accessories/clothing firms. The group of sponsored athletes by the same CLOR form the CLOR's 'team'. However, these teams rarely compete as a team but are only linked through shared sponsorship. Sponsorship agreements are not only a marketing opportunity for CLOR but have also created close link between professional sport and surfing equipment companies. The high demands of professional athletes in sport products, services, and performance are translated in CLOR's product development. This is done through exchanges, feedback, and collaboration of professional sport athletes and teams with sport equipment brands and manufacturers. Sport-related LSF make collaborations with surfing businesses attractive to education/research institutes. Industry-university collaborations combined with demanding needs of professional athletes in sport equipment have led to major product innovations. Professional and amateur sport clearly influences economic activities and technological development of sport products in SURFAQUI. No evidence is found for pressures on the surfing industry and community in terms of infrastructure and the role of public funding for surfing.

There is evidence that passionate, amateur surfers stimulated the establishment of SURFTORQ. There have been increasing pressures on the local beaches because of increased demand by surfers, other beach users, and surf competitions. The arrival of professional sponsorship and surf events created commercial opportunities that were originally pursued independently by the CLOR but public funding and national and regional sport organisation's support has become stronger in recent times. Economic downturns have affected the surfing sector recently. Public funding has compensated decreasing private funding in amateur and professional sport, especially for sport events. Some of the SURFTORQ innovations have been driven by individual surfers (user-innovators), some through industry-research collaborations, and few through involvement of professional sport. While there is definitely a strong link between amateur surfing and the establishment of SURFTORQ, the remaining aspects of sport-related LSF are not well supported. Their relevance to surfing clusters should be revisited. Overall surfing clusters provide less evidence for sport-related LSF. However, there might be other indicators for sport-related LSF than those provided by literature, e.g. the role of professional sport events and private funding through sponsorships.

Political LSF is a cluster characteristics that indicates whether a cluster can be created purposefully and to what extent governing bodies can promote and foster the cluster development, growth, and longevity [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF].

There is evidence in SAILBRIT that governing bodies have strongly facilitated the creation of SAILBRIT through the creation of a formal cluster governing body (CGB). The SAILBRIT CGB is run through a small group of full-time employees financed by different public authorities. There is no industry representation in the CGB management. Public governing bodies have created infrastructure for amateur and professional yachting, which was a prerequisite for developing local demand. This provided the foundation for SAILBRIT. Public authorities provided a business incubator for start-up companies; assistance for newly arriving companies with finding real estate and constructing buildings; help for firms in accessing public funding for innovation projects; collective marketing activities on trade shows, expositions, and sport events; and the management of collective projects (e.g. to share investments costs). While there was already an economic layer of SME -partly involved in the marine industry -and a history of sailing in SAILBRIT, the interventions of governing bodies have surely strengthened the SAILBRIT cluster. The CGB acts as an intermediary amongst CLOR and governs SAILBRIT through the coordination of their interdependent activities [START_REF] Jessop | The Rise of Governance and the Risks of Failure: The Case of Economic Development[END_REF].

There is only very little evidence for political LSF in SAILAUCK. There is no dedicated CGB for the yacht or ocean racing sector but a nationwide governing body for the entire marine industry.

This organisation is funded primarily by industry with some government support and is staffed with a medium-sized group of permanent staff and a plethora of committees run by volunteers from the industry. Interventions and activities undertaken by this governing body have little influence on SAILAUCK, for example through the management of the marine industry training programme together with member organisations. This assures continuous training and supply of new skilled labour. The national marine industry association acts as an intermediary between member organisations amongst which are also SAILAUCK members through organising networking events and conferences. However, SAILAUCK CLOR are less engaged with the national marine industry association and it has more a supporting than a coordinating role for the yacht racing sector. The interorganisational links and interactions within SAILAUCK would probably happen in the absence of the marine industry association.

Overall, the involvement of CLOR in the SAILBRIT CGB is much stronger than in SAILAUCK's wider marine industry association. This makes the CGB indispensable for SAILBRIT while SAILAUCK seems to continue functioning without the support of the marine industry association. This is the case for the yacht and ocean racing sector while the marine industry association in SAILAUCK has a crucial role in the nationwide marine industry, especially its export promotion. In response to questions previously raised about the necessity and success of cluster governance [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF], CGB exert different levels of influence on and have varying relevance for CLOR.

This appears to be dependent on the geographical scope and the scope of the concerned industry or industry sector, i.e. CGB have more impact on a particular sector if they are specialised and dedicated to that sector (e.g. yacht racing) as compared to a wider generic cluster (e.g. marine).

There is evidence in SURFAQUI for political LSF through a strong and important CGB. This CGB is a government initiative but is 50% funded by private members. CGB is run by a small group of four permanent staff paid by local authorities and two boards that are staffed with volunteers from the industry. In addition there are numerous contracted service providers to run the CGB's programmes and activities. The funding situation integrates the interests of industry and politics. SME

have not always similar access to resources provided by the CGB because they have more financial limitations and hence, cannot contribute in the same way as larger companies. On the other hand the CGB provides advantages for SME to which they would have no access without the CGB. The primary advantages are access to information, government subsidies, market research, and collective projects. SURFAQUI is much more visible and structured because of its CGB. However, the CGB is mostly involved with big boardsport brands and less with other types and smaller CLOR. The CGB has somewhat of a coordinating role but could integrate more and different CLOR. There are not many professional interorganisational links and behaviours observable outside of the CGB which underlines the need for CGB in SURFAQUI.

There is some evidence for political LSF in SURFTORQ. There have been unsuccessful

initiatives to create a CGB in SURFTORQ. The major reasons are the lack of involvement and commitment of CLOR. In addition, public authorities are unconvinced about the economic contribution of the surfing sector. A nationwide initiative around a sport technology cluster has been launched recently and provides an opportunity for SURFTORQ to associate with a formalised sport CGB. However, this is a national initiative and not a surfing-specific initiative. Even though there is no CGB currently, there is some evidence for political LSF through government support of SURFTORQ. However, those are less present than in clusters with a CGB.

Overall, political LSF through formalised CGB positively influence cluster functioning.

However, in all cases the cluster was not created by the CGB as there was already a base of economic activities linked to sport and facilitated through socio-economic processes [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF].

Geographical LSF. In all four cases geographical LSF such as climate, landscape, and natural resources [START_REF] Marshall | Principles of Economics[END_REF] have played a fundamental role in the early stages and later development of the cluster. Geographical LSF attracted people to locations because they offered favourable conditions for surfing or sailing. People decided to stay and start businesses around those sports that would later be part of the cluster. [START_REF] Marshall | Principles of Economics[END_REF] proposition about the relevance of geographical LSF is still valid and validated for sport clusters in particular. It can be noted that three of four cases have developed in rural areas, while one has evolved in a metropolitan area (SAILAUCK).

Historical LSF. Historical LSF are more important if the sport is closely linked to a cluster location's culture and heritage. This is certainly the case for both sailing clusters but not as much in the surfing clusters. Sailing activities have been anchored in the culture of early settlers in SAILBRIT and SAILAUCK, however surfing activities have been brought to SURFAQUI and SURFTORQ from other places by travellers. This explains the reduced importance of historical LSF for surfing clusters.

Location-specific factors across sport clusters. Overall the findings confirm that LSF are relevant characteristics for clusters and sport clusters in particular [START_REF] Dunning | The Eclectic (OLI) Paradigm of International Production: Past, Present and Future[END_REF][START_REF] Rugman | Country Specific and Firm Specific Advantages[END_REF]. Cluster organisations as characteristics of sport clusters. Porter (2008a) and providers of substitute products. The latter two can be subordinated in the category competitors.

Socio

Potential entrants can be suppliers or buyers that diversify vertically. Providers of substitute products can be firms that diversify horizontally from similar or overlapping industries. While this typology makes sense, it seems not differentiated enough for clusters. Therefore stakeholder approach is consulted which offers a method to understand an organisation's environment. [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] suggests a typology of stakeholders for a firm consisting of governments, local community organizations, owners, consumer advocates, customers, competitors, media, employees, SIG, environmentalists, and suppliers. Another framework to identify CLOR types is [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] approach to sport clusters and their actors. Three types of cluster organisations are differentiated: those with a strong interest, those with a medium interest, and those with a low interest in the sport cluster.

Cluster stakeholders across sport clusters. Using Porter's (2008c) Five Forces model as a starting point, the major CLOR were defined for sailing and surfing clusters before data collection.

This initial typology was subsequently amended after the first data collection. Ten types of CLOR resulted for both types of sport clusters, sailing and surfing. All case studies were analysed using the same CLOR typology. CLOR typologies from sailing and surfing cluster are synthesised into a generic sport cluster typology (Table 31).

Table 31. Typologies of CLOR in sport clusters.

The empirical results are now compared back to theoretical frameworks [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF]Porter, 2008c;[START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF]. A generic CLOR typology for sport cluster is compared to the extant stakeholder models. Stakeholder model in sailing clusters. The CLOR types for sailing cluster are shipyard, sailmaker/rigging, marine equipment, marine services, media/communications, naval architect, professional sport, amateur organisation, governing body, and education/research. These correspond as follows to [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] stakeholder model. Shipyards are core equipment manufacturers, hence they can neither be classified under supplier, consumer, nor under any other of [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] categories. Sailmaker/rigging and marine equipment firms can be classified as suppliers. Marine service firms provide specialised marine services or are subcontractors. There is no corresponding category in Freeman's model. Media/communications produce marine related news and communications material and is reflected in the stakeholder category media. The key role of naval architects merits a separate category as well. Professional sport entities and amateur organisations can be classified as end customers. Governing bodies include public authorities at different levels but also cluster governing bodies. Governing bodies in sport clusters include national and regional sport organisations, the ministry of sport but also local interest groups that take decisions on sport related infrastructure such as the construction of marinas for sailing or the use of beaches for surfing. SIG 12 , consumer advocates, and environmentalists can be included in governing bodies. Education/research institutes are not represented in Freeman's model and need their own category. Competitors are included in each different typology but not considered as a category apart.

Stakeholder model in surfing clusters. The CLOR types for surfing cluster are boardsport brands, accessories/clothing firms, service/consulting, designer/shaper, media/communications, equipment specialist, professional sport, amateur organisation, governing body, and education/research institute. These correspond as follows to Freeman's (2010) stakeholder model. Boardsport brands are core equipment manufacturers, hence they can neither be classified under supplier, consumer, nor under any other of [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] categories. Accessories/clothing firms are also in an alone-standing group as they are neither supplier nor customer of other CLOR.

Accessories/clothing firms are manufacturers in customer segments that overlap with boardsport brands but are less technical. Equipment specialists also manufacture core equipment. They are competitors to boardsport brands but usually they target a niche customer segment, while bigger boardsport brands target the mass market. Service/consulting firms can be clients but also subcontractors to boardsport brands and equipment specialists. Service/consulting firms include surf schools and surf retailers, but also surf specialised consulting services. Designers/Shapers work with boardsport brands or equipment specialists as they design the core equipment. Traditionally designers and equipment specialist are the same firm or person. They tend to be both in niche market segments and sometimes share the work steps amongst each other. Surf specialised media/communications firms are presented in Freeman's stakeholder type media. Professional sport and amateur organisations are end consumers. Governing bodies include public authorities and cluster governing bodies. In sport clusters it includes also national and regional sport organisations and other interest groups that might exert influence on CLOR. Education/research institutes are not represented in Freeman's stakeholder model and need their own category.

Sport cluster stakeholder model. [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] differentiates sport cluster organisations according to intensity of interest in the sport. Professional sport and amateur organisations are intrinsically linked to sport, so they have a strong interest. CLOR that supply sport-related products or services but also have other markets, will have a moderate interest. CLOR that serve only a single sport sector will have a stronger interest compared to those who derive only part of their sales turnover from the sport. Core equipment manufacturers, system suppliers, accessories/equipment suppliers, service providers, media firms, and designer/architects all have a significant stake in their sport. However, it is the highly specialised core equipment manufacturers, system suppliers, and designers/architects that have the strongest interest. Governing bodies and education/research institutes count to those CLOR with least interest in the sport cluster.

Table 32. Different models of CLOR typologies.

The previously suggested stakeholders of clusters -competitors, suppliers, customers, media, and governing bodies -are replicated in the proposed sport cluster model. These CLOR can be further differentiated according to their interest in selling or buying certain products or services related to the sport of the cluster. The findings allow further suggestions that the typology might need adjustments in other types of sports and that the importance of different CLOR types might vary across different sports. For example media might be more important in football clusters than in surfing clusters.

Interorganisational links as characteristics of sport cluster.

Cluster organisations are linked through commonalities and complementarities (Porter, 2008a). These interorganisational links can be further differentiated using interorganisational relationships (IOR) [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF][START_REF] Dickson | League Expansion and Interorganisational Power[END_REF][START_REF] Ring | Developmental Processes of Cooperative Interorganizational Relationships[END_REF][START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF] and interorganisational networks (ION) literature [START_REF] Burger | How interorganizational networks can become path-dependent: bargaining practices in the photonics industry[END_REF][START_REF] Camagni | Inter-Firm Industrial Networks: The Costs And Benefits of Cooperative Behaviour[END_REF][START_REF] Provan | Interorganizational Networks at the Network Level: A Review of the Empirical Literature on Whole Networks[END_REF][START_REF] Warren | The Interorganizational Field As a Focus for Investigation[END_REF]. [START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF] suggest that IOR formalisation reduces problems of understanding, uncertainty, and ambiguity in early stages of collaboration. Others argue that formalisation of actions in clusters strengthens collaboration and creates a collaborative spirit [START_REF] Dana | Evolution de la coopétition dans un cluster: le cas de Waipara dans le secteur du vin[END_REF]. Therefore the formalised nature of IOR and ION in clusters is a proposed characteristic of IOL in sport clusters in this thesis.

Furthermore, previous research argues that ION develop when organisations interact with their external environment [START_REF] Dickson | League Expansion and Interorganisational Power[END_REF] [START_REF] Lee | Importers' Benevolence Toward Their Foreign Export Suppliers[END_REF][START_REF] Wan | Interorganizational Citizenship Behavior, Social Capital and Buyer Performance in Supplier-Buyer Relationships: A Theoretical Model[END_REF]). However, there might be IOL, not only between complementary firms, but also between competitors and associated organisations [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF].

This thesis has looked at three aspects of IOL. First, it examined the number of CLOR involved, so whether the relationships were bilateral (IOR) or multilateral (ION). Second, the formal or informal nature of IOL was investigated. and eventually to informal IOL. Sport-related and socio-economic LSF lead to informal IOL and eventually to formal IOL. While both approaches have advantages and disadvantages, it might be simply a matter of timing as to when the different factors contribute most to cluster development of a sport cluster. While historical, socio-economic, and sport-related LSF are crucial to set the foundations of a cluster, it is difficult for a cluster to further develop and flourish without the support of political and geo-economic LSF. External factors impact on the development of IOL and ION in SURFAQUI [START_REF] Dickson | League Expansion and Interorganisational Power[END_REF]. While formalisation of IOL might decrease problems of understanding, if introduced too early it might hinder further trust-building between the involved partners. This is because formalisation might create 'locking-in-feelings', barriers, and mistrust [START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF]. National and regional sport organisations play an intermediary role linking CLOR through the joint organisation of sport or industry events. There have been few initiatives driven by political LSF or by the industry to set up a formal ION (CGB). CLOR have not been very responsive to these initiatives.

Interorganisational links in surfing clusters. While in SURFAQUI formalised IOL prevail alongside of informal IOL, informal ION are predominant in SURFTORQ. This can be explained with the more individualistic mind-set of surfers combined with a 'do-it-yourself' attitude and culture.

However, cultural differences must be the main reasons as both are surfing clusters. The key factor seems to be strong governing bodies that provide funds for a formal ION (CGB) and formalised support measures. Overall it can be concluded that historical, socio-economic, and sport-related LSF are crucial in the early stages of cluster development to develop informal IOR and ION. However, support through political LSF that encourage the formalisation of ION and subsequently formal IOR can also be conducive for cluster development. Support from the government and CGB need to be applied in the right time and integrate extant cluster structures and members. Formal IOL exist in form of business-to-business relationships between suppliers and buyers of surf equipment but there are also IOL between private CLOR and non-profit or institutional CLOR (e.g. governing bodies, education/research institutes, and amateur organisations). There are very close formal IOR between boardsport brands and professional sport because of the sponsorship agreements. Professional athletes also get hired by boardsport brands to work in design or marketing positions.

Interorganisational links across sport clusters. The development of informal IOR from historical, socio-economic, and sport-related LSF is evident in all four sport clusters. However, this is stronger in the cases in which the sport has been integral part of the location's culture and traditions (i.e. sailing clusters). Geographical and geo-economic LSF contribute to developing informal ION. A growing concentration of CLOR attracts new businesses from outside and encourages the creation of new start-ups or non-profit organisations. Political LSF can facilitate the set-up of formal ION in form of a CGB, which then encourages formal IOR. This can be for simple buyer-supplier relationships but more so for collaborative research and development, innovation projects, and joint promotional and marketing activities. Formal IOR lead to the new formation or increased intensity of informal IOR and the cycle restarts. Sport-related LSF impact all phases of this cycle. This evolutionary process of different forms of IOL in sport cluster is exemplary and each case might deviate from this according to idiosyncratic characteristics. Figure 37 illustrates the causal links between LSF and IOL in the evolutionary development process of IOL. 

Interorganisational behaviours as characteristics of sport cluster.

There are various theoretical approaches to explain interorganisational interactions and interorganisational behaviour.

Research from social ecology suggests competition and collaboration as typical patterns of behaviour in bilateral or multilateral interorganisational settings (Astley & Fombrun, 1983). Competitive behaviour comes from scarcity of resources, suppliers, and customers. Competition creates dependence because organisations depend on the same resources. Collaboration comes from an organisation's dependence on the achievement of other organisation's objectives. This dependence encourages organisations to assist or collaborate with other organisations in achieving their objectives (Astley & Fombrun, 1983). Cooperative behaviour means providing assistance towards a common goal, however there is not necessarily a joint action [START_REF] Tuomela | What is cooperation?[END_REF]. [START_REF] Bengtsson | Coopetition" in Business Networks-to Cooperate and Compete Simultaneously[END_REF] introduced the notion of coopetition which means simultaneous cooperation and competition. Finally there is interorganisational citizenship behaviour (ICB). ICB means discretionary behaviour enacted by boundary people that is not explicitly included in formal agreements but that in the aggregate promotes the functioning of an interorganisational group (Autry et al., 2008). While ICB was originally investigated in buyer-supplier relationships, this concept has been applied to multilateral collective settings such as projects and networks [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF] but not yet to clusters. The prevalence of different interorganisational behaviours -competition, coopetition, cooperation, collaboration, and citizenship -is discussed in relation to each case and across cases. The empirical results are compared to literature to see whether they are valid concepts in the context of sport clusters.

The governance mode in each cluster is reviewed in order to analyse the behaviour of different cluster organisations [START_REF] Mathews | The Governance of Inter-Organisational Networks[END_REF][START_REF] Ness | The evolution of governance mechanisms and negotiation strategies in fixed-duration interfirm relationships[END_REF] Professional sport entities tend to be organised as a company and managed by a board or committee.

Amateur organisations are non-profit organisations with an elected president and a secretariat that direct and manage decisions, and hence amateur organisations' behaviour.

Interorganisational behaviour in SAILBRIT. ICB and collaboration are the most common behaviours in SAILBRIT. Advancement, loyalty, and altruism are the most often occurring ICB.

Advancement is mostly associated with governing bodies and private companies. National sport organisations and the CGB have a high interest in SAILBRIT. The local council and territorial authorities show a medium level interest in SAILBRIT. Therefore governing bodies improve the knowledge base, integrate processes, and connect organisations. Public authorities engage in advancement by funding the SAILBRIT CGB. They also financially support cluster promotional activities, e.g. collective territory branding at trade shows and sports events. More precisely the CGB is the key intermediary that connects CLOR, and hence improves informal interorganisational links.

At the same time, the CGB initiates and coordinates collaborative research and innovation projects.

The acknowledgement of the economic potential of SAILBRIT by politicians is a condition for advancement. As a consequence, there is support for individual CLOR as well as local economic development. Marine service firms show advancement by actively engaging in the development process of products and services of their clients. They regularly contribute ideas for improvement and new product development.

Loyalty is mostly associated with marine equipment firms but also with professional sport entities. Marine equipment firms experience loyalty primarily from their clients (e.g. shipyards and professional teams). Clients stay with manufacturers through economic difficult times and return for new projects thanks to positive experience. Loyalty is not only expressed through recurrent customersupplier relationships but also through frequent and trustful communication and exchange of information beyond commercial agreements. Similarly, loyalty occurs between professional sport and other suppliers such as sailmaker/rigging firms and marine service firms. The latter provide much specialised products and services. Loyalty helps to facilitate the working relationships and promotes a better understanding of each other's needs. Marine equipment firms refer to loyalty with education/research institutes in the context of long-term university-industry partnerships.

Altruism is mostly associated with governing bodies and marine equipment firm. The CGB helps CLOR to solve their business problems (e.g. finding real estate; constructing offices or productions sites; finding funding or partners for research and development or innovation projects;

organising and funding joint promotional and marketing activities; and fostering export and international expansion). Altruism occurs daily amongst CLOR. They are co-located or involved in the same boat construction project and hence, they work closely together. A key indicator for altruism is the exchange of knowledge and information in those interorganisational settings and the word-ofmouth communications following those projects for future contracts. CLOR exchange technology or share the cost for a new technology or facility.

Collaboration occurs most often within formal links involving one or several private companies, education/research institutes, and governing bodies. This is similar to the triple helix model -university, industry, and government partners [START_REF] Etzkowitz | Triple helix clusters: boundary permeability at university -industrygovernment interfaces as a regional innovation strategy[END_REF][START_REF] Etzkowitz | The dynamics of innovation: from National Systems and "Mode 2" to a Triple Helix of university-industry-government relations[END_REF]. The difference in the case of sport cluster is that professional sport entities are often involved in those collaborative projects as fourth element. Professional sport drives innovation through ideas and product testing. Active interaction and exchange is needed in these types of projects. Trust and formalised relationships assure confidentiality. Commercialisation rights are necessary to assure a smooth collaborative project. Innovations can occur in design, material, or technology.

Interorganisational behaviours in SAILAUCK. ICB and collaboration are the most often indicated behaviours in SAILAUCK. Advancement, loyalty, and altruism are the most often occurring ICB.

Altruism is mostly associated with shipyards, sailmaker/rigging firms, and governing bodies.

Shipyards and sailmaker/rigging firms are private companies, largely influenced by their owners.

There is a wider marine industry body in SAILAUCK that supports the members in some perspectives Loyalty is mostly associated with shipyards and sailmaker/rigging firms. This is evident through long-term supplier-buyer relationships. Relationships to suppliers improve through repeated use of the same. There is a better mutual understanding of expectations and capabilities. Therefore collaboration becomes more efficient and fruitful. Loyalty facilitates altruism because it is easier and more likely to help someone that you know well and that you appreciate. Because much of interorganisational behaviour of private companies is guided by business-entrepreneurs, interpersonal relationships are crucial. Loyalty is not only prevalent between shipyards and their suppliers but also between professional sport and shipyards or suppliers. Professional sport teams choose their shipyard.

Then, the team and the shipyard usually decide jointly on suppliers. Collaboration is made more efficient and fruitful if organisations know each other because they know how the partner works. New jobs and contract acquisitions depend much on loyalty.

Advancement is mostly associated with sailmaker/rigging and marine equipment firm.

Advancement takes typically place during a boat construction project. The firms work at the boat construction site for several months or years. The physical proximity during a longer period of time allows exchanges between people belonging to different CLOR. This reinforces interorganisational links and leads to collaboration. Other occasions for advancement are collective territory branding at trade show or sport events where CLOR can improve their links, reputation, and knowledge bases.

Collective promotional activities, cluster networking meetings, and shared clients and projects develop links and create new ones. Advancement is especially evident in links between private CLOR and professional sport entities. Professional sport entities have an enormous potential to foster innovation.

They can provide not only new ideas for improvement or radically new products or services but also test new material and be part of the conceptual and production process. Having a new product finalised and tested by professional athletes can assist with the commercialisation of a 'light' version of the innovation in the mass market through their reputation and marketing potential. Hence, professional sport entities are useful for the entire product innovation process.

Interorganisational behaviours in sailing clusters. The most evident interorganisational behaviours across both sailing clusters are advancement, altruism, and loyalty. In each case collaboration is the next strongest behaviour. There is a strong link between ICB and collaboration and amongst some of the ICB. Collective settings such as multilateral projects are the context in which much of ICB develops. This is the case for boat building projects for which numerous differently specialised firms come together. Loyalty amongst customer, suppliers, and subcontractors across several levels facilitates advancement and altruism. Interorganisational behaviour depends much on interpersonal relationships as many businesses are privately owned companies run by an individual entrepreneur Advancement is closely linked to professional sport and interorganisational links between private CLOR and professional sport as the later can assist along the entire innovation process and in all types of innovation. Outcomes of interorganisational behaviour are more efficient collaboration through reduced barriers and better mutual understanding of functioning, needs, and capabilities. This contrasts with previous research that argues that formalisation of interorganisational links reduces problems of understanding [START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF].

Interorganisational behaviours in SURFAQUI. ICB and collaboration are the most common behaviours in SAILBRIT. Altruism, advancement, and loyalty are the most often occurring ICB.

Altruism is mostly associated with governing bodies, service/consulting firms, and boardsport brands. The CGB is a member-based governing body and is dedicated to providing help, support, and assistance to its members. Altruism is mostly associated with governing bodies, services/consulting firms, and equipment specialists. There is a mentality of mutual helping which is rooted in the socio-economic and sportrelated history of SURFTORQ. Help is provided by the bigger firms to the smaller ones through advice, coaching, and mentoring. The bigger CLOR (e.g. boardsport brands and accessories/clothing firms) provide access to distribution networks, suppliers, patent agencies, and other essential resources for start-up businesses. There is no structured procedure for this form of altruism but this is more of an informal process. CLOR support each other by providing free product feedback and information exchange about market trends and changes. This information transfer happens from surf retailers/schools to equipment specialists and boardsport brands. Mutual word-of-mouth of complementary CLOR is another aspect of altruism. In some bilateral relationships suppliers are willing to provide knowledge. For example, an equipment specialist might train up a surf school to perform repairs on their surfboards instead of doing the repairs themselves as a paid service. An altruistic mind set is evident in private CLOR making donations and sponsorship toward education/research institutes such as the surf museum and professional sport like as a large annual surf competition. Private CLOR accept students and apprentices and train them in surf-specific professions.

Loyalty is mostly associated with service firms and equipment specialists. Loyalty is evident in buyer-supplier relationships (e.g. between surf schools/retailers and boardsport brands/equipment specialists). Loyalty is not only expressed by enduring commercial relationships but also building trust and familiarity amongst CLOR. There are forms of formalised loyalty -through partnership contracts, and industry-university collaboration and also affiliation to federating bodies (e.g. regional sporting organisation or sport technology industry associations). Loyalty is also evident in sponsorship agreements between professional sport and boardsport brands or accessories/clothing firms.

Interorganisational behaviours in surfing clusters. The most visible interorganisational behaviours across both surfing clusters is ICB with the dimensions advancement, altruism, and loyalty.

In 38 summarises the sport cluster model as conceptualised in this thesis.

Figure 38. The integrated sport cluster model.

CRQ2 How do interorganisational (citizenship) behaviours influence product innovation in sport clusters?

In order to answer CRQ2 the literature is revisited and linked to the theoretical framework.

The literature is integrated with within-case analysis findings. Cases are compared to see whether they relate similarly or differently to each other and to theory. Findings show the extent the findings confirm, negate, or extend theory. The next paragraphs look at possible consequences of most prevalent interorganisational behaviours in sport clusters on different phases of innovation. Second, the role of product innovation for sport CLOR is clarified by investigating different types of product innovation. Lastly, the role of interorganisational links and behaviours is addressed by analysing sources of innovation, with an emphasis on ICB.

Outcomes of interorganisational behaviours in different phases of innovation. [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF] argue that organisational citizenship behaviour enacted by employees can enhance an organisation's ability to adapt to environmental changes. Therefore it is suggested that ICB enacted by CLOR enhance clusters' ability to adapt to environmental changes. While adaption is one strategy for responding to environmental changes, innovation is another way [START_REF] Podsakoff | Organizational Citizenship Behaviors: A Critical Review of the Theoretical and Empirical Literature and Suggestions for Future Research[END_REF]. Hence, the ability to adapt can be interpreted as the ability to find new combinations of existing resources to respond to changes in markets, which is the definition for innovation [START_REF] Schumpeter | Capitalism, socialism and democracy[END_REF]. Innovation can be subdivided into different phases -idea generation, invention (prototype development and testing), and commercialisation (industrial production and marketing of the invention) [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF][START_REF] Roberts | Managing invention and innovation[END_REF]. Therefore Proposition 1a states 'ICB lead to better adaption capabilities of cluster organisations to environmental changes throughout the entire innovation process.'

Social ecologists (Astley & Fombrun, 1983) argue for a dichotomy of behaviour in collective settings of competition and collaboration. While competition and pressures from suppliers and customers have long been considered as driver for innovation in capitalist systems [START_REF] Porter | The Competitive Advantage of Nations[END_REF][START_REF] Schumpeter | Kapitalismus, Sozialismus und Demokratie[END_REF], cooperation enhances productivity, innovation, and new business formation within clusters (Porter, 2008a). Therefore it is argued that cooperation in sport clusters enhances productivity, innovation, and new business formation. In order to explain how collaboration and cooperation enhance innovation Proposition 1b states: 'Collaborative and cooperative behaviours lead to enhanced innovation in cluster organisations throughout the entire innovation process.'

Coopetition is closely associated with clusters [START_REF] Dana | Evolution de la coopétition dans un cluster: le cas de Waipara dans le secteur du vin[END_REF]. [START_REF] Lorgnier | Considering coopetition strategies in sport tourism networks: a look at the nonprofit nautical sports clubs on the northern coast of France[END_REF] argue that value co-creation and value creation at network level are outcomes of coopetitive strategies. Traditionally, competition has been regarded as the driver of enhanced internal innovation while cooperation has been claimed to be leverage for innovation with others. Coopetition argues that both behaviours are necessary for innovation. To examine the role of coopetition for innovation Proposition 1c states: 'Coopetition as simultaneous cooperation and competition lead to enhanced innovation in cluster organisations throughout the entire innovation process.'

Based on within-case analysis from Chapter Four the evidence supporting the propositions is discussed. Table 33 shows frequency counts of references that were coded both for interorganisational behaviours and innovation phases across all cases. The grey highlighted boxes indicate where most cross-coding amongst interorganisational behaviours and innovation phases was found.

Table 33. Frequency matrix relating interorganisational behaviour to innovation phases across all cases.

The results of cross-coding in provide ideas for innovation. These are filtered through amateur sport organisations or service providers that have direct contact to end consumers and manufacturers at the same time.

Most cross-coding was found between invention as second phase of innovation and the ICB dimensions advancement, altruism, and loyalty. Professional sport entities are involved in prototype construction and testing. However, it is often the companies that construct the prototypes in collaboration or under supervision of professional sport organisations. Amateur organisations can be involved in prototype development and testing. In these instances, the innovation might have different purposes (e.g. durability and comfort) than when driven by professional sport (e.g. speed). Some innovations (e.g. safety) will transcend professional and amateur sport. Business-to-business collaboration to develop prototypes is typical for products that need to function together (e.g. sail and mast). Constant post-testing feedback between professional sport and their suppliers advances the invention phase. Education/research institutes are involved in prototype development and testing for companies. This happens through one-off service contracts or mid to long-term partnerships between companies and research institutes.

Most cross coding between commercialisation, the third phase of innovation and ICB can be found for advancement. Companies expect education/research institutions to engage, not only in idea generation and prototype development, but also in developing and understanding the applicability of inventions in real life situations. This contributes to the commercialisation process of innovation by linking technical possibilities with market opportunities [START_REF] Dougherty | A practice-centered model of organizational renewal through product innovation[END_REF]. This link can be assured through interorganisational networks for innovation. These networks comprise commercialisation investment partners, research institutes, manufacturers, and developers. Collaboration with governing bodies for commercialisation or with commercialisation agencies from universities or research institutes can provide the knowledge and processes for successful commercialisation of inventions. On this basis, Proposition 1a is confirmed.

Proposition1b. Most cross-coding between any of the innovation phases and collaborative or cooperative behaviour can be found for the phase idea and collaborative behaviour. Collaboration is part of advancement and complements altruistic and loyal behaviour. Joint product development and knowledge sharing requires cooperation between organisations. Similarly, to improve interorganisational linkages and processes, there needs to be a willingness to collaborate. Loyal relationships facilitate collaboration because collaborating organisations know each other well.

Collaboration is underpinned by mutually helping behaviour. This can then lead to altruism which means that favours are not immediately returned, but balanced out in the long-run. Collaboration between professional sport entities and companies is important for generating ideas. Professional sport athletes test prototypes under extreme conditions and are therefore important sources for identifying products' strengths and weaknesses and possibilities for product improvement or new products.

Collaborations between universities and manufacturers are also a source for ideas, as universities provide ideas from other research fields. Collaborations between manufacturers and retailers, surf schools or other service providers that are in direct link with end consumers provide ideas from the mass market. To access this information, manufacturers collaborate closely with service providers. On this basis, Proposition 1b is confirmed.

Proposition 1c. There is almost no cross-coding between competitive or coopetive behaviour with any of the innovation phases. This is because competitive and coopetive are weakly evidenced across all cases. For those reasons, there is no further discussion of Proposition 1c. On this basis, Proposition 1c is not confirmed.

Product innovation in sport clusters. The major types of innovation are product, service, process, organisation, market, and system innovation [START_REF] Alegre | Organisational learning capability, product innovation performance and export intensity[END_REF][START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF][START_REF] Schumpeter | Theorie der wirtschaftlichen Entwicklung[END_REF]. Previous research identified the three product innovation dimensions system, material, and function [START_REF] Desbordes | Marketing du Sport[END_REF]. Taking these types of product innovation as starting point the following categories are proposed: technology and systems, material innovation, and use and design. These types of product innovation are compared in the different cases to evaluate the validity of this classification and to see whether there are differences across different sports and countries in terms of focus of product innovation. Hence, Proposition 2a states 'Technology and system innovation is predominant in sport clusters.' Proposition 2b states 'Material innovation is predominant in sport clusters.' Proposition 2c states 'Use and design innovation is predominant in sport clusters.' Table 34 shows frequency counts of references that were coded for the different types of innovation per case. Results show that all types of innovation are evident across the different sport clusters.

Material innovation is the most prevalent across all cases.

Proposition2a. Technology and system innovation is the least often indicated type of product innovation when comparing frequency counts across all cases. Even though technology and system innovation is evident in sport clusters, it is not the predominant type of product innovation. Hence, Proposition 2a is not confirmed. However, technology and system innovation is the predominant type of product innovation for the ocean racing cluster SAILBRIT. An analysis of the coded references provides more details for technology and system innovation. Examples include hull design technologies, material control and analysis systems, integrated mast-sail systems (e.g. self-furling boom), autoclave oven, keels, cockpit systems, anti-capsizing systems, wireless navigation electronics, solar powered boat electronics, electronic boat pulley, electronic tell-tales, hydrogenerator, rigid sails, rigging designs and the integration of those elements in one system. These are typical parts of monohull race boats which have not significantly changed over the last decades, but improved in incremental steps. However, there are few radically new designs developed in and for multihull oceanracing that were specifically designed for these types of boats. These recently designed parts are rigid wing sails, hydrofoils, and dagger boards. Another example of use and design innovation is the redesign of waterproof GPS tracking devices developed for big ocean racing yachts to make them suitable for Olympic-class boats.

To summarise material innovation is the most prevalent type of product innovation in sport clusters, followed by design and use innovation and lastly technology and system innovation. Material innovation is stronger in surfing clusters than in sailing clusters, while design innovation is stronger in Australasian sport clusters than in French sport clusters.

Interorganisational links and behaviours as innovation sources in sport clusters.

Innovation represent a major competitive advantage for firms [START_REF] Porter | On Competition[END_REF][START_REF] Schumpeter | Kapitalismus, Sozialismus und Demokratie[END_REF]. The source of innovation determines where innovation comes from, more precisely who initiates innovation and what stimulates the origin of innovation [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF]. Traditionally there are two main schools of thoughts to answer these questions. There are consumers on the demand side who 'pull' innovations into the market. The other source of innovation are firms that 'push' innovations into the market [START_REF] Hillairet | Sport et Innovation. Stratégies, techniques et produits[END_REF][START_REF] Hippel | The sources of innovation[END_REF]. This duality ignores the interorganisational perspective.

Collective settings as source of innovation have mostly been studied in bilateral interfirm relationships such as supplier-buyer relationships [START_REF] Hippel | The sources of innovation[END_REF], strategic partnerships/alliances [START_REF] Köhler | Selective search, sectoral patterns, and the impact on product innovation performance[END_REF], and relationships in firm networks [START_REF] Pullen | SME Network Characteristics vs. Product Innovativeness: How to Achieve High Innovation Performance[END_REF]. While innovation is claimed as an outcome of clusters, the source of innovation within clusters has hardly been studied. Proposition 3a states 'External links amongst cluster organisations are main source of innovation in sport clusters.'

The role of interorganisational behaviour in interorganisational relationships and networks for innovation is analysed. Therefore Proposition 3b suggests 'The positive interorganisational behaviours citizenship, collaborative, and cooperative behaviour leverage external links as a source of innovation.' Proposition 3a. A comparison across the three sources of innovation consumer, internal firm resources, and external links across the sport clusters is conducted Table 35. 36). The grey-shading indicates as to whether there is cross-coding between two dimensions.

Table 36. Frequency matrix of cross-coding relating interorganisational links and behaviour to innovation.

The matrix reveals that external links as sources of innovation are associated with all interorganisational settings, however informal interorganisational networks are strongest associated, followed by formal interorganisational relationships. The analysis also suggests a link from interorganisational citizenship, collaborative, and cooperative behaviour to external links as source of innovation. It is especially advancement, but also altruism and loyalty, that was cross-coded with external links as source of innovation. Figure 39 summarises detailed findings from the cross-coding analysis linking most important interorganisational settings to the most occurring interorganisational behaviours leading to innovation based on external links as source. External links influence most the idea generation phase and lead in most cases to material innovation. The decreasing magnitude of boxes in Figure 39 shows their decreasing relevance in terms of leveraging external links as source of innovation.

Figure 39. Select interorganisational links facilitated through citizenship behaviour as antecedents to innovation.

To clarify how interorganisational behaviours facilitate innovation based on external links a few examples from the data are presented. Advancement is enacted through collaboration in product development. Hence, the notion of advancement is intrinsically linked to innovation. Advancement can only take place in collective settings. Hence, external links between cluster organisations present a fruitful environment for advancement. Advancement through collaboration is manifested by the exchange of undeveloped ideas, sharing knowledge, admitting mistakes, and looking for solutions that consider other than own interests. Advancement will reduce competitive advantage over other cluster members but will create a larger, shared competitive advantage against non-cluster members.

Advancement might not provide any immediate benefits, but is likely to have long-term benefits. 

Summary to

Implications for Future Research

This section discusses implications of this thesis on four research domains -economic geography, sport management, organisational behaviour, and innovation. While implications are presented for each domain, these implications are very much interdependent and should not be considered in isolation.

Implications for economic geographers

This thesis has implications on extant conceptual approaches around the phenomenon of localised industries. This thesis confirms existing approaches, extends previously suggested concepts, and provides new theory through integrating extant elements into new models. The characteristics of [START_REF] Marshall | Principles of Economics[END_REF] theory of industrial districts are confirmed in this thesis. However, other locationspecific factors as characteristics for sport clusters as special form of localised industries are added.

This thesis suggests to study location-specific factors in other sport clusters and in non-sport clusters in order to determine relevance and generalisability of newly identified location-specific factors in cluster (Porter, 2008a) and sport cluster theory [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF].

Porter's (2008a) cluster model is confirmed in the sport context. However, Porter's classification of cluster members and linkages seems insufficient for the nuances of sport clusters.

Hence, [START_REF] Freeman | JaNM&sig=xeBFmgIAFxY9oiADDyR93-OVWe0&redir_esc=y#v=onepage&q=stakeholder%20theory%20edward%20freeman&f=fals[END_REF] stakeholder approach is applied to sport clusters. Most of Freeman's firm stakeholders are relevant as cluster stakeholder groups. However, some stakeholder groups from

Freeman's typology are not relevant and some are merged into one category. There are important sport cluster specific and generic cluster stakeholder groups that need to be added to the stakeholder model in the context of clusters. Hence, Porter's (2008a) cluster model is extended for the case of sport clusters. This thesis suggests to further study stakeholders in other sport and non-sport clusters to consolidate a general cluster stakeholder typology and a specified sport cluster stakeholder typology.

Implications for sport management scholars

This thesis develops [START_REF] Shilbury | Considering Future Sport Delivery Systems[END_REF] concept of sport clusters by incorporating not only a more nuanced view of sport cluster members but also dynamics between those in form of interorganisational links and behaviours. Shilbury builds on Porter's (2008a) cluster theory which takes only competition, cooperation, and coopetition as interorganisational behaviours into account.

Porter's cluster concept neither specifies the interorganisational setting (relationship versus network, formal versus informal), nor considers the positive interorganisational behaviours such as collaboration and citizenship behaviour. This thesis extends the cluster and especially sport cluster model by investigating different forms of interorganisational behaviours from competitive, coopetive, cooperative, collaborative, to citizenship behaviour. These behaviours should be further studied in order to clarify their distinctiveness, antecedents, and consequences.

New theory is suggested through an integrated sport cluster model linking location-specific factors, a sport cluster member typology, and interorganisational links and behaviours. Future research should test this new emerging model in other sport clusters to validate it. Furthermore the sport cluster model should be tested in non-sport clusters to identify generalisable elements which can enrich general cluster theory. This could enrich a discussion around a cluster typology (e.g. commodity clusters versus creative goods clusters, product-oriented versus service oriented clusters).

Implications for organisational behaviour scholars

This thesis has implications on theory around interorganisational links and behaviours.

Previous research distinguishes interorganisational relationships from interorganisational networks [START_REF] Babiak | Determinants of Interorganizational Relationships: The Case of a Canadian Nonprofit Sport Organization[END_REF][START_REF] Dickson | League Expansion and Interorganisational Power[END_REF][START_REF] Sydow | Kooperatives Verhalten in zwischen betrieblichen Projekten[END_REF][START_REF] Warren | The Interorganizational Field As a Focus for Investigation[END_REF]. There is previous research that investigates the role of formalisation of interorganisational links [START_REF] Dana | Evolution de la coopétition dans un cluster: le cas de Waipara dans le secteur du vin[END_REF][START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF]. However, there is no research integrating the different forms of interorganisational links like bilateral relationships and multilateral networks with the formalised nature of those links. This thesis highlights the prevalence of informal versus formal interorganisational relationships and informal versus formal interorganisational networks in sport clusters. It highlights the different interorganisational behaviours in different interorganisational settings. This is done by distinguishing five different types of behaviours, with one of these (i.e. ICB) having seven sub dimensions.

Preferable interorganisational settings are identified to achieve certain types of interorganisational behaviour. Positive interorganisational behaviours are determined through different levels of mutual commitment and distinguished from negative interorganisational behaviours which contain competitive notions.

Future research is suggested with regards to the concept of positive and negative interorganisational behaviours using the five different types of behaviours in other interorganisational settings to test their validity, generalisability, antecedents, and consequences. The understanding of interorganisational behaviours, and notably ICB, in different contexts could be widened through developing quantitative measurement and studies. Furthermore, the understanding of interorganisational behaviours should be deepened through further qualitative investigation of sub dimensions and definitions and their applicability in different interorganisational contexts such as in projects and networks [START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF].

Implications for innovation scholars

This thesis has implications on the study of sources of innovation. Traditionally, two main sources of innovation have been distinguished, the consumer (representing the demand side) and the firm (representing the supply side) [START_REF] Hippel | The sources of innovation[END_REF]. This thesis suggests that external links between and amongst organisations should be considered as a third source of innovation. It is explained how different forms of linkages amongst cluster organisations (e.g. informal or formal relationships or networks) can also be source of innovation. This thesis highlights how these external links can be leveraged by positive, interorganisational behaviours to promote innovation. New theory is suggested by providing a framework that links different interorganisational settings and behaviours to different innovation outcomes. This thesis challenges the belief that innovation in clusters emerges from competition. Even though this view has been extended in considering coopetive and cooperative behaviours between competitors and customers [START_REF] Lorgnier | Considering coopetition strategies in sport tourism networks: a look at the nonprofit nautical sports clubs on the northern coast of France[END_REF]Porter, 2008a), this thesis argues for the consideration of positive behaviours (i.e. citizenship and collaboration) as antecedents of innovation.

Further study should investigate interorganisational links as a source of innovation in different collective settings. The leverage effect of positive interorganisational behaviourscitizenship, collaboration, and cooperation -versus negative behaviours -coopetition and competition -need more research and evidence to derive generalisable models and rigorous theory around interorganisational links as sources of innovation levered by interorganisational citizenship behaviour and collaboration.

Practical Implications

This thesis contains findings relevant for private cluster organisations providing different products and services related to sport (core equipment, specialised accessories, fashion products, services, media, design/architecture); governing bodies; education and research institutions; and professional and amateur sport entities.

Practical implications for governing bodies

This thesis provides an analytical framework for governing bodies to investigate where and when cluster stimulating activities and investments make sense. The analysis of location-specific factors (LSF-Analysis) identifies pre-existing conditions that have allowed clusters to emerge naturally, rather than being artificially established. An assessment of location-specific factors can inform decisions on whether a government or industry should engage in cluster stimulating activities.

Another aspect that needs to be part of the situation analysis is an assessment of the attitudes of organisations towards formalising the cluster. The commitment and engagement of existing cluster members is essential. In addition, high performing cluster organisations should be involved in leadership roles (e.g. in cluster governing bodies). Various forms of cluster governance bodies need to be evaluated before making a decision and setting them up. This includes the consideration of different levels of formality, funding options, and membership options. Different forms of activities and measures should be considered that include more and less cost-intensive options. The most often observed reason for failure or malfunctioning of sport clusters is a lack of commitment of cluster members. Specific objections include: too 'expensive' cluster governing body; cluster governing bodies and its services perceived as consultancy agency; no real spirit of collaboration or citizenship; only marginal cooperation; insufficient location-specific advantages to leverage cluster benefits; lack of trust in economic contribution and innovation potential of sport related industries; and closed mindedness and self-focus on own needs and challenges of cluster members. This thesis suggests developing a 'code of conduct' as part of future cluster stimulating activities that communicates about potential advantages resulting from interorganisational links and positive interorganisational behaviours.

Practical implications for private cluster companies

This thesis provides an analytical framework for private cluster organisations to analyse their own interorganisational links and behaviours. This creates awareness about different interorganisational links and behaviours and their potential benefits. Cluster companies should identify boundary personnel in their organisation. Boundary people need to be educated about different forms of interorganisational links and behaviours. This thesis furthermore suggests not only analysing interorganisational links and behaviours of a firm, but to make conscious decisions and to create a strategy that determines an organisation's involvement in interorganisational links and respective behaviours. This helps to exploit potential benefits through interorganisational links by avoiding related risks and missing out on potential benefits.

Practical implications for professional and amateur sport

This thesis provides insights for professional and amateur sport organisations at various levels.

Professional and amateur sport should analyse their location and direct environment. This could inform location decisions of sport entities. Sport entities might have restrictions through limited budgets and the need to access suitable grounds for the respective sport activity. An analysis of location-specific factors and a stakeholder analysis provide insights about how sport entities can take advantage of those through creating interorganisational linkages. This aims at understanding a sport entities' environment and how sport can benefit from it. Sport entities might take advantage of positive interorganisational behaviours enacted by cluster members which can be activated through passion for sport.

Practical implications for education and research institutes

This thesis provides insight for education and research institutes about how to achieve closer interconnectedness between research and practice. Education and research institutes are key element of both clusters and sport clusters. Results show that education and research institutes can stimulate their environment and be stimulated by their environment. This thesis encourages education and research institutes to analysis their environment for clusters in which they can engage and leverage innovation.

Sport is a strong lever for innovation and exists in every location. This thesis encourages tertiary institutions to actively engage with sport and sport entities to leverage the force of and passion for sport into other areas such as economic development, innovation, and social projects.

Limitations

This research has several limitations which are outlined in the following paragraphs.

Limitations in the theoretical framework

Three big research fields (i.e. economic geography, organisational behaviour, innovation) are linked in this thesis. The research questions provide tremendous opportunity but are sophisticated. The separation of the different research questions and themes helps to address this weakness but readers are still required to memorise multiple theoretical approaches to follow this thesis. The multidimensional interdisciplinary approach employed in this thesis might make it appear weaker than it is in terms of its scientific value and rigour.

Some of the theoretical approaches used in this research date back in time [START_REF] Porter | Clusters and the new economics of competition[END_REF] and have been criticised for weaknesses. Cluster theory has been criticised for an insufficient definition, unclear delimitation of clusters' borders, undefined conditions under which clusters develop [START_REF] Hamdouch | La dynamique d'émergence et de structuration des clusters et de réseaux d'innovation: revue critique de la littérature et éléments de probblématisation[END_REF], descriptive nature and limits for replication of clusters, lack of measurability of interconnectedness in a cluster [START_REF] Motoyama | What Was New About the Cluster Theory?: What Could It Answer and What Could It Not Answer[END_REF], and lack of evidence for its benefits and advantages [START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF]. Even though this research addresses some of the cluster theory's weaknesses it still suffers from the established weaknesses that were not addresses in this thesis.

Other theoretical approaches used in this research are more recent and have not been much developed since they were published first, i.e. the concept of interorganisational citizenship behaviour (Autry et al., 2008). Therefore, there is a risk for weak theoretical grounding when using a theory that has not been fully validated and confirmed through use by others in the academic community. More validation might be necessary to establish interorganisational citizenship behaviour as theoretical approach in organisational behaviour research.

The third theoretical approach that this thesis builds on is innovation as part of strategy and management research. However, innovation is a wide field and studying innovation jointly with two other large research fields might be perceived as scratching only on the surface of innovation research rather than going into depth about innovation sources, the innovation process, and different types of innovation.

Limitations in methods employed

The main weakness in terms of methods is the lack of a comparison with a non-sport cluster as a 'control case'. This would inform readers as to what extent findings are specific to sport clusters as compared to other non-sport clusters. A comparison with other cluster studies might illuminate this question. However, other research on clusters has not used the same research questions. Therefore comparisons provide limited results.

There are weaknesses in this thesis related to the selected cases. All clusters are in niche sports, so one could question the relevance of these sport clusters to other sports. Furthermore data was collected using only qualitative research instruments. Frequency counts were used to organise qualitative data which provides some quantitative data. However, this kind of data needs to be analysed and interpreted carefully in order to avoid misinterpretations. Differing degrees of involvement of interviewees in the cluster might be considered as weakness.

Conclusions

This thesis contributes to four bodies of knowledge by confirming and extending extant theory as well as suggesting new theoretical models.

The first body of knowledge to which this thesis contributes is the field of economic geography. Previous models on industrial agglomerations such as industrial districts or clusters are confirmed. They are also extended by determining conditional location-specific factors for cluster emergence and sustainability, developing cluster member typologies, and exploring dynamic aspects, i.e. interorganisational links and behaviours. Previous models have been rather static, describing cluster members and their linkages through commonalities and complementarities, but without specifying them in more detail.

Second, this thesis contributes to the knowledge of body in organisational behaviour. Questions to summarise:

Is there anything else that you would like to add to increase my understanding of how your organisation interacts with others and how this contributes to innovation?  I agree to take part in this research and I give consent for the participation of the organisation.

 I understand that participation in this research is voluntary and that I may withdraw my organisation from the study at anytime during the interview process.

 I understand that interviews will take about one hour and will be audio recorded to ensure accuracy of the data. I understand that I may stop the recording at any point in time.

 I understand that I am free to withdraw my organisation and all data collected from my organisation even after the interview.

 I understand that all details of my organisation will remain confidential and all names, locations or other significant details will be disguised in all reporting of this project.

Otherwise I will be contacted by the researchers to give permission for the use of my name or my organisation's name.

 I understand that the results of this study will be used for a doctoral thesis and may be used for publication purposes.

 I give my consent to a professional transcriber, who has signed a confidentiality agreement being involved in processing of the data collected. 
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Donc vos clients, c'est qui ?

Il y en a beaucoup. On est une petite boîte de 25 personnes et on a 600 clients, donc on a beaucoup de clients. Et ils ne sont pas tous de nautisme. Alors, je dirais, qu'il y a une bonne moitié de clients qui sont des clients peinture.

Pour les bateaux ?

Oui, que pour les bateaux.

Dans l'autre moitié on va avoir peut-être 30% qui sont des clients planche et puis 20% qui sont des clients sous-traitance.

Composite ?

Ce n'est pas que composite, c'est plastique, on fait du carbone, mais on fait aussi l'injection plastique comme des injections, « moulding », « plastic moulding ».

Donc ça fait tout, partie de la troisième activité ?

Oui.

Est-ce que vos clients sont internationaux ?

On vend 35% à l'export.

Dans quels endroits ?

Beaucoup en Europe, Angleterre, Grèce, Espagne, Allemagne un petit peu. 

J'imagine que vous avez des contrats avec tous vos clients ?

Pas vraiment.

Ce sont des relations informelles ?

Ouais. Il y a des habitudes, il y a des choses dites mais il y très, très peu de choses écrites. On n'a pas de contrats. Avec quelques entreprises, des grosses qui ont des centrales d'achat, là, on a quelques contrats mais on en a assez peu en fait.

Alors c'est un accord ?

C'est verbal. C'est grâce au fait que nos relations sont stables et durables qu'on peut se permettre ça.

Donc c'est difficile à dire si vous faites plus que ce qui est dans l'accord parce que ce n'est pas défini ? Ça change tout le temps ?

Non, en contraire, c'est stable.

Parce que ça se répète ? 

Avant peut-être ?

Il y a vingt ans quand la planche était un marché énorme.

Mais ce n'était pas à cause de lieu ?

C'était bien d'être ici quand même parce qu'il y avait énormément de plages ou on pouvait faire de la planche. Il y avait énormément de compétitions qui ont été organisées dans le coin. C'était un foyer comme dans le sud de la France, le Morbihan, c'était quand même un foyer de planche à voile, très important. Il y avait Brest aussi, il y avait plusieurs endroits mais c'était un gros centre nerveux pour la planche à voile.

Est-ce que ça à attirer des entreprises de la planche à voile ?

Il y a BIC à Vannes qui est un des derniers avec nous.

Donc, les autres sont partis ?

Il n'y a plus de gros constructeurs de planches en France à part BIC. Oui, c'est ça, "trial and error". Mais petit à petit, ça nous permet d'augmenter le niveau de nos produits.

Et ensuite quand on a progressé sur les produits le public a accès à ça, parce qu'on change nos formules, on change nos produits grâce à ce qu'on a découvert. Et après le deuxième niveau, là, on travaille plus avec les équipes de course au large. On travaille avec l'université de Lorient.

De Bretagne Sud ?

Oui, l'UBS, c'est ça et qui à mon avis fait aussi partie du cluster.

Oui, j'ai aussi RDV avec eux.

Avec qui ?

Gwenaël Le Maguer

Oui, je le connais bien. Mais ça c'est assez rare pour une petite entreprise de financer des thésards, non ?

Oui, mais si on veut que ça avance.

Est-ce ce qu'ils cherchent, ça sert… ?

Pas encore.

Oui, mais ça pourrait devenir un produit ?

Oui, le sujet précis, le premier sujet au début, c'était « l'optimisation des « peintures anti-fouling ». Maintenant on est au deuxième niveau qui est le remplacement des substances chimiques par des substances biodégradables, en fait. Donc, nous, on est là, actuellement on travaille sur ça. On cherche à faire un polymère bio et utiliser des substances naturelles ou très proches de la nature qui se dégradent bien dans le milieu. Donc, l'idée est d'ici 5-10 ans d'être capable d'offrir une peinture qui a très peu d'impact sur l'eau.

Est-ce que vous avez peut-être des exemples du passé ou vous avez créé un produit dans cette façon ?

Il n'y a pas eu de liens directs entre la recherche et un nouveau produit. 

Mais ça, c'est un servie que vous offrez volontiers, non ?

Oui.

Ce n'est pas quelque chose que vous devez faire ?

Oui, on ne les fait pas payer ça.

Donc, ça c'est quelque chose que vous faites un plus que vos relations contractuelles ?

Ouais, ça oui.

Vous faites ça souvent ?

En général, on le fait pour la sous-traitance, pour tous les clients sous-traitance. 

Pour exploiter les capacités ?

Donc on profite de ça pour être très souple et offrir un taux de service différent de nos concurrents. Donc nos concurrents font beaucoup plus attention à avoir les machines tout le temps remplies, à faire tourner.

Vous n'êtes pas trop obligé par rapport ça ?

Non, parce que ce n'est pas notre activité principale. On rentabilise les machines par la valeur ajoutée globale de notre procès et l'injection c'est qu'une partie du procès.

En fait la production, c'est à Guidel ? Vous avez combien d'employés dans la production ?

On a environ 15 dans la production, dont cinq en peinture, et dix en planche à voile.

Et les autres dix employées ?

Donc on a 4 commerciaux, 2 administratifs, et puis on a un peu de R&D. On a une personne en peinture et une en planche à voile pour R&D.

Et votre chiffre d'affaires ?

C'est l'inverse des personnes.

Ok.

On Par rapport l'implication dans le cluster course au large.

Oui.

Nous on est plus proche de NKE qui eux visent aussi le grand public.

Grand public dans le nautisme ? 

Vous avez habitude de travailler ensemble avec les mêmes personnes ou ça change beaucoup?

Mon activité est encore assez jeune. Donc il y a encore des gens avec qui je n'ai pas encore travaillé, c'est sûr. Mais en tout cas le client que j'ai des relations … j'ai la continuité avec.

Est-ce que ce sont des relations qu'entre vous et autres ou est-ce que c'est un réseau? Si c'est un réseau est-ce qu'il-est géré par une organisation dans le réseau?

Non, c'est plus tôt une entreprise à une autre.

Et là, c'est équilibré?

Oui.

Est-ce que c'est collaboratif?

Ça peut être collaboratif. 

Vous vous concentrez sur quel type d'innovation?

Moi, je suis plutôt dans l'aspect contrôle. Egalement produit, puisque par ailleurs je développe des moyens un petit peu spécifiques autour de la mesure. Ça peut être effectivement, en ce moment-là, on travaille pour des produits un peu particuliers sur la mesure.

Ce sont des produits ou des services que vous offrez?

Ce sont des moyens et techniques d'analyse. On travaille sur des morceaux de pièces des échantillons, ce genre de choses.

C'est qui le moteur de l'innovation pour votre entreprise? Ce sont des sources à l'interne ou l'externe?

Généralement c'est plutôt en interne, pour réfléchir à des besoins et des problématiques des clients et on essaye de trouver des solutions. C'est plutôt comme ça, comment ça se passe.

Donc, le client vient avec un besoin?

Oui, ou des fois ce n'est pas très bien exprimé… c'est ça qu'on s'intéresserait si on peut mesurer ça ou ça, et puis en fonction de la discussion, on est amené de développer des choses.

Pour cela est-ce que vous travaillez ensemble avec des autres entreprises souvent? Vous avez une approche collaborative?

Pas forcément avec des entreprises qui sont dans le cluster mais peut-être d'autres. Oui, je suis amené à faire la commande et puis à discuter la conception avec d'autres entreprises, oui, tout à fait.

C'est qui les autres entreprises avec qui vous travaillez?

Ça peut être des gens qui savent fabriquer, ce n'est pas ou peu.

Mais pas trop avec des entreprises dans le cluster?

Ca dépend. Ça pourrait mais pour le moment ça ce n'est pas trop présenté.

Est-ce vous pensez s'il y a des liens entre le cluster, ses relations entre des organisations, et le comportement entre des organisations dans le cluster et l'innovation qui se passe dans certaines entreprises comme la vôtre ou dans le cluster en général?

Je n'ai pas la prétention de m'accaparer l'innovation du cluster. Je pense, il y a plein de compétences locales. Il y a des gens qui se connaissent relativement bien. Moi, je suis un acteur relativement jeune par rapport à beaucoup du cluster ou par rapport à certains du cluster et voilà, je pense, il y a de gens qui s'habituaient à travailler ensemble et également conscient que sur le territoire il y a des compétences. Il y a des nouveaux défis techniques, technologiques à relever. On peut trouver des solutions localement.

Avez-vous des exemples des innovations récentes qui étaient un résultat d'un effort collaboratif des organisations du cluster?

Un projet qui aboutit à un nouveau produit innovant par exemple entre plusieurs entreprises ou centres de recherche du cluster concernant ma spécialité, je ne vois pas. Maintenant il y en a certainement, notamment tout ce qui concerne sécurité, communication, etc. au bord, il me semble.

Est-ce vous pensez que vous pourriez atteindre les mêmes objectifs si vous et vos partenaires feraient que le nécessaire selon vos contrats? … Est-ce que vous avez des contrats avec vos partenaires/clients?

Oui, j'en ai avec des clients en local, ils ne font pas tous partie du cluster, un certain nombre, d'ailleurs, les relations clients, ça c'est aussi une question de personne, de relationnel, de client.

Est-ce que vous faites plus que la nécessaire et estce que ça vous aide pour trouver des solutions?

La question est si je n'ai pas toutes les compétences si le cluster m'aide pour le trouver? Oui, aujourd'hui ce n'est pas se présenter directement. C'est vrai que le contacte est Yann Dollo pour moi et au même temps, oui, c'est sûr dans le cadre d'un projet innovant que j'aurai envie de développer, si j'avais pas toutes le compétences ou si j'avais du mal à trouver les compétences pour aboutir ce projet, bien sûr, que je contacterai Eurolarge et me rapprocherai du cluster pour pouvoir trouver de solutions, c'est sûr.

Mais vous vous n'êtes pas encore souvent servi de cette option?

Non.

Pourquoi?

Je fais l'innovation en interne, principalement.

Est-ce qu'il y a encore quelque chose que vous aimeriez ajouter pour améliorer ma compréhension du cluster, ses relations et interactions et comment cela influence l'innovation?

On est d'accord on parle surtout de bateaux de course, c'est vraiment l'objectif d'Eurolarge et du cluster et puis de toutes ses équipes qui sont présentes. Souvent ce qu'on va faire, ce quand même souvent les architectes qui pilotent un petit peu un projet, une construction en tout cas, et après les équipes sont ouvertes, je pense, à l'innovation.

Elles sont plus au moins toutes en fonction de leurs moyens financiers mis à disposition par les sponsors. Elles sont confrontées à peu près toute au même type de problème en tout cas sur la même classe de bateau. Elles sont aussi contraintes par le temps, des machines sont des plus en plus complexes, performantes, et puis aussi la demande du temps à être préparer et finaliser. Donc, c'est vrai que tout ça laisse pas beaucoup de temps, mis à part l'innovation architecturale qui sont du crayon d'architecte, laisse assez peu de temps à produire des produits très, très innovants sur les bateaux qui sont prêts à généraliser, ou du moins que les équipes développeraient en interne. C'est là où les intervenants extérieurs comme moi ou d'autres peuvent leurs proposer des solutions clés en main sur de la mesure, d'analyse de performance, ce genre de choses. Je pense, que dans les années à venir ça risque de prendre de l'importance, toutes ces questions d'analyse, performance, mesure et maintenant c'est aussi vrai que c'est aussi un coup sur tout, en gros, on est capable d'aider sur tout ce qui est sécurité et performance. Après au niveau des relations qui peuvent y avoir sur le territoire, il faut se tenir, que, je pense, il y a toutes les compétences par rapport à d'autres régions maritimes un petit peu spécialisées comme la Nouvelle-Zélande ou ce genre des choses. On n'a pas à rougir au niveau des compétences locales.

Donc le manque du temps est une contrainte pour l'innovation?

Là, je parlais des équipes en particulier.

Alors pas pour vous?

Non, pas pour moi, je suis plutôt un bureau qui va aller leur proposer des solutions clé en main. Et c'est vrai que souvent les équipes n'ont pas le temps, ont pas les moyens de développer et il faut vraiment aller vers eux avec un produit, pour commencer simple, qui fonctionne et après ça, tout ça va être utilisé notamment dans un environnement principalement un petit peu hostile, des bateaux qui sont très physiques, très radicaux, donc il faut vraiment des choses très simples très fiables.

Comment vous voyez et votre entreprise dans l'avenir dans le cluster?

Je ne sais pas trop. Moi, je suis toujours partant pour des gros projets de recherche et développement qu'on pourrait reporter pour le cluster. Aujourd'hui, à ma connaissance il n'y en a pas. Ce sont des choses, je suis bien sûr ouvert.

Je vous remercie bien pour l'entretien.

(Edité à Orsay, Juin 2012)

Entretien avec l'Ingénieur d'innovation d'une équipe professionnelle de course au large (PS1)

(28 Avril 2012, 14:00-15:00h, vidéo conférence)

Partie 1 : Introduction

Est-ce que vous pouvez commencer avec l'introduction?

Moi aussi, j'ai fait un doctorat. Je l'ai fait il y a six ans maintenant, j'ai un doctorat en "wind engineering/ aérodynamique". C'est pour ça j'étais sensible à répondre au sujet des nouveaux doctorants, c'est important de passer du temps avec vous.

Merci beaucoup.

Du coup je suis responsable de la partie R&D au sein de l'entreprise PS1. C'est pour ça j'étais recruté il y a six ans, sept ans en fait. Nous, ça nous amène à la performance et le partenaire technique ça lui amène de la-Ça lui permet de tester son matériel et de progresser techniquement. Ça, c'était la version de partenariat classique mais il y aussi des partenariats où on est beaucoup plus moteur et financièrement on voudrait aussi profiter de l'innovation.

Est-ce que vous pouvez donner un exemple?

Par exemple, on a développé un hydro générateur, "water turbine".

Il générait l'électricité avec l'eau, non?

Exactement.

Donc, ça, c'est une entreprise qu'on a rencontré, qui est à 20 Km de chez nous encore une fois. On les a rencontrés par hasard à Paris, lors de Salon Nautique. Mais en fait ils étaient à 20 Km de chez nous. Au début on travaillait sur les problèmes d'énergie au bord. Eux, ils ont développé un hydro générateur pour des bouées océanographiques, "océanographique bouée" pour qu'elles soient autonomes en énergie. Donc avoir un hydro générateur sur un bateau de voile, ça fait 30 ou 40 ans, les gens ont déjà imaginé l'idée, mais la mettre en pratique, il y avait vraiment beaucoup de problématiques techniques. Du coup on a mis l'hydro générateur sur un autre bateau à voile et on en a fait un spécial bateau à voile parce que ça dépend de la vitesse du bateau. Ça dépend surtout des conditions des bateaux à voile. Il faut dimensionner, dessiner l'hydro générateur, en fonction du bateau sur lequel on le met.

Et combien de temps ça a pris pour le développer?

Ça a pris 4-5 ans et maintenant l'année prochaine, ils le vont commercialiser l'hydro générateur sur le prochain Salon Nautique à Paris ou Metz.

Alors qui garde le brevet dans ce cas-là?

Non, il n'y pas de brevet, c'est un truc sans brevet parce que c'est déjà inventé mais PS1 profitera sincèrement de l'innovation parce que ça fait 4 ans qu'on travaille avec eux. En plus c'est un hydro générateurs Michel Desjoyeaux, donc c'est bien au commercial.

Et comment ça se passe quatre ans de collaboration en pratique? Il y a des RDV réguliers? Il a combien de gens qui sont impliqués?

Non, on est trop petit. C'est une personne à PS1, c'est moi et une ou deux personnes à l'autre entreprise. C'est des petites entreprises. Ces deux personnes elles ne travaillent pas toute l'année sur le projet. Ils travaillent peut-être deux semaines, un mois par an sur le projet.

Et après ça revient vers vous et vous travaillez làdessus?

Oui, on a fait la partie hydrodynamique, le design de vis et propulseur. Et ENAG CRISTEC c'est une entreprise avec qui on travaille, eux ils ont fait la partie électrique.

La distribution du travail est écrit ou un accord informel?

Un peu des deux, si parce que pour que ça aille vite il faut qu'il y ait pas de papier. Mais après à la fin il faut quand même des accords écrits pour structurer la démarche.

Est-ce que le travail quotidien suit l'écrit ou est-ce que c'est d'autre chose?

Si, ça suit, mais, oui, parce qu'il y a des deadlines en général. on va utiliser ce penon électronique dans domaine de la pêche. Et on n'y avait pas du tout pensé avant c'est en discutant avec des gens qui sont tout près de nous, qui ont dit, "ça serait super, on pourrait l'utiliser dans le domaine de la pêche". Du coup c'est une application qu'on essaie de porter dans le domaine de la pêche. C'est quelque chose qui vient de la course au large et qu'on utilise dans un autre domaine qui est la pêche industrielle. Et ça c'est parce qu'on a des entreprises à côté, des gens juste à côté qu'on a eu l'idée, on n'aurait pas eu l'idée.

Partie 3 : L'innovation dans le cluster

Pouvez-vous expliquer le rôle et sources d'innovation dans votre organisation ?

Les idées, comment nous recevrons des idées? C'est en travaillant, il n'y pas de recettes magiques. C'est en travaillant, en zone du bateau, pour le plaisir, et en navigant à plusieurs, parce qu'en fait qu'on navigue sur les bateaux de course on est souvent en équipage avec un spécialiste de chaque domaine et du coup c'est un "mini-cluster", voilà. C'est hyper important et du coup dans ce "mini-cluster" il y a des discussions, "tient pourquoi on fait comme ça? Moi je ferais pas du tout comme ça". Donc, ça fait des discussions et à la fin on arrive à "tient on pourrait faire ça comme solution" et voilà, ça c'est une idée.

Du coup vous naviguez avec vos partenaires sur le bateau pour tester des produits?

Oui, ils viennent naviguer chez nous pour tester des Est-ce qu'on pourrait dire que dès fois l'innovation vient des consommateurs, dès fois de centre de recherche interne, chez vous c'est la même chose?

Oui, c'est la même chose.

Est-ce que le cluster est très important pour vous? Est-ce que vous êtes très impliqué dans les activités du cluster par exemple organisé d'Eurolarge?

Oui, là par exemple on a une invitation pour un évènement sur les multicoques à la croisière.

Donc, vous y allez?

Celui-là, je ne sais pas, mais en général on essaie d'y aller.

Pourquoi? Pour le networking?

Oui, le networking, c'est vraiment important parce que, là je ne vais pas y aller parce que je n'ai pas le temps mais si j'avais le temps j'irai uniquement pour le networking, même si ce sujet-là ne m'intéresse pas forcément, j'irai pour le networking, c'est vraiment important le networking.

Les partenaires avec qui vous travaillez, c'est toujours les mêmes ou est-ce que ça change beaucoup?

Non, c'est souvent avec les mêmes. On en a juste en plus. Ça ne diminue pas, on garde les mêmes, parce que l'innovation c'est sur une longue période. On ne peut pas faire de l'innovation sur deux mois, sur six mois, ça ne marche pas, ce n'est pas possible. Il y a la notion temps. Toute à l'heure je disais beaucoup les deadlines, le temps, et oui, c'est vraiment fondamental, la notion de temps est vraiment importante.

Quand vous travaillez avec vos partenaires, est-ce que ça c'est normalement pour le prochain bateau ou l'innovation en général?

Les deux. Souvent c'est les deux. On peut avoir les deux cas. Souvent c'est pour un bateau en particulier parce qu'on a des objectives de course. Il doit gagner une course. Il doit essayer de gagner une course. Ou alors, c'est sur du long terme, on essaie de développer des choses sur beaucoup long terme.

Est-ce qu'il y a encore quelque chose que vous aimeriez bien ajouter en général par rapport le cluster, ses relations, et comment ça influence l'innovation ?

Comment ça influence l'innovation? En plus c'est quelque chose difficile à dire parce qu'en fait on est une jeune entreprise. Il faudrait peut-être reposer la question dans 20 ans parce que pour voir si les innovations ont vraiment fonctionné parce que par exemple vous faites un brevet, vous brevetez une idée, il y a que cinq pour cent des brevets qui sont commercialisés à la fin. Et sur ces cinq pour cent il y en a très peu qui vont vraiment rapporter de l'argent. Donc, il faut beaucoup travailler pour qu'à la fin on soit quelque chose qui soit, que l'innovation rapporte financièrement parce que c'est quand même un budget.

Donc chez vous, vous faites souvent les deux l'invention et la commercialisation?

C'est plus dur. On est une jeune entreprise, donc là, on essaie de commercialiser nos idées. Ça fait depuis six ans, je travaille sur des idées, peut-être à la fin de votre thèse vous allez me voir pour m'interroger sur mes idées. Ça serait une bonne idée peut-être. Là, je pourrai vous donner mes objectifs et dans deux ans vous venez me voir et je vous dirai si on les a commercialisés ou pas du tout.

En fait, ça serait intéressant de voir comment ça a changé dans deux ans, surtout dans une entreprise si jeune que la vôtre. Je vais revenir vers vous.

D'accord avec plaisir. C'est intéressant de voir dans le temps, je pense, à suivre le temps.

Donc pour le moment vous essayez de commercialiser toutes vos idées?

Non, pas toutes les idées, on a beaucoup, beaucoup des idées. Et il y en a très peu qu'on essaie de commercialiser, qui ont du potentiel, qui ont un 

Donc vous êtes 13 personnes, vous avez quelles fonctions dans l'entreprise?

On a des personnes administratives, 2 personnes, on a des personnes qui s'occupent de la logistique, parce qu'on est souvent en déplacement, on va souvent à l'étranger international, on doit se déplacer. On doit d'être capable de travailler n'importe où sur terre en fait. Ensuite on a des personnes qui, des ingénieurs qui conçoivent des pièces, qui conçoivent des parties du bateau et ensuite on a des gens qui fabriquent ces pièces-là. On a un atelier de construction.

Donc vous n'avez pas quelqu'un du marketing pour vendre?

Non, exactement, c'est un problème d'ailleurs.

Donc, c'est à vous de faire ça en plus, non?

Exactement, on n'a pas du marketing.

Peut-être dans deux ans?

Voilà, exactement, quand vous connaissez tout le cluster de la France et Nouvelle-Zélande. En fait pour mon networking à moi, je suis intéressé dans des contacts à la Nouvelle-Zélande. 

Moi, je connais déjà quelques entreprises en

Donc ce sont des entités de BB4?

Oui, ce sont des unités qui sont dans le groupe BB4. C'est BB4. Après on a deux personnes qui travaillent pour BB4 qui sont détachées à Hongkong. Donc, on a un tout petit bureau là-bas de sourcing. Eux, ils consolident, en fait ils gèrent toutes les productions sur nos produits. C'est à dire tous les pays que je t'ai cités ont des dates clé à envoyer toutes leurs demandes à Hongkong. On les consolide et à Hongkong on les disperse dans toutes les usines. Après on fait les contrôles de qualité làbas et après un petit peu de 'sourcing' aussi.

Donc, ce sont des sous-traitants là-bas?

Non, ce sont nos employées à nous. Après les usines oui, ce sont des usines externes. Elles n'appartiennent pas à BB4.

Partie 2 : Le cluster en général

Si on regarde ici à Hossegor, avec qui avez-vous des relations ici?

BB4, on design, on développe, mais après dans le même bureau on a toute la distribution pour l'Europe de nos produits. Donc on a du commercial, on a un "accounting departement", on a du marketing, on a le stock qui est juste à côté, on a le SAV (service après-vente). Donc si tu veux, on a deux casquettes. On a ce centre spécifique de développement et après en même temps, on fait chef de produit pour l'Europe. Donc, là on est lié avec tout le reste du bâtiment.

Mais encore interne en BB4?

Toujours interne à BB4.

Est-ce qu'il y a des relations externes à BB4?

Oui, on a des agences de design à qui on fait appel. On travaille parfois avec des universités comme l'ESTIA.

Comment travaillez-vous avec eux par exemple?

Sous des projets, on a André Falqui qui s'occupe un peu d'innovation, qui travaillait à l'ESTIA avant. Avant on passait par lui, donc on avait des réunions d'innovation.

Donc vous travaillez sur quoi?

On travaille sur des nouveaux produits, des nouvelles idées, là par exemple, hier on avait une réunion d'innovation sur des casques de ski. Donc, comment améliorer, etc. Donc ce qu'on prend d'abord beaucoup en compte de feedback, c'est le feedback des riders, des riders professionnels, des riders BB4. BB4, c'est une petite structure de 50 personnes ici. Les riders aiment bien venir, parce qu'ils connaissent les gens et ils savent qu'ils peuvent passer n'importe quand. Ils peuvent se poser, ils peuvent donner leur feedback et savent que nous, le feedback, on le formalise, on l'interprète bien. Et après on essaie de développer des produits en fonction de ce feedback, parce qu'en fait qui mieux que le rider professionnel connait nos produits techniques? Personne. C'est comme ça que nous, on arrive à mener de l'innovation sur le produit. Ce n'est pas le seul vecteur. Après il y a un deuxième vecteur. C'est que dans le groupe il y a différentes marques et on essaie vraiment de croiser tout le savoir-faire. Donc, ça peut être des éléments qu'on prend dans une chaussure qu'on essaie d'amener sur un masque, sur une montre, sur un casque, vice et versa. Ils peuvent s'inspirer de la technicité qu'on leur fait pour le remettre dans du textile. 00:07:05-5

Partie 3 : L'innovation dans le cluster

Et comment vous faites passer le savoir-faire entre les entités?

Des réunions d'innovation. Après il y a des gens qui sont en charge de l'innovation chez Napali et qui essaient de fédérer un peu tous le monde pour justement partager l'information.

Donc les gens travaillent sur des produits différents dans ces réunions?

Oui, par exemple sur le meeting qu'on a eu hier par rapport à l'innovation sur les casques. Donc, ils étaient présents : le chef de produit casque, moimême qui suis directeur de la cellule du développement produit technique. Il y avait la personne qui gère tous les produits textile snow chez Napali. Il y avait une personne de DC Shoes de la chaussure. Donc on essaie vraiment de tout mélanger.

Si vous pensez à l'EuroSIMA? Comment vous en profitez?

Donc, on a une personne qui est membre de l'EuroSIMA. C'est la personne qui gère les combinaisons. Donc là, ce qu'on fait nous, c'est surtout qu'on participe à tous les concours d'innovation.

Est-ce qu'il y a des exemples des projets?

Des projets qu'on a présentés?

Des projets où vous avez travaillé ensemble avec d'autres membres du cluster.

Non, on n'a pas travaillé sur l'innovation avec des membres du cluster.

D'accord. Sur d'autres thématiques?

Sur d'autres thématiques, on a travaillé sur le REACH, la norme. Là on a travaillé vraiment en collaboration avec toute l'industrie du surf. Sinon après non, pas trop.

Pourquoi? Vous n'en avez pas besoin parce que vous êtes une grosse société?

Après oui, il y a peut-être un peu de protectionnisme au niveau concurrentiel mais bon, après on essaie de vraiment avancer, on ne s'est pas trop penché sur le fait de collaborer trop sur de nouvelles matières, etc.

D'accord, quelle est la raison pour laquelle vous êtes installés ici?

Alors, principalement c'est historique. C'est que BB4 a démarré avec la combinaison de surf mais après a récupéré la licence des lunettes solaires de BB4 et Roxy. C'était pour une question de proximité avec l'Italie. Donc, le top de la production solaire se fait en Italie, tout le savoir-faire. Après les fournisseurs de verres étaient à la base majoritairement française. Il y avait Berlos et BNL qui sont de gros fournisseurs des verres solaires. Donc voilà, c'était surtout pour une question de la proximité. L'Italie, c'est à deux pas de la France. C'est à une heure d'avion et on est dans les usines.

Donc, pour ça c'était la France, mais après ç'aurait pu être ailleurs en France, non?

Après, on est une industrie du surf et les bureaux sont ici.

Parce que dans les Alpes, il y a aussi une industrie du surf d'hiver, non?

En fait, BB4 à la base, c'était une entreprise qui distribuait les néoprènes et des accessoires de surf et après le solaire s'est greffé là-dessus, après se sont greffés les masques de ski qui étaient toujours faits en Italie. Après ils se sont greffées les lunettes optiques et après les montres. Ça s'est développé petit à petit. On a gardé quand même ce site géographique.

Mais en Italie, ce sont des sous-traitants qui sont importants?

Oui, pour toute la marque. Il y a un gros panel de fournisseurs, après il faut choisir ceux qui sont les plus intéressants pour nous.

Pour quelle(s) raison(s) êtes-vous basés ici, si ce n'est une raison l'historique?

L'historique, et la proximité de la glisse. Tout se passe ici dans la glisse, même le ski. Il y a les Pyrénées qui sont à côté. En fait nous, au quotidien, on teste les produits, c'est notre passion. Le néoprène, sur les 50 salariés, il y en a peut-être une dizaine qui surfent tous les jours. Donc, ça permet de tester les néoprènes, les leashs, les pads, de faire remonter l'information pour compléter aussi les remontées des riders. Le solaire, c'est pareil, on a un climat où il y a pas mal de soleil. On a des pêcheurs. On met nos produits réellement à contribution. Après le ski, c'est pareil. Il y a pas mal des personnes pendant l'hiver qui vont rider tous les week-ends. Après c'est l'empirisme, on n'a pas réellement de science. On essaie, on teste, on modifie, on améliore. L'amélioration passe surtout par la pratique. C'est à dire, on pratique, on corrige. On fait une amélioration, peut-être qu'elle va engendrer d'autres soucis qu'on corrigera. on essaie de faire des meilleurs produits possibles.

Et cet échange entre les riders qui testent le matériel et vous, est-ce que ça, c'est formalisé et contractuel?

Non, c'est formalisé, alors, on se pose, on prend des notes, on travaille sur des croquis, on travaille directement avec les designers pour voir ce qu'on peut faire. Après si c'est contractuel? Non. C'est surtout la passion. C'est le rider qui a envie de faire évoluer son produit, soit pour son propre confort ou sa pratique ou pour améliorer le produit ou simplement la marque.

Alors les deux parties en profitent?

Oui. Je vais te montrer ce masque-là. C'est la version Roxy mais on a la version BB4 aussi. En fait ce masque, il est né d'BB4 qui a été donné par Travis qui est un des meilleurs snowboarders au monde. Donc, lui, il voyait la tendance des masques à devenir toujours de plus en plus gros, des plus en plus épais et lui ce qu'il voulait c'était d'avoir quelque chose d'hyper près de visage, qui soit hyper léger et qui offre le meilleur champ de vision possible. Aujourd'hui on voit que tous les concurrents sont partis dans cette direction en montrant plus de verre, en donnant un meilleur champ de vision et nous justement on a écouté ce besoin de ce rider qui est l'un des meilleurs rider au monde, donc je pense que c'est vraiment une des meilleures personnes pour parler des masques de snow. En travaillant avec un verrier et notre propre designer, on a mis au point ce masque qui est aujourd'hui l'un des meilleurs masques au monde. C'est à dire qu'une fois testé, ça n'a rien à voir avec un autre produit. Je t'invite à les tester.

Et pour le public et un rider pro ce sont les mêmes lunettes?

Ce sont les mêmes, il n'y a aucune différence. C'est juste au niveau graphique, au niveau look. Donc, ça, c'était notre haut de gamme qui restait dans la direction classique du marché. Donc, tu as un test qui est tout simple. Tu mets ton masque et pour vraiment mesurer ton champ de vision, tu as un test qui est tout simple. Tu prends tes deux pousses sans tourner la tête et tu regardes jusqu'à quel moment tu les ne vois plus. Tu tournes les yeux au maximum et là je ne les vois plus. Donc, c'est à peu près 120° de champ de vision. Donc, ça c'était notre haut de gamme avant de lancer celui-là et qui reste dans une ligne assez épaisse, par rapport la concurrence. Si tu mets celui-là, c'est incroyable, tu vois les pousses presque derrière. On a gagné quasiment 40° de champ de vision. Après tu vois le champ de vision, c'est la vision des riders, c'est un des sens clés. C'est essentiel. En plus, ces riders-là, ils font beaucoup de figures ou ils partent en marche arrière. Donc, ça leur permet aussi de moins tourner le corps pour avoir une vision un peu plus panoramique. Après tu as l'aspect de sécurité pour le "mass market". Donc, imagine, l'aspect de sécurité sur une piste. C'est à dire au lieu de voir des personnes qui arrivent parlà, tu peux voir des personnes qui viennent presque de derrière. Donc, ça, c'est un des meilleurs exemples qu'on a en terme d'innovation de produit à ce jour.

Et ça, c'était en collaboration avec un verrier?

Le verre, oui, parce que le verre est spécial. Ici on a un verre qu'on appelle "monobase". C'est à dire que tu as une courbure dans ce sens et il y a une courbure dans ce sens-là. Ce verre il a été développé avec une courbure ici, une courbure là, donc tu as différents rayons de courbure et ce rayon-là déforme un tout petit peu l'image pour agrandir ce champ de vision. Et on l'appelle la "multi-base" parce que la base en fait c'est une courbure et nous, on en a plusieurs. On est le seul à utiliser ce verre-là aujourd'hui.

Vous avez déposé un brevet?

Non, on a une exclusivité. Nous, on n'a pas réellement le savoir-faire pour développer ça. Nous, on a donné les directions, on a partagé l'idée avec eux et c'est aux avec leurs techniciens qui nous avons mis au point ce verre-là.

Le verrier?

Oui.

Et lui, il est basé ici?

Il est basé en France, mais dans l'est.

Est-ce que ça pose un problème de n'être pas dans le même coin?

Non, en fait, soit sur des salons, soit on se voit lors de la mise au point, soit on va chez eux, soit ils viennent chez nous. Nous aussi, c'est qu'il y a de bien, c'est qu'on voyage beaucoup quand on développe le produit, on passe beaucoup de temps dans les usines pour voir ce qui se fait, pour discuter avec les gens, pour leur donner nos besoins, pour réellement partager ce besoin d'innover et après ce sont eux avec leur connaissance, leur expérience qui peuvent nous amener aussi de l'innovation. Donc, ça fait encore un vecteur en plus. Donc, tu vois, on a le vecteur "rider", il y a le vecteur "développement", c'est à dire nous-même, qui testons nos produits et après on a encore un vecteur qui vient du fabricant luimême qui trouvent de nouvelles matières, qui planchent avec nous sur de nouveaux projets. Donc, c'est vraiment leur expertise.

Donc, l'échange avec les fournisseurs, est-ce que c'est formalisé?

Non, on travaille beaucoup par mail. On échange des commentaires sur les leçons techniques, on fait une modification, après on va dans l'usine, on passe du temps avec eux pour discuter. Donc, quand on va chez eux, on travaille avec leur département R&D. Ce sont souvent des ingénieurs et on partage et eux, ils recherchent.

Est-ce que c'est une volonté et les deux parties en profitent-elles? Parce que ça consomme quand même pas mal du temps, donc... Donc, s'ils arrivent à amener quelque chose d'innovant. En fait l'innovation aujourd'hui, elle te sert en quelque sorte à te différencier de la concurrence et donc par conséquence on gagne des parts de marché. Donc, nous aussi on gagne des parts de marché, eux leur production, elle augmente. C'est mécanique.

Mais ils font ça exclusivement avec vous?

Après, ça dépend. Par exemple pour ce verre-là, on avait demandé une exclusivité de deux ans. Après on peut la renégocier. S'il n'y a personne qui est venu taper à leur porte pour leur demander, ce n'est peut-être pas nécessaire qu'on le fasse. Après, ça fait déjà deux ans qu'on l'a mis sur le marché, donc dans la tête des gens, ce masque est BB4. Ce n'est pas une autre marque. Après on n s'endort pas non plus sur nos lauriers. Il y a Travis qui était là hier. On a déjà essayé de voir comment on pouvait améliorer ce produit, quelles étaient les directions et maintenant nous, on va commencer à plancher làdessus et pour avoir toujours un pas d'avance sur les autres.

Donc sur des sources d'innovations dont on a parlé, est-ce qu'il y en a une qui est la plus importante?

J'allais dire c'est entre l'athlète et les usines.

Les deux?

Oui, je ne peux pas dire que c'est que l'athlète ou que l'usine, je dirais que c'est 50/50. On n'a pas mal de produits qui naissent d'un besoin des athlètes et on n'a pas mal de produits qui naissent parce que l'usine, elle nous a amené un nouveau savoir-faire, une nouvelle technique.

Et après c'est l'échange des employées qui se fait à l'intérieur de l'entreprise?

Voilà, après quand on partage avec tout le monde, par exemple on voit quelque chose qui a été fait sur la chaussure qui est hyper joli et on a envie d'avoir le même traitement ou sur une lunette. Donc, on va montrer ça à notre fournisseur, on va le challenger, mais le besoin quand même, il est le 'brief', il est donné à 80% par nous. Donc, on challenge beaucoup les usines pour qu'elles puissent innover, qu'elles puissent sourcer de nouvelles matières.

Donc, vous posez les questions et elles trouveront les réponses.

Exactement.

Vous êtes ici pour des raisons historiques mais après est-ce que cela poserait un problème pour vous aujourd'hui si vous étiez basés ailleurs?

Non, ça ne changerait rien. Après ce qu'il y a de bien aussi, c'est qu'on est en constante relation avec Napali, avec la maison mère. Tout ce qui est tendance, la direction de la marque et compagnie. Tous ces gens sont à Saint-Jean-de-Luz. Donc, c'est à 20 minutes d'ici.

Et les athlètes, ils passent plutôt ici que d'ailleurs?

Ils passent plutôt ici, parce que c'est une petite structure. Là-bas, ils sont 600, donc quand tu déboules dans une grande entreprise, il y a du monde, c'est un peu intimidant, alors qu'ici tu as une relation qui est plutôt amicale avec les riders.

Et à Saint-Jean-de-Luz?

Ça reste amical, mais ici, ils savent que quand ils viennent, il y a toujours peu du monde. Ils se sentent peut-être plus à l'aise. Ils sont peut-être moins sollicités. Quand ils vont chez Napali, il y a peut-être le marketing qui veulent les voir, tu as le produits, tu as peut-être le département juridique qui veut les voir pour leurs contrats, alors qu'ici ils viennent, c'est vraiment pour le produit. Déjà, ils viennent s'équiper, ils viennent chercher ce dont besoin, parce que nous, on a nos stocks ici.

Tous ce dont ils ont besoin, ils vont le chercher ici?

Oui, s'ils ont besoin de leashes, de housses, de wax, des masques, ils viennent, ils passent un quart d'heure ici, on leur les prépare et ils partent avec.

Donc, ça fait partie d'un contrat de sponsoring?

Oui.

Qui est mené par le marketing?

Oui, c'est le marketing qui gère ça.

Mais après c'est vous qui leurs donnent tout ce qu'ils veulent.

En fait, on a un petit département marketing qui les gère. Ils savent à quoi ils ont droit et on les leur donne quand ils en ont besoin.

Peut-être une projection dans l'avenir, est-ce qu'il y a des choses que vous allez changer par rapport à l'innovation et par rapport l'EuroSIMA?

Je n'en ai aucune idée. 

Donc peut-être un mot de conclusion?

Non, alors ce que je dis par rapport l'EuroSIMA, les axes que j'apprécie et je trouve que c'est très bien qu'on ait une association entre ces marques et qui investissent, encore une fois, comme BB4: investir dans le sport, faire vivre le sport, véhiculer une bonne image, après il y a des marques derrière qui s'en servent. Tu regardes aujourd'hui par exemple la pub Chanel, Mercedes, ils utilisent l'image du surf parce que ça véhicule un message à une clientèle jeune, ça véhicule des valeurs, ça véhicule un style de vie. Voilà, nous, on les entretient tous les jours.

On paie des athlètes, on investit pour justement pousser ce sport et cette passion et c'est normal qu'on protège cet investissement-là. Après encore une fois, on a tous les mêmes problématiques au niveau environnemental et au niveau des déchets. Là je ne vois aucun problème à partager notre savoir-faire. RipCurl avait trouvé un système de recyclage de néoprène. Ils s'en sont servis pour promouvoir leur éco-responsabilité. Est-ce que ça aurait été bien pour eux qu'il le partage? Non parce que ça leur a servi quand même à essayer de se différencier de toutes les autres marques de néoprènes. 00:30:40-5

Mais il y a un projet commun entre les membres de l'EuroSIMA?

Oui, nous on travaille volontiers là-dessus.

Donc, dans ce cas-là, vous travaillez à côté des marques comme RipCurl?

Oui. 00:31:06-1

Donc, c'est une forme d'innovation mais en terme de produit?

Il y a de l'innovation dans la manière de gérer mais en terme de produit. Nous, on est une division technique, c'est du produit technique, donc il doit y avoir de l'innovation technique. Si je prends l'exemple de la Formule 1, je pense qu'ils se ressemblent tous. Tout le monde a le même moteur, tout le monde a les mêmes pneus, mais par contre il y a des petits détails qui ne se partagent pas et qui font la différence pour que les gens, ils gagnent.

Dans le secteur de la voile c'est pareil. Mais c'est vrai que c'est un autre produit, un peu plus technique peut-être.

Et tu prépares une thèse?

Oui.

Tu peux la partager?

Oui, bien sûr. L'année prochaine j'irai étudier le surf en Australie.

L'Australie, c'est un marché qui est encore plus concurrentiel que l'Europe. C'est tout petit.

Et il semble qu'il n'y a pas de structures comme EuroSIMA. Tu connais un peu la région autour de Torquay?

Oui, on y a été.

D'accord. Tu vois des parallèles ou des différences?

Par rapport au fonctionnement?

Oui.

Non, c'est le même, tout est drivé par la passion.

Est-ce qu'il y a aussi une dynamique entre les entreprises?

Ça, je ne sais pas du tout, comment ça se passe.

Mais le siège de BB4 en Australie?

C'est à Torquay et il y a RipCurl qui n'est pas loin non plus. Ça ressemble un peu à Hossegor un peu en fait.

Là, il y a aussi une partie du développement comme ici?

Alors Les autres activités de l'association? Donc, l'association s'appelle GB4 ou...?

Non, l'association s'appelle GB4, cela signifie "European Surf Manufacturer Industry Association". L'association a été crée en 1999 et le cluster a été intégré dans l'association en 2008 et c'est pour ça qu'on l'appelle GB4 cluster parce que c'est la division dans l'association GB4 qui est un cluster.

Donc quelles sont les autres activités de l'association?

L'association a plusieurs entités aujourd'hui. Elle a une grosse mission d'événementiel autour de l'industrie. Donc on a la partie événement professionnel quand on est dans la dimension de fédération, c'est à dire le SurfSummit, que tu as vu, et les jours de conférence. Un regroupement autour de la soirée gala comme on a fait au Waterman's Ball et mettre en avant des prix pour la filière. En fait il y a l'équivalent aussi dans le snowboard aujourd'hui. Donc, ça c'est une partie événementielle privée et réservée à l'industrie. Et on a aussi une partie événementielle de promotion de sport que sont aujourd'hui l'International Surfing Day et le World Snowboard Day. Ce sont deux manifestations publiques qui sont une promotion du sport et de sa culture qui sont rentrées dans la mission de l'association. Sinon, l'association au départ elle avait vraiment un caractère de défense et de valorisation des intérêts collectifs de la filière glisse. Ça passe aussi par des négociations avec des salons professionnels, l'organisation des manifestations et des RDV professionnels comme les salons. On fait également beaucoup de développement durable. Maintenant la partie développement durable a basculé plus sur la partie cluster puisqu'on a développé un programme de management environnemental. On a également une activité de services aux entreprises. Donc on développe pas mal d'avantages collectifs. On a une centrale d'achat, on a des « deals » en cadre contracte téléphonie, en assurance, etc. Donc, ça, ce sont des avantages collectifs en fait pour nos adhérents et une dimension aussi vraiment d'information autour des indicateurs de marché, les études de marché qu'on fait faire aujourd'hui avec un rassemblement de newsletter et d'information autour de l'industrie et du marché. Donc, on est sur ces gros axes-là. Et aujourd'hui le cluster-lui, il est sur quatre grands axes qui sont "l'observatoire économique", tout ce qui va être autour de l'étude du marché, la partie "innovation et R&D". Donc, aujourd'hui on a un concours d'innovation qui au départ était GB4 et qui a été créé par l'association mais qui s'est ouvert à un appel à projet avec le cluster. Donc, en fait on a deux dimensions. On a le concours d'innovation GB4 qui est réservé à nos adhérents sur des produits qui sont déjà commercialisés qu'on trouve dans les magasins. Et on a le cluster lui, il pilote la partie de l'appel à projet qui est plutôt la reconnaissance de projet en développement, d'innovation de l'avenir. Non, on l'offre aux entreprises. Aujourd'hui, ce n'est pas déposé. Ce n'est pas un brevet parce que la propriété de la micronisation appartient à l'entreprise qui le fait, une entreprise industrielle. Par contre le procès de valorisation, on laisse la liberté à nos entreprises de l'utiliser. Certaines voudront le faire d'autre non, mais on leur laisse la possibilité de le faire. Ça n'appartient pas à GB4. Ça a été créé par le cluster mais à un moment donné c'est au service des entreprises. Aujourd'hui par contre on a trouvé une solution de revalorisation de leurs produits, de communication derrière, mais c'est à eux aujourd'hui de l'utiliser. On n'intervient plus sur le financement. 00:24:39-0

Qui était impliqué dans ce projet à la fin?

A la fin on avait les entreprises majeures du néoprène qui sont RipCurl, Quiksilver, Billabong, Oxbow, on avait aussi Xcel, Kanabeach, Hoff avec Madness. Donc on avait 90% de notre marché néoprène aujourd'hui qui était dans l'opération. Il y a un projet aussi qu'on a appelé projet "polybags". Les poly-bags aujourd'hui, ce sont des films plastiques qui entourent tous nos produits textiles de la production jusqu'au magasin. Ce film plastique, il y en a sur tous les produits. On avait estimé nous, c'était plusieurs millions de produits qui étaient utilisés en Europe. Donc, on a essayé de faire avancer collectivement nos entreprises sur l'utilisation des poly-bags plus respectueux de l'environnement. Donc nous, on a commandité une étude à un cabinet spécialisé dans les écoconceptions pour analyser tous les produits existants aujourd'hui sur le marché et quel est le meilleur film plastique à utiliser, un film qui, luimême sera déjà en papier recyclé. On a donc trouvé un produit précis à leur conseiller d'utiliser dans une épaisseur précise. On leur a fourni en fait tout un rapport d'étude et de recherche. Ce qui leur a permis de confirmer leur choix et ce choix auprès des dirigeants et des actionnaires. Aujourd'hui on a un certain nombre d'entreprises qui utilisent ce matériau qu'on a conseillé et qui permettent de rendre un produit plus propre de la filière et la production. Donc c'est toujours pareil, c'est un projet collectif, une étude qui est mise en place, un service qui est amené aux entreprises et derrière ce sont elles qui l'utilisent ou qui ne l'utilisent pas. Ce n'est plus GB4 qui gère l'application. Après on est parti sur des projets bien plus ambitieux. Donc, nous, aujourd'hui, notre vrai rôle au niveau de l'innovation, c'est d'identifier des axes d'innovation, mettre en avant des études et des recherches et de trouver une solution, une application à conseiller aux entreprises. 00:28:17-6

Est-ce qu'il y a aussi des projets avec des petites entreprises? Par exemple le projet de Notox?

Notox, c'est l'exemple que j'avais cité en termes de petites entreprises. On a créé pour les shapeurs, pour les artisans et fabricants de planches, un guide de référence qui explique comment innover dans la fabrication et l'atelier pour fabriquer des planches en étant les plus respectueux possible de l'environnement. On a créé un guide qui s'appelle 'éco-shape". Non, la convention régit plus les relations entre les entreprises entre l'association GB4 et le consultant. Donc, c'est uniquement par rapport à la mission de notre travail et les engagements confidentiels des entreprises.

Les chefs d'entreprises utilisent-ils le réseau pour s'échanger?

Oui, les chefs d'entreprises et également les personnes responsables par rapport à la commission. Ça peut être des responsables marketing entre eux, ça peut être des responsables de RH par exemple. Sur la mission de ressources humaines aujourd'hui, historiquement dans notre filière, les responsables des ressources humaines ne se connaissaient pas entre eux, entre différentes entreprises. Aujourd'hui, ils se connaissent, ils se sont identifiés grâce au réseau GB4 et au cluster et ils échangent entre eux. Et il arrive souvent qu'ils discutent de la mise en place de GPEC, de la Gestion prévisionnelle de l'emploi et des compétences, de recrutement de tel ou tel profil, et de la façon dont l'entreprise va anticiper des reformes ou des changements au niveau juridique. Donc aujourd'hui, ils discutent dans le réseau GB4 mais ils échangent aussi maintenant en direct. 00:35:25-7

Est-ce que vous voyez aussi des échanges entre les grandes et petites entreprises?

Il y en a quelques-unes qui se mettent en place, à partir du moment où la petite entreprise peut devenir un prestataire de la grosse, un sous-traitant Ça ne sera pas partagée?

L'innovation de produit ou R&D, elle ne pourra pas être partagé entre les entreprises, ça sera en individuel.

Donc, ça sera des entreprises individuelles mais en collaboration avec le cluster?

Exactement. C'est le cluster qui va fournir le service de trouver des bonnes ressources, la bonne personne pour gérer que ça soit un universitaire, un ingénieur, un consultant, mais ça, ce ne fera pas avec dix entreprises. Ça se fera en individuel, une entreprise, un laboratoire ou une entreprise, un universitaire, mais jusqu'à aujourd'hui on essaie de piloter des projets où il y avait 4, 5 entreprises minimum collectivement sur un projet mais ce projet ne devait pas être stratégique d'une manière individuelle mais stratégique pour la filière, pour toute l'industrie. 00:47:55-9

Vous étiez labéllisé pôle de compétitivité, par qui? 00:48:05-5

Par l'Etat, mais il y a deux choses différentes. C'est les clusters en France, c'est des pôles de compétitivité. Le pôle de compétitivité, c'est le statut au-dessus. On avait fait un dossier pour candidater à un pôle de compétitivité. Aujourd'hui on considère -parce qu'on n'a pas été retenuon pense qu'on est resté cluster parce que justement aujourd'hui un pôle de compétitivité doit être à 100% ou 90% sur la recherche et développement ce qui n'est pas notre cas parce que j'ai expliqué tout à l'heure. On a peu d'innovation dans la filière et on a peu de R&D soit gérée depuis la France. Par exemple l'aérospatial est devenu un pôle de compétitivité. C'est normal parce que c'est un endroit en France où l'ingénierie, la créativité est unique dans le monde pour ce type de produit. Nous aujourd'hui, nos produits, toute l'innovation de nos produits est rarement gérée en France. Elle est gérée à l'international. Donc on n'a pas la possibilité de faire ça en Aquitaine. 00:49:05-9

Et pour cette labélisation ils considèrent que l'innovation technique du produit et pas l'innovation de service?

Ils considèrent que cette innovation, mais on en avait pas assez pour être incontournable.

Ok, merci.

(Edité à Orsay, Novembre 2012)

Entretien avec Editeur d'un magazin spécialisé dans les sports de glisse (MC1) (30.11.12, 10:00-11:00h, par Il y a toujours une réalité de la pratique surtout aux Etats-Unis de dire quand on fait du surf, on aime aussi le skate, le snow board, etc. Mais il n'y avait pas de magazines qui rassemblaient, qui présentaient les liens entre ces trois pratiques-là, qui sont aussi des liens culturels. C'est des liens comme la musique, il y a des références culturelles communes. Puis, il y a une histoire de la pratique commune. Donc Beachbrother était le premier magazine en Europe à être un magazine 'crossover' à présenter un peu les trois sports et leur environnement culturel. Donc, il y a ce premier magazine "Beachbrother". Nous ici, on avait déjà des liens assez étroits assez forts avec cette industrie de la glisse puisque certains avaient déjà travaillé avec des marques en tant que photographes, d'autres comme responsables communication, d'autres comme journalistes qui avaient des occasions de travailler avec ces marques-là ou d'autres comme animateur des maisons de télévision. On connaissait bien tout cet univers-là, donc on avait une relation un peu privilégiée, ce qui nous a permis assez vite de fédérer un peu l'industrie autour de ce projet de nouveau magazine. Un élément important, Beachbrother dès le départ en 2002 a été conçu comme un magazine gratuit. Donc, ça a été la vraie nouveauté à l'époque puisque le phénomène de la presse gratuite se mettait en place en Europe et en France avec des magazines comme « 20 Minutes » ou « Métro », donc par la presse d'actualité quotidienne. Nous, on a voulu faire un magazine gratuite autour des board sports mais avec une approche très magazine. Donc avec un approche de grand format, des images de qualité, de papier de qualité, on voulait montré comment on pouvait faire des magazines gratuits de qualité et avec une distribution qu'on a mise en place nous-mêmes qui passe par des magasins spécialisés surf, skate, snow, ce qui nous permettait d'être distribué dans toute la France. Si vous voulez on touche directement des lecteurs qui sont aussi des consommateurs et donc qui sont concernés par la publicité qui est dans le magazine. Le volet économique se repose sur la publicité et sur cette proximité du consommateur qui est avant tout aussi un lecteur ou au moins un consommateur. Donc le magazine a été très bien reçu dans ces magasins parce que pour les magasins ça représente un sorte de plus produit que le magasin peut offrir gratuitement aux clients fidèles. 00:09:07-3

Donc eux, ils ont distribué les magazines gratuitement dans les magasins pour vous?

Oui, voilà. Les magasins voient ça comme une possibilité d'offrir un cadeau à leur client, on est très bien reçu chez eux et les marques se disent "voilà, j'ai mis la publicité dans un magazine qui va être lu par quelqu'un de vraiment ciblé puisque quelqu'un qui va rentrer dans un surf shop, c'est quelqu'un qui est intéressé par l'univers, par ces marques-là, donc il y a un rapport d'efficacité publicité-cible-lecteur qui est très fort. Donc c'était le principe de "Beachbrother" et qui nous a bien réussis parce que ça fait 10 ans que le magazine existe. 00:10:08-5

Et c'est encore gratuit?

Toujours, malgré à l'époque en 2002, l'internet était balbutiant, donc effectivement aujourd'hui sur internet on a une forme de concurrence mais il y a un deuxième point qui concerne tous les médias en général, toute la presse en général qui est le positionnement par rapport l'internet. C'est à dire sur l'internet aujourd'hui toute l'information est gratuite. Elle est immédiate, etc. Nous, ce qu'on propose, c'est une information plus magazine. Ça veut dire qu'on prend du recul, on raconte de belles histoires sur des grands formats et on a un support vraiment très qualitatif. On a d'autres magazines mais qui ne sont pas seulement dans l'industrie de glisse mais juste pour compléter l'introduction. Donc ça c'était les deux premières années. On a créé Beachbrother. Ensuite nous, on a pu constater une évolution de l'industrie de la glisse qui voulait élargir son marché au-delà des pratiquants purs et durs de board sport et qui s'intéressaient au marché féminin, qui voulaient toucher une cible féminine, et développer des gammes pour les filles. Ça a été la naissance de "Roxy" et toutes les marques ont développé des lignes féminines. Elles avaient commencé un réseau de distribution pour ces divisions féminines, ces collections féminines et ils avaient aussi besoin de communiquer. C'est là où nous, on a proposé à l'industrie un autre magazine "Flavour". On a proposé un magazine qui permettrait de relier cette évolution de l'industrie de la glisse à une cible féminine en présentant tout ce qui peut intéresser les filles qui vont partager des centres d'intérêt avec cette culture glisse. Donc a créé ce magazine-là. Le magazine a évolué avec le temps, mais a gardé toujours ce lien avec une forme d'esprit, une forme d'impertinence qu'on retrouve dans l'univers de la glisse. Après nous, on ne voulait pas proposer aux filles un magazine de rideuses. Ce n'était pas un magazine pour des filles qui rident, c'était un magazine généraliste où on retrouvait tout ce qui était mode, tendance, etc. issues de la glisse mais qu'on croisait aussi avec tout ce qui était culturel, tout ce qui était mode aussi plus classique, etc. et donc c'est un magazine dans lequel on va pouvoir mélanger du Roxy et Chanel pour les deux extrêmes, mais c'est vrai. Et c'est peut-être le seul magazine en France et en Europe qui peut présenter une publicité Chanel et Roxy ou où on retrouve une publicité Chanel et Quiksilver Women ou Billabong Girls, une de ces marque de glisse fille qui vont côtoyer des marques de luxe ou des grandes marques de mode féminine. Donc ça, c'était "Flaveur". 00:13:46-4

Comment est-ce que c'est distribué?

Là aussi, une distribution gratuite dans tout ce qui était le réseau des surf shops, des magasins spécialisés glisse avec des corners féminins et en plus de ça on a mis en place un partenariat de diffusion avec "Séphora", un magasin de cosmétiques, les produits du corps, et donc on a des magazines qui sont distribués dans un réseau Séphora sous certaines conditions et également une version payante en kiosque. On joue sur toutes les fenêtres de distribution possibles. 00:14:27-0

Et la version payante est différente?

Alors, elle n'est pas très différente. La couverture, elle est différente. Après on était arrivé au constat que un magazine gratuit, surtout quand il est de qualité ou quand il est demandé, on ne peut pas en produire pour tout le monde. Mais il n'y en aura jamais assez. Un exemple le Séphora des Champs-Elysées, c'est un million de visiteurs par an. C'est 500.000 personnes qui vont acheter un produit par an et on ne peut pas donner un magazine à tout le monde. Pour Beachbrother, c'est pareil, c'est à dire qu'on distribue 30.000 magazines dans les shops, ce qui fait de nous le magazine le plus distribué, le magazine spécialisé le plus distribué en France et probablement en Europe et malgré tout on ne peut pas en donner à tout le monde. Donc, la demande est supérieure à ce qu'on peut offrir malgré tout et donc sur Flavour, c'est là qu'on a décidé de le proposer en kiosque pour ceux qui n'ont pas eu le temps ou qui arriveraient les derniers, qui n'auraient pas trouvé de magazine, et étonnement, on vend des magazines en kiosque alors que le magazine est gratuite par ailleurs, parce que tout le monde ne peut pas en avoir un gratuit.

Enfin le dernier magazine qu'on a créé toujours dans cette logique-là, c'est à dire ensuite après s'être attaqué au marché féminin, cette industrie de la glisse a voulu aussi développer après s'être adressé aux riders filles, elle a voulu encore plus élargir sa cible aux urbains, aux zones urbaines et elle a commencé des collections autour du denim. Donc, elle a sorti des simples shirts, t-shirts, short, etc. et donc a proposé des jeans, des choses un peu plus branchés, des gammes de vêtements plus urbains, plus mode, qui s'adressaient donc à un public un petit peu différent et c'est là où nous on a aussi créé un autre magazine qui s'appelle « Spray » qui est un magazine plutôt de culture urbaine de tendance, voilà, où on permet aux marques qui se sont développée dans cet univers-là, de montrer un petit peu leur univers et de mixer ça avec des marques plus classiques comme Nike, Ralph Laureen, toutes les marques de "streetwear". Donc, nos trois magazines qu'on a créés et voilà comment ça s'est développé. Ça a accompagné une évolution, un développement de l'industrie de la glisse. 00:17:22-8

Et le magazine "Spray" n'est plus focalisé sur la glisse?

Non, la glisse n'apparait pas du tout de manière première degré. Vous n'allez pas voir des types de gars faire du surf ou quoi que ce soit. Il n'y a pas d'action. En revanche, on va parler de culture et ce sont des références communes à cet univers de la glisse. On va parler de tel ou tel artiste qui se trouve être un skateur mais qui aujourd'hui est reconnu aussi dans l'univers du street park. On va parler de tel film réalisé par tel type qui est tel gars, qui est un ancien skateur, etc. On va parler de telle tendance dans la mode qui s'inspire directement du surf ou du skate, c'est ça l'idée. 00:18:20-3

Par rapport au contenu des magazines comme j'en ai jamais eu un dans les mains, est-ce qu'il y a quand même beaucoup de publicité? Quel est le pourcentage de publicité dans le magazine?

Je dirais qu'il est pareil à ce qu'on retrouve généralement dans la presse spécialisée, dans des "Surf Session", des choses comme ça.

Ceux qui sont payant?

Si, ce n'est pas un catalogue de publicité? C'est à dire nous, on a cherché à imaginer un autre modèle économique autour de la presse parce qu'il faut savoir que la presse spécialisée en kiosque aujourd'hui, les ventes de la presse spécialisée en kiosque ont beaucoup réduit et les bénéfices qu'on tire vraiment de la mise en place en kiosque, ils sont assez limités. Donc, nous, on a préfére proposer une diffusion massive, des prix de publicité plus élevés, mais garantir une visibilité au monde du surf. 00:19:33-4

Donc, les marques qui veulent de la publicité dans votre magazine paient un peu plus cher que dans des magazines comparables mais payants?

Ils paient un petit plus, c'est un peu plus cher, mais en fait non, ce n'est moins cher si on ramène ça aux coûts par lecteur. Ils paient le prix de l'efficacité du magazine de sa réelle diffusion. Aujourd'hui un magazine de surf il se vend 5.000 exemplaires, il est content. Nous, on a une diffusion gratuite qui est six fois plus importante. Sur "Flavour" on est à 200.000 exemplaires, c'est énorme, parce qu'on a un partenariat avec Séphora, parce qu'on fait rentrer la publicité de marques comme Chanel qui elle paie très cher pour leur publicité et nous, ça nous permet d'offrir une visibilité à ces marques de glisse à des prix vraiment préférentiel. On a des références, il y a des magazines aux Etats-Unis qui sont sur ce positionnement-là et qui nous inspirent aussi. Je ne sais pas si vous le connaissez mail il y a un magazine féminin aux Etats-Unis qui s'appelle "Nylon" et on va dire Flavour c'est un petit peu le "Nylon" français. 00:20:52-9

Est-ce que vos magazines sont distribués juste en France ou aussi à l'étranger?

Non, c'est une diffusion française uniquement. Ça sera peut-être la prochaine étape, mais pour l'instant non. 00:21:14-1

Et vous êtes combien dans l'entreprise pour l'instant?

Une douzaine. Were those all academics at the time? Or were there businesses or other organisations external to the university involved?

They were all academics. We worked closely with the New Zealand challenge. So we had support from some of the former sailors or sailors from the New Zealand challenge and we worked closely with North Sails on sail design. Chris Mitchell who was finishing his master's degree, he eventually started up his own business. So we continued a relationship with him. We got some funding for the YRU from Sir Michael Fay and that money was used to support a YRU manager part time that was Chris Mitchell and also scholarships for students to study for master degrees or PhDs. So in the late 1980s it was very exciting here in sailing because we had the America's Cup and the share market was booming before it crashed. There was a lot of interest in sailing. So we had a big crop of students for those years. For several years we had quite a few masters and PhD students. 00:06:41-7

What exactly is NZ challenge?

It was just the name given to the group of people who was challenging for the America's Cup. Now it is called Emirates Team New Zealand (ETNZ) while those before we had the Team New Zealand brand it was called NZ Challenge. It was funded by Sir Michael Fay. So he continued to challenge for the America's Cup several times. 1987 and then in the 90s when we had the big boat "Casier 1' which is down outside the Maritime Museum. 00:07:31-0

The one on land?

So he funded all that challenge and several more through into the early 90s. Then it became Team New Zealand and that was funded by a syndicate of companies put together by Peter Blake. Peter Blake was the head. I think there were six companies that supported the team New Zealand, Toyota, Lotto, and a few others. 00:08:09-9

And then it was bought by Emirates?

Well not bought, I mean, Emirates now are a large sponsor I suppose and so part of the deal was that they wanted to have the naming rights but Team New Zealand has also got funding from Camper. I don't know all the details.

Ok, just to finish up with the past, North Sails was the only company involved in the funding and founding of the YRU? Was it a formalised role? Sponsoring or knowledge sharing?

Yes, they were a company that we have worked with. I don't think that they sponsored. There was no funding arrangement. They didn't give money but they probably helped to build sails and gave advice on research directions. 00:09:15-7

So that was more a goodwill without contractual agreements behind?

Yes, probably that was without any formal agreement behind that, probably just because we were friends, we knew each other and the people there. Perhaps we had students here and Peter Jackson had worked with them in Perth and so on and so forth. So it was sort of good will, I suppose. 00:09:39-9

So we talked about Team New Zealand and you mentioned that with them you created the wind tunnel after the YRU was already there for a few years. Can you tell me more about that project? So, who was involved and were there contractual agreements?

I think it was around 1993, Team New Zealand was formed and they had a meeting at the Royal New Zealand Yacht Squadron where they invited all the interested parties to come along. They sort of announced what they were going to do that Peter Blake was the head and that Russell Kirk was going to be the skipper and some other people would be sailing on the boat and so on and so forth. And they invited people to, if they had good ideas that they think would help the boat go faster, then they should submit them. So I took up on that challenge on coordinated a meeting here at the university where I invited my colleagues from all around the university to submit their ideas to me. Then I put together the report and sent it to Team New Zealand for them to review. There were lots of different ideas that people came up with. There were only two of those that actually went forward and were supported by Team New Zealand. I put forward this idea of building a special wind tunnel for testing yacht sails. That was supported and another person, professor Philp, he put forward his ideas of developing software to race yachts in the computer, so as a sort of match racing. So that was supported, too. I am not sure what funding Professor Philp got but I got a small grant that I used to build a small wind tunnel model. Here is a part of it. (Showing a part of the wind tunnel model.) So we made a little wind tunnel and tested various ideas. The successful idea was these vanes that twisted the flow. So we did lots of work. I had a couple of master students. I paid them to help for this research. So they did measurements and so on and then we became convinced that this idea would work for a special wind tunnel and then I took it to Team New Zealand and they agreed to support it and to go ahead. So that was after the model was built and after the testing was done. So that testing took place in 1993 and in 1994 we started to look for a warehouse to build a big wind tunnel because it is a very big wind tunnel. The wind tunnel we built then was six meters wide and three meters high and 25 meters long. So it was quite big. I also contacted the Dean of Engineering at that time. His name is Professor Roy Sharp and I said to Roy that I was working for Team New Zealand to design a wind tunnel but we needed somewhere to put it. At the time the university was looking for some warehouse space and so he agreed that the university would actually rent a big warehouse and I could use part of it for the wind tunnel and they would use the other part for storage. So that was a very big break for us and so we rented a warehouse out in the Tamaki Campus and then the wind tunnel was designed quite simple by myself and some students that I had working for me. Then it was built by Team New Zealand because they had lots of manpower. They had sailors and boat builders. 00:14:09-4

And the facilities to build it?

It was sort of house construction. I organised the purchase of fans, of appropriate very big fans. The funding for the wind tunnel came from Uniservices which is part of the University of Auckland. Some of it was from North Sails and some of it was from Team New Zealand. So we all worked together, North Sails, Team New Zealand and we build the tunnel. We only really expected to be using it for a relatively short time and so there was a formal agreement. A contract was signed that between those three parties, because the wind tunnel is based on university land, that said that Team New Zealand could use the wind tunnel, but initially I think they used it for nothing. Then our agreement said that after the America's Cup, they could use it at a discount rate. Also North Sails could use the tunnel at a discount rate until they had accumulated a certain amount of cost and then after that we charged it at full rates. 00:15:40-1

Because it's the property of the university?

That's right. It was always the property of the university. I think the way these syndicates work, like Team New Zealand, is that they are of limited duration organisations. They have a beginning day and an end day and then basically they don't exist anymore. It might be Team New Zealand 1994, so it has a beginning and an end but I am not entirely sure how that works. Anyway they didn't want to have any ownership of this. So we were very happy to have it. So in fact we still have the wind tunnel. It was used by Team New Zealand probably a couple of times per week. I think we finished building it towards the end of 1984 maybe about October and then we had an opening. Once it was running it was so successful that Team New Zealand used it every day until the latest day they could use it just prior to the races which were May 1995. So they were still testing sails maybe in April in the run-up to the competition. Then, they were very successful. They had two fast boats, NZ 32 and NZ 38, and they won the America's Cup. In this agreement it said that Team New Zealand could use the tunnel for free or for discount rates for one defence, so until they defended it. So that meant they continued to use it and we defended the Cup in 2000. So they used the tunnel quite a bit in the lead up to the 2000 defence. So there was a five year break. So we won the Cup in 1995 in San Diego and then we defended it in Auckland. 00:18:06-4

So that was the next Cup after the one New Zealand won?

That's right, in 2000. In that time Peter Blake had negotiated with the city to develop the Viaduct basin because the Viaduct basin used to be just horrible, full of staggered water, rotting ferries, etc. So they did it up and they build apartments and a marina in those five years. So it became quite nice or very nice. So Team New Zealand used the wind tunnel and because of its success, it was actually copied. Other people built them too in other countries. I don't remember exactly the dates and where but in several places they were built. 00:19:01-5

Do you remember when the wind tunnel was built, the time knowledge and general resources that everyone involved contributed, was that part of the contract or did that go beyond the contractual agreement?

I think the contract was pretty simple really. It was just a few pages. I didn't really tie up very much our time. There was no real talk about paying for labour or anything like that. A lot of the support was "in kind". Team New Zealand, North Sails and us paid for the components but we didn't pay any labour because they had the sailors. And part of my job her really was supporting industry and doing research.

So I was able to make some publications based on the wind tunnel design and how it worked. 00:20:14-5

Part 2: The cluster in general What sort of relationships does the YRU have today to external organisations? To which organisations and how are they managed?

Our relationships have gone up and down a bit. In 2006 I had sabbatical leave and I went to Spain and worked for Alinghi. When I was there I was really impressed with the relationships that Alinghi had with Lausanne University in Switzerland. When I came back, I wanted us, this university to have a strong relationship with Team New Zealand. So I pushed that quite strongly in 2007 and 2008 and eventually that culminated in a formal agreement between us where we would be the official scientific advisor. They would fund scholarships and they could use our resources. I think we have exclusive agreements with Team New Zealand and so on. Now the problem was, I mean, it was a good agreement except what happened with the America's Cup it was mired in controversy and in the courts. And years after years afters years there was all this controversy, in fact there was no America's Cup races for several years. So, there was the race in 2007 in Valencia where Alinghi held the Cup. So they actually beat New Zealand in the final. Then there were lots of court cases and thing like that until eventually it was not until 2010.

There was another America's Cup race, catamaran versus trimaran. So this was Alinghi defending in a catamaran against Oracle in a trimaran. This was in Valencia in Spain and Oracle won. Then American's, Oracle, they took the Cup to the States and now they are defending it for the first time in San Francisco. So for several years we were the official scientific advisor but the trouble is there was no America's Cup so we couldn't really advice. Then they funded two masters' scholarships which were good but then once the America's Cup changed to the multihulls, that agreement was sort of dispended. So we don't have any formal agreement with Team New Zealand at the moment. We still collaborate. I have a PhD student and one of the advisors is the designer of Team New Zealand. So we know each other and we talk to each other but there is no formal agreement, there is no scholarship funding, and so on. With North Sails, the chief designer at North Sails, he is one of our graduates from 1987. I was telling you about the scholarships that we had at the time. Yes, I think so. I mean these days I am not involved so much as I mentioned in these kinds of contracts but our wind tunnel manager who is really close to the testing, he is actually contracted to work for Team New Zealand one day a week. Now normally that is one day a week. That is kind of a loose arrangement. So he is helping them with sail vision system so they can look at the sail and see the shape and measure various parameters. So because we do a lot of this work in the YRU, we can take it to Team New Zealand. So I think that he is probably a good example where is trying to help Team New Zealand to make a faster boat and there is probably a give and take there. There have been some innovations for quite some time. Some of them resolve from collaboration with organisations and some resolve just from research.

For instance many years ago in the eighties with my colleague Peter Jackson, he was the first to solve the flow around up-wind sails taking into account deformation of the sail, so that the load on the sail makes it change the shape. So then you can compute the pressure and then eventually come to equilibrium. So that was like, I don't know whether you call that innovation but it was a milestone in research. Then another colleague Peter Richards, he did the first solutions of using a computer to compute a flow around spinnakers which are these highly curved sails. So that's quite difficult to do that. He did it long time ago when the capacity of computers were small and slow. So that was another breakthrough. The wind tunnel itself, that was innovation and it came from knowing about sailing and knowing about wind tunnels. So we made this wind tunnel which has been successful and then we have had it now since 1995 and it has been copied so obviously it has been successful and innovative. Then David, the wind tunnel manager, he is been innovative too and his work. When I was contracted to Alinghi in 2007, he was actually working for Oracle. So we had another former PhD student who was running the wind tunnel. So we sort of worked with different people in different teams but David worked on a vision system to measure how straight the mast was and whether it was twisted and also the sail shape and things like that. So when he left Oracle, he continued to develop that and so know that has been a spin-off company from Uniservices. So Uniservices will sponsor if you have a good idea and you convince them, they give you some funding to develop these spin-off companies. There is a company that is called VSPARS that he is the director and manager of. 00:35:26-1

And what are they doing?

They put cameras on the deck of the boat and the cameras look up at the sails and then you can measure the shape of the sails because they use strips. You put these stripes, you can see them here, they are like batons but they are just fabric, stitched onto the sail. So the camera takes a photo of the sail and then you get this image in the computer and then you can look at the shape of those ribbons there and then determine whether the sail is set correctly. So that has been quite innovative. So VSPARS has sold quite a few of these systems to Volvo yachts and America's Cup yachts and so on. So it's because of this experience that David is working with Team New Zealand one day a week. So that has been a spin-off that has been successful and innovative. We have had innovations from our research with PhD students. For instance one student improved a way in which we test sails in the wind tunnel. So what we do is, we build a model, a sort of replicate of a yacht, but it's about 2.3m high.

And we used to always hold them fixed at certain heel angles but what he did in his PhD, he looked at having a motor that could automatically change the heel so that you could measure the forces on the sails and then the computer can control heel the boat to the equilibrium angle so as if you were really sailing and then re-trim as if you were sailing the boat and then it would heel again. So you can sort of optimise the trim for the particular boat and for the wind speed in the tunnel. So it is kind of just like virtual sailing. Then that was successful and that was taken up by other wind tunnels and copied. Then we have had other research students who have for instance been able to develop theory to look at how pressure on one sail affects the pressure on another. That is more a theoretical advance and it has been published in top journals but it has not really, I suppose, affected how people design their sails too much but it is a good advance in terms of the theoretical understanding of fluid mechanics. So I think there are a number of innovations. We are always trying out new ways of testing things and new ideas. Like the instrumentation that we use, we continue to refine it and improve it. We have got to keep ahead of the competitors. 00:38:50-1

Who is taking the effort to make the transfer between the university and the businesses? For example through the students that work partly in the university and partly in practice but are there other initiatives?

Probably that is more based on the individuals. I mean I think that is something that Uniservices is trying to do. You might want to talk to Uniservices about that. Generally speaking it is a transfer between individuals. As you are saying that student who was both in the research unit and in North Sails, so that is a quite good example. I think trying to do this formally; I don't think that it has been that successful. Usually we find in the marine industry that actually the companies don't have a lot of money for research. So they are reluctant to commit themselves. It might be surprising when you see these really flash boats out there but the companies don't have a lot of profit as far as I have been told. 00:40:30-7

Back to the concept that I mentioned so citizenship behaviour between organisations that are working in the same field. Is that something which had maybe happened in those projects where innovation was the result? Difficult to talk about this in terms of PhD students but in terms of the companies?

I think in these days we probably can't just say "You can use the student.". There has to be a funding arrangement because the student he or she won't do it otherwise. They are busy on their work and the need money and the university is short of money. So there has to be really a commercial arrangement. So we are more than willing to help companies but they have to commit to us and not trying to get something for nothing because there has been quite a lot of that over the years. 00:42:02-6

So there was nothing in return? No, we weren't but I think we have been recently. I think we are doing some work with Cycling New Zealand. I think there is probably potential for us to do some work with Yachting New Zealand in the small classes. We have helped informally though.

We have had many projects with students who are potential Olympic sailors, building yacht models and testing them so that they can learn themselves, but we haven't been funded by New Zealand Yachting. They have lent us equipment some time like a recording GPS or something so that student can take it out on the yacht, but nothing serious. They haven't given us five million dollars. 00:48:10-5

Just to finish up a word about the future, do you think there is anything that will change in the way that the YRU interacts with the other players in the marine industry and how that fosters innovation?

Yes, I think for the future there has to be an increased emphasis on numerical computations using a computer to predict flow around sails, around hulls. So that is something that we see for the future. We have recently hired a guy that is really expert in computation of fluid dynamics. So, we can help in that area but we don't have an excess of staff that can do this extra work. So I think if NZ Marine and the cluster want experts to assist, then they have to come up with money for someone to pay an extra salary, because everyone here is quite busy. So they have only a few hours a week to do this extra work but I think there is potential there. There is willingness. We all love the sea and we love sailing. We want Auckland and New Zealand to be successful and to export more. Maybe if the designers think that there is a need for a towing tank then we have to lobby together to get the funding, to approach the government or something like that. (Takapuna, 04/03/2003, 5:30-6:15pm, in person) Part 1: Introduction

The interview is subdivided into three parts. The first part is the introduction, the second is about the cluster and relationships in the cluster, and the third part is about innovation. Can you please start with introducing yourself and the company?

So this company is called SY3 and we are specialised in Olympic class yachts or really high performance yachts like junior class sailors but really, well we are on the other side of the world and 95% of our markets is export and so the only way we compete is to make sure that it is the best in the world and people buy on performance rather than price. Then in the past I have worked for other parts of the marine industry. So my whole life has been in the marine industry. 00:01:09-9

How long have you been working for SY3?

Only two years.

What is your role?

I am a director and shareholder.

Ok, with which other external organisations do you have relationships, formalised or informal?

Within Auckland?

Yes, Auckland region.

We have mostly relationships with suppliers and yacht designers. 00:01:54-0

What kind of suppliers?

Full range actually, from raw material which are more engineering based through to more marine related raw material, so to companies that are specialised in that. So, some of the other materials would only go into marine industry. And then... So that would be sails, masts, etc.?

No, I am talking about raw material. Then we have a little bit of interaction with one of the local sail makers for covers but all our other sails and masts we get offshore. 00:02:31-2

So when you said marine equipment, that was in terms of raw material?

Yes, so things like resins and cloths which are specifically for the marine industry. 00:02:42-7

Are there other marine specific suppliers here or maybe how much do you source offshore versus locally?

All our parts and fittings come from offshore. They are not really making any here, certainly no good top quality ones. There are only two companies in the world that do really top stuff equipment like that so for example pullies. So by far the majority of our single parts we buy them from off-shore. 00:03:23-8

So basically the raw materials?

Yes, we still try to buy locally, but we have to make sure again, that we are building the best so we have to get the best from everywhere. Although there are a few specialist companies in New Zealand for resins and some of the other things but mostly single parts are from offshore. 00:03:43-0

Could you say maybe in terms of value how much is proportionally sourced locally?

Probably 10-15% is local of the sales prices, of the total materials it's probably 25% of our total materials in volume or 15-20% in dollar value. 00:04:30-6

You just mentioned you have relationships to yacht designers?

Yes, well, we work to strict rules, the classes that we are building but we have a naval architect nearby here with whom we have had a long relationship and who will help us with detailing in the design work. 00:04:46-4

Where is he located?

He is actually our landlord.

So right on the spot!

Yes.

Do you have any other relationships to external organisations? To teams for example?

We work closely with the Olympic Yachting team in New Zealand. It's a small world. I used to be the chairman of Yachting New Zealand. So one of my other partners is selector for the Olympic team and things like that, so it just shows that it is a small world and we of course support the New Zealand sailors in any matter. 00:05:29-8

How?

Just financially, we will give them good prices on boats. If they come in we end up spending a lot more time with them and helping them out. 00:05:44-8

You just mentioned that you were on the board of Yachting New Zealand. Is that volunteering?

Yes.

Because my next question is whether those relationships are formalised or rather informal? Are there written agreements behind?

Both, I mean the role as a selector and when I was chairman in the Olympic Committee, they were very formal roles but there are also a lot of informal roles where people in those organisations will ring us up for our advice. I am not anymore in of those roles but we still communicate a lot with them, but that has nothing to do with SY3. That is just because we are in the industry, well we are maybe not in the industry but we are in the Olympic sailing thing, but that is also why we are doing the boatbuilding because we are good at that and we know what we are doing. 00:06:37-1 With some of the suppliers we help them to develop their products, too, but it is also for our gain, we both gain. So obviously we want the best materials in the world, so a good example is Adhesive Technologies who build a lot of resins and it's an innovative New Zealand company. So we work closely with them and we have developed our own products with them. 00:07:34-6

Can you tell me more about how exactly does that happen?

We just have a need for something better or something different. They are industrial chemists, so that is their specialty. 00:07:47-2

Did you have an agreement for this development or just a hand-shake?

Not even that. They knew we needed it, they'll do it. So I am not sure whether they are allowed to sell it to other people or not but we have all grown up together, we know each other. There is a lot of trust. 00:08:03-2 Does that mean one of your employees goes over there and they discuss?

Yes, but they come and visit us a lot. I can't remember what happened, they might have seen that we needed something and they might have said we could do something here. 00:08:19-0

So they come up with something...?

Yes and then we try it and it works, it's great.

So the development process would consist of sharing information, develop something and you test it?

Yes, and then we buy it. There is one thing which is probably a good summary for Auckland I guess, that is two sort of distinct things that have happened in the marine industry here. When I grew up and all my peers, we got in the industry because that was the only way that we could afford to sail. So we were good sailors who wanted to keep sailing but we didn't come from wealthy backgrounds. So for that reason there is a big tie-up with Yachting New Zealand and with a lot of the other suppliers because we all grew up and did the same thing together. Then the second thing you get which is happening probably more now, that is more professional people are getting into the industry and their involvement is more good marketing. They will come from more business backgrounds rather than from passionate sailing background, so there involvement with Yachting New Zealand is more from a commercial marketing point of view. 00:09:32-1

Their motivation?

Yes, their motivation, whereas ours is more because we grew up with these people and we are passionate about sailing and so I think that is why we have a lot more involvement in the Yachting New Zealand or some of those other organisations but I think it's also the reason that New Zealand has been so successful in the whole marine industry because we have had so many people who, well these days they go to university and study something else, but back then we couldn't afford to sail and to go to university. That was the decision I made and I know a lot of my friends. So that is how we got into the marine industry. 00:10:10-3

Part 2: The cluster in general So looking at New Zealand and especially Auckland, maybe also compared to other destinations, what are the particularities here? For example could you do your business elsewhere maybe in Wellington or Australia?

Yes, we could do our business anywhere but the key partners in our business are people we grew up with. We arrived in Auckland because it was such a good sailing place. It's where everyone came to and that is where all the ideas came together and the partnerships for business came together and that is why there are so many marine businesses are around here. To what extent are you tolerant to people you working with? So for example if there is a mistake or you are not happy with the product, the solution that they offered you, will you ask for reimbursement or to change it?

Yes, for sure, everyone still has got to do their job because otherwise it affects our product too. 00:13:10-3

And in terms of loyalty, do you tend to work with the same people?

No, if they can't, I mean we will try to improve the product if they can't or the delivery or any aspect.

We have actually just done that. We just had one of the items that people make for us and we have still another local supplier but we just couldn't carry on any longer. They just weren't delivering on time and they were just unreliable. 00:13:42-0 So they were not up to your standards?

No, the product was, but no it was overall for us.

But that was easy because there was another local supplier. but if we had we would go offshore for the same reason if it meant that it affected our product, we have to. 00:14:03-6 So he worked with the software company and then also with you guys to get the sailing perspective and the IT perspective?

I
Yes.

Are those projects formalised?

Well in that case he did a hundreds of hours of work, so we paid him for that but that's not more than that. He would never go and sell it to anyone else because that is just understood but it's never discussed. We have never had contracts or anything. 00:18:25-1

So that is just mutual understanding?

Yes. Permitting that exchange?

Do

Yes.

Is there any case when you did resource sharing? That you used maybe the same technology with maybe even a competitor?

We don't have any competitors in New Zealand which is very unique. We have maybe two other competitors in the world but there is no one else in New Zealand doing what we do. 00:26:35-6

Why is that? Is your product so specific?

Yes, it's so specialised.

I had a look at your web site and the skiffs there, so why it is that nobody else is specialised in it? Is it because the market is so small? Well, yes, there is hardly any market in New Zealand. Secondly, they wouldn't give them more than one licence to build in New Zealand. You have to be certified, so that's why. 00:27:02-7

A licence from the Olympic Committee? We do but they build in Sri Lanka. We get them straight from Sri Lanka.

So it's still from a New Zealand company?

No, it's an American company. Originally it was a separate company in Sri Lanka. 00:32:25-4 Do you discuss the development of the product with them or are those just standardised masts?

Normally the masts would be developed here and then they would get into production over there.

So you are involved in the development process of the mast or sail?

Well, because I used to work for them I develop them. I still design for both those companies. 00:32:50-0

So you do the development?

In this case I did and I still can. So it's a little bit unusual situation, but normally, if I didn't have that relationship, then we would have gone to them, asked them to develop a prototype and they would have put it into production in Sri Lanka but in this case I was able to go and do it directly. 00:33:05-3

Is this work formalised? Or just goodwill?

When I left the company, they were happy to let me keep the software, so that I can still do this sort of thing. So it was, just an email that says "Yes, we trust you". And we don't abuse the privilege. 00:33:35-4

Well, I guess it's a win-win-situation, it's just very unusual and probably a particularity of the way it works here.

Yes.

Do you think you will change your approach to innovation and the way you use the local network for innovation?

No, we do have to keep our eyes open for what is happening in the world and in pricing. We can't be big-headed and say people will pay anything. So we have to keep a really close eye on that and at the end of the day, New Zealand won't survive as a country if we keep getting more and more expensive to manufacture. So it will balance out at some stage, but it does force us to keep thinking about how do we protect that and maybe we have to buy some more parts offshore rather than made here which could be possible. 00:34:40-2

What role will Auckland as a location play? Will that still be important?

Yes, it has to be. That is where our staff is and that is where we want to live. So we stay as long as we can. Again to stay in business the much more important thing is to always make sure that we are the best. So if we can come up with a more innovative and smarter part on the boat that we can make here, people will pay for that. We are better off doing that then taking our current part and working out to get it built cheaply somewhere else. But we are lucky from that point of view. If we were just selling a simple product we wouldn't be able to do that. It's only because it's so specialised. 00:35:22-0 Because it's a niche?

Yes very much.

But rather than getting a part produced overseas people prefer to pay more for the same product produced here?

No, but because we do fairly small volume, we couldn't develop it and get it into production overseas. So that is an advantage, we can do that sort of thing here or we could go and buy an offthe-shelf part from somewhere else but if we want to stay at the leading edge, people happily pay three or four times more to get the locally made product that is this much better. They are happy to pay for that much better if it gives them a little advantage. 00:36:06-7

And that won't change because you are so specialised?

No, that won't change.

And that product might be then in the mass market a couple of years later?

We can hope, yes. The only thing that does change is that because the Olympics are so important to us, what equipment is chosen for the Olympics. That can change and could become a problem. We just have to adapt and hope that they don't take decisions that will hurt us too much. There is nothing that we can do about that.

So that is quite influencing for your business?

Oh, it is huge.

Do you do any lobbying for that?

Yes, we recently got given a new event for the next Olympics, so the woman skiff class is something new. We won the trials for that but we could have lost it. 00:36:56-5

Is that like a tender where you submit an offer?

And a boat and then we have to go into a trial with the boats in Spain. And then they would evaluate the boats and everything the including price and performance is voted on. If we had lost that, we would have lost a big percentage of our business. 00:37:12-5

Because that was a retained business?

That was a business sort of linked in what we were already doing. So it really helped what we are already doing as well. 00:37:20-9

Does that loop back to the performance of athletes, having the material from here?

Now, that was just a lot of politics, but in this case it was logically the right decision. 00:37:32-4

But do the NZ sailors perform better because they use material from here?

They should, but probably not, there is probably no big advantage. There probably was years ago but probably not now.

Because the material they train on...?

It's the same. It's the same that we sell the same to everyone.

Just because you said that you were in touch with Yachting NZ, so they look after the material for elite sailors, right? But depending on their level some sailors have to get their own gear to train while at the competitions it is provided, right?

Yes, but it's still the same gear. It's just how is paying for it. So the sailor might say that they need three boats and HPSNZ through Yachting NZ says we pay for two, so the sailors have to pay for one themselves, but it's the same boats. 00:38:46-1

And somebody who trains in Spain, would he buy the New Zealand boat?

He would buy the same boat. It's exactly the same boat that we sell them. The only difference is the sailors can choose what colour but otherwise they are all the same. Well, sorry, one of the boats we make, they are all the same, the other one, and they can choose the different fittings that they put on the boat, the different pullies and ropes. If a kiwi sailor walks in we'd say "These are pretty neat ones recently, have a look at this.". Whereas the overseas sailors don't get that option. That doesn't really happen with them so everyone is pretty equal around the world. 00:39:26-0

So for the Olympics they can choose from whom to buy?

Yes.

So that is the Olympic Committee?

No, this is different again. For the actual Olympic Games they have ten medals that they give out, in fact for each different class. So that gets chosen every four years. But then the sailors decide for which medals of those they want to go for and then they can buy as many different boats as they want from three or four different suppliers around the world. 00:39:57-4

But once you have won the Olympic tender you will sell the boats for the event itself?

Yes. So what we did there, we have three, four other builders around the world to whom we licence to build that boat, because again the ISAF wouldn't be happy if we took it all ourselves. It's sort of smarter that way and then it gives the sailors a choice. And we have to be very careful and make sure the boats are all identical. So we have set up very strict rules. 00:40:26-1

Interview with Director of a Rigging Company, specialised in Ocean Racing (SR4) (Auckland/Rosebank, 18/03/2013, 2-3pm, in person) Part 1: Introduction

The interview is subdivided into three parts. The first part is the introduction, the second is about the cluster and relationships in the cluster, and the third part is about innovation. Can you please start with introducing yourself and the company?

I am [name of interviewee] from SR4. SR4 manufactures primarily carbon fibre tubes and sail batons, and masts, booms, and spars for yachts, mostly in the marine industry, but also outside the industry like industrial tubing and specialist products.

How much is the marine market in your sales proportionally?

Probably around 85-90%.

And what is your role?

I am Managing Director and I do most of the sales, communicating with the clients, designing the products.

Who are your clients? Like the different types of clients?

Very much so, for sail batons it is either directly to the project manager/owner or to the sailmakers. Masts are generally directly to the customer. It can be in interaction with the designer, mostly with the owner of the boat. Tube is often directly with the clients who are using it as well. It is probably companies and individuals. 00:02:01-7

Are most of them in Auckland or all over the world?

No, export, most of them is exports. Let's say over 80% is export.

Do you have other formal or relationships to businesses or other organisations within the industry?

Obviously we are member of NZ In the past couple of years we were making the AC45 radars for Oracle. We are core builders in fact. So there is a loose contract about that. That's probably supposed to be a proper contract but I never signed it. With Team New Zealand and others it's just a quoted basis. So it's not really concrete. So we have just sort of client-supplier quoting relationship.

So you do consulting?

It's not really advice, it's construction as in building stuff for them. They all supply the design.

And you invoice that according to the resources that you've used?

Yes.

Is there any interaction that goes beyond this commercial agreement? For example you help them above what they ask for?

Those Cup Teams are not actually allowed to have that. They have to supply the design unless it is a generic product that is sellable to everyone like our sail baton product is a generic product. It's the same and we can say "You need this stiffness or so." but I am not supposed to go and be a designer for an America's Cup Team. That is kind of against the rules. What other stuff do we do? We purchase some stuff of other... We get some auto-clave curing done at Hall Spars and River's, but that is kind of a loose agreement as well. With Rivers Carbon, they have a couple of auto-claves...

So you use their auto-claves?

Yes, we supply a product to be cured in their autoclave and they will cure it for us. That is a contract service in other words.

And the other suppliers, for example with the composite suppliers, are those purely commercial relationships? Or do you have maybe collaborative projects where you work together on a common objective?

No, we would only be purchasing goods or selling goods to them. There is nothing like joint ventures or so.

Part 2: The cluster in general

So what Auckland and the local marine industry play for your business? Is it important or could you do the same business elsewhere for example in Wellington or even overseas in Australia.

Our business, they provide training, so we have 7 or 8 spar making apprentices on the books. And they are obviously organising it...

Are you talking about NZ Marine now?

Boating Industry of NZ, that is kind of involved with NZ Marine as well. I think it's all one now. Yes, people will recommend us in the wider resin companies if there are inquiries through High Modulus, they will say "Go and see SR4 for that." And they must get asked a lot of question about where to get stuff built. 00:12:18-6 Do you think this is a general behaviour between marine businesses or between marine businesses in New Zealand?

I think so. Recommending where to find stuff, for sure, recommending anyone in whom you have confidence that he'll be able to supply, trying not to recommend bad people of course.

Because that will fall back on you?

Yes, and it's just bad for the whole industry. It is hard enough as it is.

Are there other forms of helping each other out in the industry? Maybe sharing knowledge or technologies, resources, etc.?

Probably not as much as there should be. I don't know. We are a little bit on our own because we just got specialised and we are not really part of the main boat building fraternity here in New Zealand.

Why are you so different to the others?

We are on the fringe. We are specialised and we got a limited amount of products. The sail batons are all export. Our clients in New Zealand will probably be North New Zealand, Doyle's New Zealand, and a few individuals but not very many. The sort of the biggest part for people is the mast, the dingy mast that we supply and then tubing and custom projects like people at Alloy Yacht with pretty small projects. We just have a look at each project oneby-one and see what comes through the door. So your suppliers are also mainly international?

Our main supplier is international. So up until about 4-5 years ago High Modulus was High Modulus not SP. We bought from them because they were the sole agent for New Zealand for that product. So when High Modulus got bought out by SP, then the opportunity came to buy direct. 00:18:07-1

Part 3: Innovation in the cluster

What role does innovation play in your business

and what are sources of innovation?

We have been highly innovative in the past, probably not as much lately. That's due to the fact probably that I have been busier because the company got to the size that bigger management amount is needed which taxes heavily my time. So the spare time for thinking about new products got smaller. And we haven't a research and development person. So development projects have gone by the way a little bit. Sometimes it's not quite the right time to launch products. It' really more about improving the ones that we have got and improve our systems and make the products that we have got more efficient to build. We don't need more products. We have got enough. We have got 2000 products or more. And that involves all some sort of custom design. We don't do high volume of one item. It's a typical New Zealand company.

There isn't a volume, so lot of one item. And if there was of that product then the person buying it is probably off to China or somewhere where it is done cheaper than in New Zealand, especially now as the dollar is so high. So it tends to be one of or short one type of projects. The batons are custom in nature. They are designed for each sail. There are different stiffnesses. The generic process of manufacturing is the same but they are individually designed for each position in the sail and the yacht itself. 00:21:16-7

And that is all done here in-house? How many people are in the company and how many of them in the design part?

There are two of us in design and 18 of us in total.

So whatever you improve in a product or have improved in the past was done by the designer, so you and the other one?

Probably me, myself. The other designer as such is kind of a sales man/designer as well, just deals with a different group of products than I do.

Different type of products?

Yes, he deals with the tubes and I deal with the batons and the mast.

Have you ever had a project where a supplier or a team or anyone else was involved in developing a new product or improving an existing product?

When we first started making batons, I came up with a general concept and took it to them and they said "Yes, ok, build one." 00:22:35-7

To the team or to the supplier?

And then we kind of built the first set on that recommendations of stiffness and then we signed an exclusive agreement that them as the defender in 200 and Alinghi as a challenger signed a document that paid us some capital to get started and limited them to the only ones that could buy them which worked out very well because they were the only ones in the final. 00:23:21-7

So both could use it?

Yes.

But not any other boat?

Yes. Victory ended up using them because the cash that come up up-front wasn't enough so I wanted another team and they said "Ok, we give you one of the lower teams." and Victory ended up doing very well at that stage as well. They were under the first four or something. So yes, we just did three teams and that allowed us and that gave the teams confidence to help us develop the product and gave us time to develop machines and develop other markets, for super yachts, so that when the Cup was over we still had some business in batons, not waiting for the next Cup. That worked really well and then the next Cup cycle we ended up supplying all of the teams, 11 teams. So at that stage we were almost a sort of business making sail batons. Around 80% of our products were sail batons. And now it has turn around and we are making more masts and tubes than sail batons. 00:24:51-8

Why was that?

The company got bigger. The baton market is limited.

So you grew the other parts of your business?

Yes, the batons have topped out because there are only a certain amount of yachts that you can supply in the world for the type of products that we do, maybe 300 boats maximum, maybe less. 00:25:24-0

So that includes performance boats?

You have got the Volvo, the Open60s, and the Maxi kind of boats with race boats over 60ft and then you have super yacht cruising boats which are becoming more racing like. A lot of sail batons are going to super yachts but the racing market and that sort of boats decreased a lot in the market. There are not many 100ft boats being built. 00:26:14-1

And you do only over 100ft boats?

No, but for that style of button we were making them about 60ft and up. And then we introduced a little bit later on, a smaller product of the same design and then more recently a small product again that will go right own to dingy size sails. But again at the top end of the market technology is based as a premium product. The batons are a product throughout the world and we don' really have a competitor as such in the Southern Hemisphere. That sort of died of, either they shut up the shop or don't make those products anymore.

So when you initially started to do those batons in the first America's Cup, so the exchange was just the funding or was there other exchange between you and the team/the sailors?

The testing was on board of the boat so the first baton that got made, they tested. So the problem before with batons was they broke all the time. They had massive problems with batons breaking on the main sail. So they tested the first baton. I did one for Team New Zealand and one for Alinghi and they called us pretty much indestructible. So that's when we started talking about exclusive rights.

Obviously it was an advantage for them to have that product. So there was an agreement that we couldn't get anyone else and then we just said about being able to make the product better. Really essentially the product didn't change from the first one, the basic system was exactly the same and then the main was that we are using that rig as baton as it is still used now. So I think the initial design was gut feel and it ended up being pretty much right. 00:29:11-4

Is there still an on-going exchange between your company and the team about other products that you supply to them?

Yes, I think so. We are still making products for them so, I am not too unhappy about this. No, it's more interaction of course because it's much more specialised. Often we just get a drawing and they import it all to the design. You get an engineer and he will give you a full laminate and you just build it. Most of the time the sail maker will just leave it up to us to design the batons.

Yes, so the batons are an integral part of the sail. What is the interface to the sail maker?

The interface for the specification is done by engineering CEIs, so if they want to communicate stiffnesses, we give a recommendation on that stiffness what we would put in it and they would run a prediction model in their software and let's say if they wanted any changes, sometimes they will come along with models that are already done and most are pretty good but some are vaguely wrong and we'll tell them that and they'll have another go on it. We will tell them that we are not happy to build them like that. Something will happen to bring it back into line with other experience that we have had. 00:33:31-7

So is basically the sail maker your client? Is he buying the batons of you or is it the boat builder?

It can be either but mostly sailmakers as they are producing the new sails, they put the baton in the sail. So it's part of the sail really. And then often a client will come up to us directly for anything after that. So once he has got the sail and if he needs some new repairs or new batons if he has broken or lost them. Sometimes they will come back like that directly.

So there is at least the boat owner or boat yard, the sail maker, and you... We have got a go on one or two other products. One of it I had the university involved. That is kind of still on the drawing board, so I am not going to say what product it was. It's just that the time is not quite right to be producing that product in New Zealand. So we have gone ahead with it to the stage that it is still a good idea, but essentially it's another top-end product and I think we are probably overpriced by the dollar it is at the moment, to go into that. 00:35:40-7

It
So how was the university involved in that?

We were asking them about processes to make the product easier to build and speed it up. So they did a lot with infusion and that's one of the areas we are looing at, to speed it up, trying to get a product down to 20 minutes a product rather than 2 hours or 3 hours. And to get there you can't really, it has to be one good process and we have pretty good reliability. So they were looking at helping us for that and ended up not going very far but they helped us with that and they did some testing.

Was that through a student or just a service?

They offered us a student to work on it for us but we ended up turning them down because it wasn't the right time for the project. And I can't remember exactly how the timing went but there was a little bit of wind down there and they were very pretty as well. 00:37:43-1

So it was just not a good timing for both of you?

Yes. Other than that we have probably underutilised the university. It seems very slow and unaccessible at times. The quoting side or getting some sort of cost on a project, it was difficult to get a figure of them. And it felt like it was an opportunity to get some funding, to go via projects from maybe NZTE or some of the funding groups. It felt like that but the quote was probably higher than it should have been because it was funded. I don't know if that is true. 00:39:07-9

So the funding was involved and the quote was too high for that?

This is a few years ago, it was ... and possibly the scope of the project was smaller than what is really economical for the university. It was almost the case of us just going ahead and experimenting rather than getting someone to look at it properly. It wasn't really an engineering exercise. It was a process exercise and basically just needed trying. Different processes needed trying. So, that's probably they weren't particularly interested in.

Did you approach them?

Yes.

So was it with Auckland University?

Yes, the guy there on the floor, I think it is Simon.

In the Yachting Research Unit?

Yes, in Tamaki, in the Composites department.

Yes, I don't know that person. Are there any projects where you had a supplier involved in your developments?

Not really, just again contract testing. High Modulus would have done some testing for us but that was probably more to do with them verifying that the material that they were supplying was as good as other stuff if not better.

So you helped them to test it?

Yes, we made samples for comparison tests.

But that was a service that you provided and they paid for that?

No, they were supplying us a service and they took on the cost because they were verifying their product for our specific use. 00:41:52-3

That is quite rare, isn't it?

I guess their business is quite a bit of business, so the amount of time it took to test a few samples is probably very little for them but for me to go and pay someone else to do it, the university or whatever, that would be quite expensive. 00:42:18-1

But for the testing did they need your infrastructure?

No, they have a lab over there, so I just provide the samples of the different materials.

So they took it and then tested there?

Yes.

In order to be sure than later on to deliver the right product?

Yes, to verify that their product was up to the standard.

Are there any other examples of a project in the past where businesses of the local industry have been important to your business and especially in terms of innovation? Were there any projects where more than one organisation was involved?

I guess there is some interaction with us between the mast, the sail and the interaction between the sail and the mast as there has got to be a connection point, so we are semi-involved with Southern Spars developing a furling-track-system. And that is really just making sure that the baton will suit the system, making a luff to suit the idea that they have come up with. And it doesn't help to make contracts?

Yes, but at the end of the day, if they want to have an opposition product to ours, they'll do it whether there is a piece of paper or not.

So did you end up working with them?

Yes, because there was an end client and the boat needed a solution. So we wanted to supply the batons and they wanted to supply the mast, so and Doyle's, they supplied the sails. So between us we did it all and it worked and they have got a nice little niche that no one else has got that type of product on their mast. And we have got the knowledge of the system that we can build batons to both. The sail maker has intellectual property in there as well.

So each of you kept your part of the intellectual property?

Yes.

So you are not bound to work with them for the next time?

No, because now it becomes a normal, a standard product.

Because it's in the market?

No, it's Southern Spar's product for the mast car and feeding system. It's Doyle's system of how they set up the sails to suit the feeding. North copied it or has come up with their own solution which is similar. We continue to supply the batons for both, North and Doyle's. You can't not do a project because you think somebody is going to take an idea. The market is so small that you cannot afford not to do a project because you don't want to. The client will be forced to go to someone else to make the product and that opens the door for them to learn and to make other products in opposition to do. So you may as well try and do all the projects you can. 00:47:39-0 I can't really see it changing too much. As we grow I think that we will get more and bigger project that involve other people. It'll be fairly insular in the past, as I was saying, it's a small company. There haven't been that many opportunities to work with the big guys, other than supplying the odd part here and there. We can always look at development opportunities as they come along. There are some big boats looking to be built. There are case studies on a 100meter sloop. So that's a pretty big exercise for any manufacturer. I am the director to get a project like that in New Zealand. 00:50:20-4

So with whom do you work to get a project like that?

The sailmaker, they have starting to build the sails and mastbuilder will be working on the mast. All parts of the industry are working out how to do it. I think it has been a feasibility study for about 2 years.

Is that in order to then submit a coherent offer?

For the project manager who could be coordinating the whole boat built to gather and work out how much it is going to cost his client and see if it's even practical to build something that big. It's kind of like a racing Mirabella. Mirabella was someone would say, not that successful being a 300ft long sloop.

Sloop?

A single-masted boat. So, when boats get bigger, they tend to or traditionally they have more masts. So that the height and loads on everything are lower, so that the masts aren't as long. But with the recent developments in carbon and carbon rigging and sails, that means that there are opportunities to make boats bigger without it getting to heavy and in fact just fail them. You can never make a boat that big with an aluminium mast. I think we are a step removed from that. We don't have that direct engagement with the consumer. I mean we rely on their information from marketing and their information from their surfers and their product feedback. So whilst we are interacting with the product, we do never really interact with the consumers other than us. The guys who work on the project might surf, or skate or bike. So I mean I make sure that anyone who works with me on this project is a snowboarder or a wake boarder or a surfer. I am a snowboarder. I don't surf but I snowboard. So I have that connection to the sports I work with. I think that is critical important so that is citizenship but as far as the market, as far as getting mass information from consumers, we are a step removed. So I wouldn't say that we are directly involved with the consumer but we are... yes, I would say there is a one degree separation. 00:15:08-6

But what about using the same term (citizenship behaviour) to describe the relationship between SR1 and Quiksilver, so things like helping behaviour, loyalty, tolerance,...?

Yes, we do share resources. We do go beyond every now and then. I think that is necessary. I think that is a healthy relationship. If they need XYZ or they can come to us and say we are looking at A, B, and C, can you give us an example beyond a specified defined project. We do do that. We have done that and we can do that with undergraduate students looking for a short-term project. 00:15:59-2

So you would give them the student?

Yes, we allow them to have that and we did like that in the initial contract as well. We said there are going to be these situations and will provide students or will we do X above and beyond. So in these projects there is no monetary value but working with them, they do the same for us No, nothing so far. Nothing that has stood out. We are talking about concepts that are all products that are twelve months to two years out. So there is fair process. We have had issues as far as material sourcing. We are looking for a very particular type of material with very particular type of properties.

That does cause issues because we are trying to source things from Asia. We are trying to source things from Australia or from New Zealand. So we are not close minded as far as where we source it, as long as the quality is there. Now Quiksilver have their preferred suppliers and we are happy for them to go to those preferred suppliers as long as they meet certain criteria in their quality control again another very engineering aspect. So as long as the key criteria are met for the properties or the function what we are trying to achieve, then we have been able to work our way through but yes, there have been issues trying to source materials but not issues in the actual garment development. Not really, no. I am definitely feeling as part of the team but I wouldn't say as an employee. I feel definitely like an integral part of the team, for sure but I wouldn't say that I am going to the company barbecues or anything like that. It is not quite that level yet. It might develop into that but currently no. I am a part of the team but I am still a SR1 employee.

Are there other entities involved in that project or is it just SR1 and Quiksilver? 00:34:22-3

Just SR1 and Quiksilver. In saying that we are about to sign a new agreement with a third part. I can't tell you too much detail because it gives away some stuff but it is an industry body group. They are very interested in some of the materials that we are using and because it so interesting materials and some of the processes that we are using they are funding a AU$100,000 project for us over six months to do some further R&D. That will benefit Quiksilver and it will also benefit SR1 and it will also benefit them. So it is a three way benefit for them because they are very interested in some of the ideas that we have some up with and some of the technology that we are developing. 00:35:03-9

Can you tell what kind of body that is? 00:35:04-3

Yes, it is actually an international body that looks after us. 00:35:17-2

A sports body?

No, it is a textiles body. They look after the whole industry. It's a world industry body. They look after the farmers. They look after the producers of the fibre, all the way to manufacturing to fabric, so the whole value chain. They are a very powerful body.

They have got a very well-known international trade mark. 00:35:45-8

So they are not specialised in sports?

No, it is not even a surf wear company. They look after everything from the farm yard so looking how animals grown and live and develop to how farms work and also to how materials are processed and from material to. So it is a large international body.

They have worked with many other fashion firms over the years. Yes, it maybe depends on the set up of the universities and its organisational structure.

Yes, here I don't know in which faculty the sports management sits. 00:54:54-4

In the business faculty.

Ok, we work heavily with our health faculty but not with our business faculty. 00:55:05-8

In Auckland it is in the health faculty.

The interesting for Auckland or AUT is their engineering school sits in their creative arts faculty. The interview is subdivided into three parts. The first part is the introduction, the second is about the cluster and relationships in the cluster, and the third part is about innovation. Can you please start with introducing yourself and the company?

My name is [name of interviewee]. I am International Events Manager at PS1/BB4 and I also look after our International Girls Team, so our team of athletes that are global. So part of the events' role is managing the "PS1/BB4 Pros" that we have around the world and working closely with our regions to activate those events. And then with the girls' team it is ensuring that we are working to leverage our relationship with them and our investment in them. 00:00:39-5

So basically we start with the event management, with whom are you in interaction to organise those events?

We work with the Association of Surfing Professionals (ASP). Internationally they are the governing body of professional surfing. So they sanction the World Tour Events that we decide to be a part of. So that is the PS1/BB4 Pro at Bells Beach and the PS1/BB4 Pro in Portugal. We used to have PS1/BB4 Pro Search but we don't run that anymore. So we work closely with them and then with event planning teams in each respective region. 00:01:26-9

Are there any local partners involved as well? People that are based here in Torquay and the region.

Yes, in Torquay we work closely with Surfing Victoria. We have shared the event licence with them. So together we own and operate the event at Bells Beach. They acted as part of the event management team alongside with us. 00:01:51-7

Can you describe more how the day to day collaboration works? Is it a contractual agreement or informal?

No we have a contractual agreement to share the licence. I am not sure exactly how though because there have been a lot of changes in the ASP but I guess it's probably best for me to talk in present tense. Like at the moment we hold the licence but next years the ASP is going to own and operate all the events. I don't know how much that affects your studies.

We just take the status quo. 00:02:33-1

Ok, cool. So in terms of the operations of the events, PS1/BB4 is ultimately responsible for the budget. And then we really just get rolls and responsibilities within what we need to deliver and then allocate those two respective people that work with so Surfing Victoria will really lead the charge on contractors and events set up, the local bodies here, the council and the permits and also Tourism Victoria and then we have staff internally who have other responsibilities around the event as well. 00:03:16-8

So it sounds as the responsibilities are quite clearly separated. So you look after the budget and they look after the organisation with the local bodies?

Yes, but we all work really closely together but ultimately it always seems to come back to money, so that's where the decision are made. But yes we have a really open communication and try to make sure that the event is one of the best in the world. 00:03:43-0

So you said 100% budget comes from PS1/BB4 so it is 100% financed by PS1/BB4?

The responsibility of the budget rests with PS1/BB4 but we can also sell sponsorship to other event partners which is what we do. 00:03:59-2

You mentioned the activation of the events, how does that work?

In a marketing sense?

Yes.

I guess one of the biggest investments and where we see the most return is with the global web cast and broad cast of the event. So our whole reach for that was live TV in Australia and also live in France and in Hawaii. So that is one of the bigger marketing exercises and of course with over 2 million viewers online watching the event. So that's where a lot of dollars are spent and that's where we see our greatest return. We will fly in retailers from different states so that our sales people will host them. So they have a good brand experience. And then other regions might fly in people and media partners as well or we have to activate the event in regions with parties. 00:04:58-3

Let's move to the part of your job where you look after the girls' team. What does that include?

It includes just supporting them to make sure that they are reaching their full potential but also making sure that we are getting our full potential out of them. It's a big investment and we like to see that they are really showcasing the link between them and the brand, the PS1/BB4 brand. So it is ensuring that we are leveraging them and their IP globally and also that our regions are doing the same. 00:05:38-1

Is that on a one-to-one relationship? You and the athlete or do they have an organisation? 00:05:42-1 Yes, it's a one-on-one. I guess you call it their personal business operations and just us with them.

Do you tend to have long-term contracts with them

or do you change a lot? 00:06:04-9

The contract terms can vary absolutely but we certainly have long-term relationships with our team riders. On our girls team I think the shortest relationship that we have on our international team at the moment is 10 years in duration. 00:06:23-1

The shortest?

Yes, so or maybe it's nine.

So that's the contract duration?

No, I mean the past history, so not the contract duration, just the amount of time that they have been riding for us as a brand. So someone like Tyler Wright who is the current world number one. She is 19 and I think we sponsored her when she was 10.

Really? 00:06:42-8

Yes, and Bethany Hamilton and Alana Blanchard are sponsored since they are 13 and they are 23 now. So it's ten years. So we have really long-term relationships. 00:07:03-2 Do you have any link to the product of the products of PS1/BB4 through these activities?

Yes, they are a massive part of our product and also of our innovation. They are the surfers. They know what they want when they are in the water. So we have a high performance range of bikinis called the "Mirage" and that is really just designed so that they look good but they are comfortable as well and that they stay on in the water which is hard. We really rely on them for product feedback absolutely.

We have seen that in the last few years with this Mirage bikini range that we have been making. The advancements and how good they are in the water is largely due to our girls surf team. 00:07:55-2

Is that feedback loop, is that part of the sponsorship contract?

No, it's just something that we have as the partnership. We want them to be happy with the product and we know that they our demographic and target audience so it's good for us to listen to them.

Does that feed back into the products that are available in the stores or is it just a range for the professional surfers? 00:08:15-1

No, we sell it and Alana Blanchard has also her own Alana's closet range which has a bit more fashion and all that is her feedback working with the designers.

Part 3: Innovation in the cluster

When you look at innovation, what would you say is the main source of innovation in PS1/BB4?

In bikinis? 00:08:41-2

Yes, let's say for the girls' range.

For the girls range? Do you mean the technology?

You can look at it from a design perspective, material, new accessories, just take whatever is most applicable in your role.

I would say that the designer would be better to answer this than me but I guess in the mirage bikini it would be that they are seamless. I would say that we listen to all of those people. In my role it is more the feedback from the professional athletes and then also the feedback that I personally all that I experience as well. 00:09:58-0

Do you surf as well?

Yes, I think we have a saying here that we are the customer and so we have really free-flowing communication between each division. So we listen to everyone's feedback and it's the same for wetsuits with the girls' team. You know they are the ones that are wearing it the most so it's listen to what they need in a wetsuit and the same goes for myself and other surfers within our department. We always give our feedback to the wetsuit group. 00:10:24-0 Was it a success "The Search"?

Yes.

Why did you stop it?

The Search was a massive success for us and again that is another event, that's one of our brand values, that is the brand search. So we felt like it really promoted PS1/BB4 at a global level. Why did we stop it? Because it was the most expensive event that we ran; it's very hard to sell an event that comes for one year, that doesn't have many competitors because most of the government are looking for mass numbers coming in when we really had 54 surfers and their entourages. And so let's say it's a casualty of cost at the moment. So that is why we are no longer running it. 00:13:12-0 We have a relationship with the Torquay Hotel and they do parties around the Easter period and then we also go around and we get posters and this year we didn't do it but in past years we have had sort of official partners that will offer discounts to the surfers. We try to supply them with posters or gift vouchers so that they feel a bigger part of the events. It's definitely an area that we can do better but it's probably of lack of resources. 00:17:19-8

So for that communication material, do you have an agency you work with or do you do that in-house?

We do it all ourselves.

The term citizenship behaviour means that firms in an industry interact with each other based on a contractual agreement but the partners go actually beyond that. That can be in form of loyalty, tolerance, helping behaviour, etc. Does that happen here?

In terms of the event and the local community we try to use local contractors wherever we can or wherever it is cost effective. We have long-term suppliers again to make sure that we have good relationships and again that feeds on to the risk factor when you introduce new people down there. We are putting the reserve at risk. That's why we like to stick to whom we work with. In terms of giving more... I guess we always try and better ourselves year on year and that could be on the 50th anniversary we donated AU$50,000 to the Bells Beach Surfing Reserve to be used by the Council for future improvements there, free entry for locals, ... I guess we are always trying to benefit people within the company from providing free passes to everyone at PS1/BB4 to then the wider community. Ok, so the Bells Beach Advisory Committee has been the local community cluster of the people who are concerned with all Bells Beach issues. And we have had a presence on that. We are trying further support of the area and understand the community's concerns.

And then take actions as well? 00:22:49-2

The action there though is action that is agreed to and then the Council takes action. Of course if there is feedback on the event, we will our best to take action as well but it all depends on what that feedback is. Was that desired by PS1/BB4 that way?

No. It's something it was voted upon by the ASP board and it had a majority vote so it went through.

And that's how it works?

Yes.

Was that decided upon every year or why now?

No, somebody came in and essentially bought the ASP so it has gone from a non-for-profitorganisation to now it is privatised. 00:25:17-1

But if it was a non-for-profit organisation who owned it then?

It was 50% the events, 50% the surfers. By non-forprofit it means that every profit went back into developing the sport. 00:25:28-4

And then somebody bought out the event?

Yes.

Is that related to the event at the Gold Coast?

That is the Quiksilver event and it is the same for them next year. 00:25:53-2 So they will have the same challenge. So would you share ideas with them how to face that challenge in different locations?

Good question, maybe on passing conversation but at the end of the day we are competitors all of us. So we are probably all looking at how we can do the best that we can. 00:26:13-8

And that is the general line? Or would you collaborate with competitors for other issues?

Oh yes, you could say that we have always collaborated in the past because we would sit on a board or the events council with the representative from each of the brand who owned and operated their events to look at what were the standards that we all had to be at in order to run a World Tour Event and that was up to each brand if they wanted to spend more, do more, innovate in certain ways to stay ahead of their competitors. So at the end of the day we are all in it for the sport because we believe in professional surfing or we believe in the athletes that we sponsor. But then we are also competitors and we try to get a jump ahead so that we can sell more product. 00:27:02-1

So it depends which hat you have on.

Yes but I have sat in a lot of meetings where we talk all openly about what is best for the sport. 00:27:13-6

So as long as it is out of a commercial perspective?

Yes.

Maybe in terms of the event itself. Do you try to improve it every year with new offers and adjustments?

I have run the PS1/BB4 Pro for three years and each year we have definitely looked at how we can make it better. How can we make the floor plan better. How can we make it better for the surfers.

There is always something. You always try to advance yourself and what you see and learn from other events. Whether it will be the way the branding stands to the checking process of the parking. I think in events there are always ways to make your event better; surfing is a unique one because at the end of the day it comes down to the waves that you get. So you can build everything and it will depend on what waves come.

Because obviously you can't manage that. 00:28:23-6

No, it's the one that you can't control. So it's always the one thing that you worry about least because otherwise you do your head-in and thinking about.

So how do you do the improvement every year? Is there any formalised process? 00:28:45-4

Yes, we will have a board and management meeting for post-event-debrief, meetings throughout the year where we all look at new ways we can do things and keep advancing ourselves. So there is a group of us that consists of people from Surfing Victoria and within here at PS1/BB4 and we will sit down and then we will take on the feedback from the athletes, the ASP staff and any other feedback from the event.

Ok thank you for this.

(Interruption) 00:00:00-0

The event is for us platform to showcase everything that we do within the business and I guess because an event is a marketing exercise for us that we take everything that Peter and the wetsuit team do and showcase it to the world. And hopefully showcase that in an innovative way as the product is innovative. So whatever we put into that marketing campaign and how we show it at an event like the PS1/BB4 Pro. 00:00:27-5 

So what about clients? Do you have the same clients?

Yes because all the guys that come in and order boards, they will order a board of me so then they get glassed here. But then they might come back with repairs, so they get them repaired here, either Billy or Dino will do the repairs. And then some of them will order boards of me and then they will come down here and want to know where can I get a board cover or a leg rope? So I send them straight to Marisa. And then when the board is ready, the board cover is ready, the leg rope is there; they pick the whole thing up and go off. 00:05:35-9

And how long have you been together? 00:05:39-2

We have only been in here about a year and a half in this factory but we were at the other factory for about five years and before that there was only the two of us and we were in another factory for like 15-20 years or something. And Billy he used to work for Rip Curl just in the warehouse. And Marisa she worked for another company that used to be here years ago that made leg ropes and board covers but they went out of business so she bought all the machines. 00: No with the guys here, they are not really competitors because the three of us are all doing our own thing. Whereas I know there are another couple of shops down here that do pretty similar stuff to us.

Do you talk to them as well? 00:23:06-0

Not as often, no, because there is a few of them that don't want to know what we are doing. They just want to do their own thing and that's it. They don't really care. And they haven't been here that long whereas the three of us here, we have been here like for 34 years or so. We sort of all know each other just from around even though we haven't worked with each other. And know that we are all next door to each other, they are quite helpful. We are helpful with them and so there is another one of those factories across the road that does a little bit for Rip Curl and they bring stuff here for us to do and the same I will do some stuff for them. So they are pretty cool too. And usually I find it's more the guys in the factories that have been here a long time and we all know each other quite well that we will help each other out whereas with some of the newer factories that haven't been here that long, they sort if want to do their own thing. 00:24:14-9

So they are smaller too?

Yes.

So you have a better relationship to the bigger guys too?

With some of them because we have known them for a long time and we have done work for them, so yes they are pretty cool. 00:24:25-1 The surf schools?

Yes.

A couple of the schools bring a lot of their boards in here for us to repair but because they are using different boards. They are using all those softboards, we don't do any of that sort of stuff. 00:31:22-6

But you do repairs for them?

Yes, we do repairs. So we get quite a few of them bringing in stuff up here that we can repair or they take them to another factory that we send them do because they make those boards. So if we can't do it we'll send them to G Boards. They make all the soft boards for the schools and the same, they send boards to us. They get a lot of repairs in of surfboards at G Boards. So we might get some of the surf schools with their G Boards. They might have something that we can fix especially when G Boards are busy. So we can fix it. If not we would send them to G boards, that is who makes them. We can't do it. And then G Boards also sends boards to us. If they are really busy they will send just normal surfboards and we can fix them for them. And that's who I get my fins off. 00:32:17-5

From G Boards? 00:32:17-4

Yes, they make these. So I get all my fins of them. So I just go up there and ask for fins and I pay them on the spot. If I need specific colours, they will make them for me. 00:32:31-5

And they would also make custom made ones?

Yes, I usually get white ones because they match all the boards but someone wants purple, blue, or maybe three different colours, or patterns. They make them up for me if I want something to match the board.

How long have you used them? 00:32:48-8

For years.

Have you had any relationships with the Council here?

Not really, the occasionally ask just stuff with the beaches and the environment but not much with boards. 00:33:19-3

What do you think will happen to Torquay and its surfing cluster happen in the future? 00:33:22-3

It's definitely going to grow. With all the new estates that are opening up between Geelong and here, new housing estates. That is huge. Even in Torquay itself, there are lots of new estates opening up, so the population is just going to explode down here, unfortunately. So the surf is going to get busier, so we are going to get more surfboards, we hope. 00:33:50-9

How do you think will your relationships here develop?

Yes, with more people shifting down here and starting to surf, there is probably going to be a lot of them that are going to... At one stage they might have had their lessons so they will go just to certain beaches to surf there and they are going to meet people that have got a board of us or the guys next door and then you keep that word-of-mouth thing going. There are people out there that can't swim. Than they snap their leg rope and how do they swim in because they haven't got a surfboard to hold on to. Than you have got to go and rescue them and you put your life in danger. They just don't get it. They just think because they have a surfboard under their arm, they are safe because that floats. If the board snaps or they break the leg rope and they can't swim, than it's all over. So, they have got to educate them more about that whether it's at the surf schools or even in the high schools. They should be educating them that from a young age especially when you live on the coast, you should learn to swim anyway. And they should do X amount certificates of being able to swim if that does happen, they cannot panic and swim in and get their board or get back to the beach without drowning or drowning somebody else. So there just has to be education at the schools and more education at the surf schools as well. A lot of it is common sense and it is not very common. And I have noticed and not only me, all the guys, we have noticed in the last five or maybe six, seven years, when the population has gotten bigger here, that there is more surfers in the water but that the standard of surfing at these breaks is getting worse because there is more guys starting to surf these breaks that shouldn't be and there is more damage and there is just more stuff going on.

Ok, thanks. The observations took place 28 th June to 01 st July 2012 in Lorient at the "Base des Sous-Marins" (in English: submarine base), Cité de la Voile Eric Tabarly, VOR village, stand of Eurolarge firms and others.

The so-called "Base des Sous-Marins" at the seaside of Lorient is the location of the CGB Eurolarge's offices, of the sailing museum Cite de la Voile Eric Tabarly, and at the same time the heart of the sailing cluster of Lorient or in the larger scope of the Morbihan or South Brittany. This area was transformed into the VOR village during the stopover of the VOR in Lorient.

Photo 1 + 2: The VOR village. This is village was the occasion for 10 Eurolarge members (CLOR) to join their efforts in order to present their skills and capabilities together. They created a common stand where each of the ten firms was presented equally independently from its size, financial power or degree of involvement in the sailing industry. They key aspects were 1) that they are involved in a tangible part for the construction of ocean race boats, notably Groupama 4 which was about to win the VOR and 2) that they were regional firms.

Photo 3 + 4: The collective stand of 10 Eurolarge members.

The primarily purpose of the stand was to exhibit collectively the strengths, skills and capabilities of the local sailing industry. The target group was primarily international professionals from the industry. Hence, the stand served as meeting point for business meetings for all participants. Furthermore it facilitated the exchange between the 10 participating firms and they got to know each other better. This was possible because each firm had to send someone to look after the stand as contact person for visitors for a couple of hours. There were always at least two people in the stand which allowed an exchange between those. Second, in the transition times from one shift to another, the firms' representatives had an opportunity to exchange.

Photo 5 + 6: Exchanges between cluster member representatives and between cluster member representatives and visitors.

In an informal explorative interview with the marketing director Cathy Milien (C.M.) of Plastimo/Navimo, a producer of safety gear and deck equipment, I could capture one perspective of the participating firms. C.M. states that that the stand had been initiated by Eurolarge and that they selected the participating firms. She argues that the stand alone costs 8,000-10,000 € which is too expensive for most of the firms. For them it was clear that the stand will not generate many new clients but that it was rather for visibility and notoriety reasons for them. C.M. mentioned furthermore that all the equipment for the stand was organised by Eurolarge and the participating firms had only to contribute staff that looks after the stand and represents the group and a share of the cost. The idea was that each representative from each different firm is able to be ambassador for the nine other firms presented at the stand. That means each firms representative had to learn a minimum about the other firm. In a meeting beforehand every firm brought a short profile which enabled the others to learn the essentials about each participant. CLOR did not know each other that well in most cases, and hence the stand permitted a better knowledge of each other between the 10 participating cluster firms. Most of the participating firms were SME and some of them were direct competitors, except two boat builders (CDK and Multiplast). Otherwise firms were rather complementary. The planning for the supervision of the stand was initially done by Eurolarge and then managed by the firms themselves. Every firm showed a high level of commitment to the project and took it seriously. The project helped to develop a sense of togetherness and collectiveness between the participants and might stimulate future collaboration, particularly in terms of the collective presentation of the local sailing industry of Lorient and South Brittany on a national and international scale. Furthermore this initiative promoted the exchange between the firms and might impact on future issues in the daily business where interaction and collaboration might solve problems quicker and better than isolated.

A further informal explorative interview concerning the stand was conducted with the General Manager of Héol Composite, a manufacturer for boat composite parts such as the radar for example. He has also the perspective that the stand was the idea and initiative of Eurolarge in order to present the sailing industry collectively and to reduce the cost for each firm. He considers the financial contribution to the stand as small and otherwise there was only the time dedicated to the supervision of the stand that was required.

Photo 7 + 8: The 10 cluster members exhibited in the collective stand at the VOR in Lorient 2012.

AG: Is there any conflict between your position at EuroSIMA and at RipCurl? FB: No, not really. And also, the president of EuroSIMA has to be a powerful representative of the industry, so it is good to be a strong brand. The official part of the EuroSIMA Surf Summit ended around 5pm and I used the last coffee break for more interviews. Most of the CLOR would come back in the evening for the EuroSIMA Surf Summit closing event, the Waterman's Ball. However this is not open to the public, such as universities students for example. The main purpose of the Waterman's Ball is to unite the surf industry in a more sociable environment in order to give them time and space to exchange informally. Furthermore on this occasion industry prices and awards such as the 'Innovation Prize" worth 5,000€ is awarded to industry members (Attachment 5).

Attachments

Attachment 1: Day 1, morning programme The Marine Trades Challenge is an annual held event which is organised by the marine industry association NZ Marine. It is a competition for teams of boat building apprentices and college students. The teams will have three hours to build a catamaran out of a kit of material with a certain number of design and construction guidelines. The boats will then be taken out on the water for a race. There are five categories of point allocation: team presentation/support (10%), innovation/developments (15%), Work Safety/ Cleanliness (15%), Best Built Boat (30%), and on the water performance (30%). The boat must be build out of the given material in the kit except one boat component which is chosen by the organisers. In 2013 it is the joining structure between the two hulls, called 'bridge-deck'. The teams are encouraged to develop and build this element before the competition. Any materials and sources are allowed as long as the component is built by the team itself. This feature of the competition shall encourage innovation.

Attachments

Attachment 1: Event photos held in Melbourne and in conjunction with the Melbourne Olympic Games there was an International Surf Carnival held here in Torquay where teams from all around the world came to compete. Australians were still riding these long ply wood boards up to 16ft long and very easy to break. At this time all surfers were members of the surf life-saving clubs. The American competing surfers were riding much smaller boards, half the length, made out of balsa wood which is a very light timber covered with fibre glass to strengthen it and a total innovation for the time, with a fin. It was a combination of a short, light and manoeuvrable board that led to a huge shift from one day to the other in the perception of what a good surfboard was for Australian surfers. Australian surfers saw Americans and Hawaiians riding those types of boards and were convinced. The next challenge was to find material to build those boards. Later on there was a change from balsa wood and fibre glass to polyurethane foam and fibre glass. That has been the core material for surfboards ever since. To sum up this section shows everything about board design, construction methods, and different materials.

The problem of the Surf World Museum is that they have a lot of material that they have to squeeze in a very small place. The reason for this is that the museum is a community museum. That means that the museum doesn't have any acquisition budget. So no material is bought but the museum relies on people donating and loaning boards to the museum. It is a great place to visit so people that come through realise that they might have got something at home. Most of donations come from individuals but from time to time it is also from companies. The museum was established with the help from the local surfing industry and there is on-going commitment. One of the aims of the museum is not to only to create a membership for individuals that love surfing and that want to support the surf museum but also to get corporate sponsorship from the surfing companies to help support the museum because basically it is their stories too that are told in the museum. This

is not yet happening.

The "Theatre Room" is used for multiple purposes such as book launches, film nights, and presentations. A couple of the local companies actually use it for product launches as well. So it is a great place to showcase the history of surfing to groups as well as there is a great exhibition space at the walls.

There is another room called "Hall of Fame" where Australian Surfing Legends are presented which is an integral part of the museum but it is running out of space (Figure 15). Therefore the museum needs to find more innovative or flexible ways to display the boards. Those are all tribute specially made boards that have never been ridden. They are rather representative showing the surfers' stories.

There is also a shaping room and there is a person coming in and shaping on side in the museum (Figure 16). That's a good thing with regards to show people how surfboards are actually made. So everything that is displayed is also used for shaping. For years boards used to be hand-shaped and every board was different. No they are mass produced and people are riding surfboard that are exactly the same as other ones. However, at some stage it is a good idea to get a surfboard that is adapted to your abilities, ride style and physical features such as weight.

The last area reflects a number of different aspects from surfing culture such as surfing movies, clothing, wetsuits, the vintage VW Kombi obviously, surfing magazines, surfing research books.

There is even an archive room were material that is not exhibited is stored and archived. The archive is accessible for researchers, writers, etc. on demand. There is not enough space for all material and especially for new material coming in. Another challenge is to keep up with the constant process of archiving incoming material.

Attachment 1: Photographic tour through the Surf City Plaza precinct to Surf World Museum Attachment 1: Photographic tour through the Surf City Plaza precinct to Surf World Museum 

Interview Analysis Reports Examples SAILBRIT Interview Analysis Report SAILBRIT -Education-Research (ER1), Technology Transfer Engineer

Profile of the cluster organisation

ER1 is a university that provides research, education, and support also for the marine industry. ER1 organises networking events and seminars for the marine industry as well as they conduct research and manage multilateral research projects. ER1 is based in Lorient, in the centre of SAILBRIT next to other locations in Pontivy and Vannes at the cluster's outskirts. The university was founded in 1966 in Vannes and the branch in Lorient was established in 1971. 900 people work at the university that accommodates around 8.500 students.

Location-specific factors (LSF) (Table 1)

ER1 refers mostly to geographical LSF (GEO 6). The interviewee emphasises the important role of the region and the city where the cluster has developed. He considers this geographical denominated region and its people as unique and as one of the factors that enabled the cluster to develop. Other location-specific factors are only indicated weakly (ECO 2, HIS 2, ECO 2, and SPO 2).

Links to other cluster organisations (CLOR) (Table 2)

ER1 refers mainly to other governing bodies (GB 4) and only weakly directly to other cluster organisations (ER 1, MS 1, PS 1, and SY 1). ER1 refers often to relationships to firms in the marine industry in general without mentioning particular organisation types. This can be misleading as ER1 mentions quite many relationships with different cluster organisations and active interaction with them.

Nature of interorganisational links (IOL) (Table 3)

More information is provided for involvement in multilateral networks (ION 18) then in bilateral relationships (IOR 5). However, both types of interorganisational involvement are referred to often. While networks tend to be equally informal or formal, the data informs only weakly about the level of formalisation in bilateral relationships. 4) ICB (ICB 6) is the most common theme in terms of interorganisational behaviour with altruism (ICB-ALT 4) as the most represented ICB. ER1 helps other CLOR by providing their own resources of knowledge and equipment, and by orienting them towards other CLOR that can help them. ER1 states a high level of collaborative behaviour (COL 4) between ER1 and other CLOR and amongst CLOR through on the one hand the mutual provision of technical assistance, laboratories, expertise, and trained human resources in the day-to-day work, and on the other hand through the active development of larger multilateral research projects with an important research potential that one single CLOR could not undertake alone due to the high initial means needed.

Interorganisational behaviour (IOB) (Table

Innovation (IN) (Table 5)

ER1 shows an involvement in all three stages of the innovation process, The idea generation (PHA-IDE 3) occurs often at the interface of university and company with regards to student projects that respond to the firm's needs. These projects can generate plenty ideas but only few will be continued to the next stage of invention. ER1 contributes to the phase of invention (PHA-INV 2) through technical assistance and engineering expertise during the development and testing process of prototypes but also through the patronage of larger projects that individual companies could not undertake alone. ER1 is substantially involved in assuring the applicability and application of scientific research and advancement in the industry as marketable innovation (PHA-COM 2). This includes crafting of business plans and assuring the convertibility of an invention into a commercial product. ER1 emphasises interorganisational links and interaction as essential source of advancing innovation in all three phases. It is argued that the number of ideas generated would be lower without this interorganisational interaction and also the number of ideas that are taken to the next steps of innovation, i.e. invention and commercialisation, would be lower as well as its success rate (SOU-EXT 4). Only little information is provided in terms of the type of product innovation as only the general term 'technology innovation' is used. This indicates innovation in terms of systems (PROD-SYS 2) rather than product use innovation or other forms of innovation.

Interview Analysis SAILBRIT -Media/Communications (MC1), General Director

Profile of the cluster organisation MC1 is a company specialised in the design and creation of new technologies for education and communication. MC1 is based in Lorient, so in the centre of the sailing cluster in Brittany. It is a long established enterprise founded in 1992 in Lorient. The company employs twelve people who have all a very broad and diverse scope of duties according to different client sectors.

Location-specific factors (LSF) (Table 1)

Geo-economic and socio-economic LSF are the only significant factors with three CR each. Geographical LSF is identified with one CR only. MC1 mentions the great diversity of firms, professions and products in the cluster. Another particularity that they highlight is the ease to communicate and exchange within CLOR. This would not be possible in a larger agglomeration. Finally MC1 argues that the cluster environment offers a laboratory to experiment locally with new product developments whose commercialisation can be tested in the local market before export. In this perspective MC1 considers Auckland and Brittany similar as both locations are a bit remote and distant from the main market.

Links to other cluster organisations (CLOR) (Table 2)

MC1 refers to all CLOR except MC and NA and to all of them they maintain a formal or informal relationship. However most often MC1 refers to GB (7) with four explicitly stated relationships. The reason for those relationships and the nature of GB varies. MC1's has for example formal relationships to public administrations to develop products for them MC1 works also with the national sports organisation for sailing or with marine equipment firms. Most of the relationships MC1 refer to seem to client-supplier relationships in which MC1 is the supplier. 3) MC1 shows almost equally evidence for involvement in multilateral networks (ION 4) and in bilateral relationships (IOR 3). MC1 speaks more about formal links such as through the formal CGB, through the association of marine retailer, and buyer-supplier relationships that can start with an informal contact but usually become formalised in contractual agreements (fION 3, fIOR 2).

Nature of interorganisational links (IOL) (Table

Interorganisational behaviour (IOB) (Table 4)

MC1 reveals only little concerning interorganisational behaviour. However, collaboration is significantly stated followed by weakly indications of loyalty and constructiveness with only one CR each. MC1's director suggests a general higher need for collaboration for which MC1 develop tools to facilitate collaboration such as online platforms, communication tools and software, etc.

Innovation (IN) (Table 5)

Even though no innovation theme is significantly touched upon, MC1 argues for the different sources of innovation almost equally (IN-SOU-CON 2, IN-SOU-EXT 1, IN-SOU-INT 1). Innovation is at the core of the company culture. At the same time being close to the customers' needs is essential as well as being part of collaborative projects to innovate. The cluster environment provides a testing environment for new products before trying to market them on the wider international market (IN-PHA-INV 2). MC1 tend to focus on product use innovation (2) for example through amending and adjusting software to the interorganisational context of collaborative projects.

Interview Analysis Report SAILBRIT -Shipyard (SY2), Production Director

Profile of the cluster organisation SY2 is a shipyard focussing on large high performance race sail boats and luxury sail boats. SY2 manufactures both monohulls and multihulls using carbon fibre and advanced manufacturing technologies and processes. Today 95% of SY2's activities are in boat building but the company is taking measures to diversify its activities into other sectors such as aeronautics and defence. SY2 has two locations in Brittany. The newer one is based in Lorient, in the centre. This site was created uniquely for the construction of the large trimaran "Banque Populaire" that required a larger site than the existing one. The more historical site is in Port-la-Forêt, in the slightly Western part of SAILBRIT. This is the production site for high-technology carbon fibre elements using autoclaves and other machines. SY2 was founded in 1985 and employs around 45 people today.

Location-specific factors (LSF) (Table 1)

SY2 explains that the strong concentration of marine companies and other organisations in Bretagne and especially around Lorient is one of the main advantages of the location. They argue furthermore for the welcoming structures and measures of public governing bodies such as the local council but also such as the local business network with focus on offshore racing businesses (LSF-ECO 3, LSF-POL 2). Along with the structural setting of Lorient and surroundings another positive factor was the working spirit and atmosphere in the region which aims at fast solutions (LSF-SOC 2).

Links to other cluster organisations (CLOR) (Table 2)

SY2 refers mainly to marine service firms (MC 7). SY2 refers also to governing bodies (GB 5) such as the local offshore racing business network and the local council, to naval architects (NA 4), other competing shipyards (SY 3) and professional sports sailing teams (PS 2). Similarly SY2 indicates most often explicit relationships to marine service firms (MS 5) which points out those as most relevant external link for SY2. The other marine service firms are often firm that conduct quality controls or subcontractors that possess certain machinery or technology that SY2 needs but does not own. Nature of interorganisational links (IOL) (Table 3) SY2 shows more evidence for involvement in bilateral relationships (IOR 10) then in multilateral networks (ION 3). Bilateral relationships tend to be formalised if it is about a larger subcontractor or if it is a specific research problem that needs to be solved by an external service provider (fIOR 7). Informal bilateral relationships exist for example with the professional sports teams and aims at providing advice and support (iIOR 3).

Interorganisational behaviour (IOB) (Table 4)

Both altruism (ICB-ALT 5), collaborative behaviour (IOB-COL [START_REF] Martínez-Sánchez | Interorganizational Cooperation and Environmental Change: Moderating Effects between Flexibility and Innovation Performance[END_REF], and cooperative behaviour (IOB-COOPER 3) are reoccurring themes in the interview with SY2. SY2 states that the construction of boats of this type (large high performance race sail boats and luxury sail boats) is naturally conducted in team work including the professional sailing team, the skipper, the naval architect, different service providers such as planning and calculation firms, and finally the shipyard. The work in a team requires regular exchanges, discussions and hence, meetings which occur more or less formally. SY2 has an altruistic approach as far as consulting and support in the construction of the boat is concerned. They also engage in the design process in order to direct the naval architect or professional team into decision that are feasible from a construction point of view. All these sort of consulting and advice services are part of SY2's usual behaviour in interorganisational projects of this kind.

Innovation (IN) (Table 5)

SY2 informs equally about internal (IN-SOU-INT 4) and external (IN-SOU-EXT 4) sources of innovation. Links to other organisations within the cluster in order to foster innovation occur for example in collaboration with research institutes or marine service firms to which parts of a research project are subcontracted. Internal sources for innovation are limited due to the relatively small size of SY2 but there is one person that is in charge of research and development and that coordinates the links the outsourced research and development tasks.

Interview Analysis Report SAILBRIT -Naval Architect (NA2), General Director

Profile of the cluster organisation

NA2 is an office of naval architecture founded in 1983 in Marseille by two naval architects. They soon moved the office to Paris as the business required a location in the capital. In 1995 the office in Vannes at the Western border of the sailing cluster SAILBRIT in Brittany was opened in order to be close to skippers, professional sailing teams, shipyards, and races. NA2 focuses on the design of sailing catamarans and multihull racing yachts. They also design production yachts and motor yachts. NA2 employs 19 people who are mostly naval architects but there are also engineers and administration staff included.

Location-specific factors (LSF) (Table 1)

NA2 points out the historical development of the marine industry in France in general and in Brittany in particular (LSF-HIS 2). Iconic French sailors have been key drivers for the marine industry's development and even today there are strong personal relationships between those early pioneers. This has led to the development to strong informal network in the industry which is closed to outsiders but very permeable inside (LSF-SOC 3). The location Brittany has been important for the sport related part of NA2's work because so many of the sailing teams and skippers are based there. Changes in the sport policy such as moving from multi-class to mono-class rules have negatively influenced the dynamics of research and development in the marine industry (LSF-SPO 4). In the early days of the industry it was the shipyards that started business in locations where we find sailing clusters today. They attracted a network of subcontractors and suppliers that are nowadays located between Brest and La-Trinité-sur-mer in Southern Brittany. Paris as location is important as location for marketing and sales purposed in the leisure sector and for international clients. (LSF-ECO 6).

Links to other cluster organisations (CLOR) (Table 2)

NA2 refers mainly to professional sports teams (PS 3). However, NA2 basically states the existence of professional teams in the cluster and that they are all linked because they used to navigate together at some point. Furthermore some other CLOR are mentioned such as shipyards (SY 2), naval architects (NA 1), and marine service firms (MS 1). The latter is the only type of organisation to which NA2 states explicitly to have a relationship with.

Nature of interorganisational links (IOL) (Table 3)

NA2 explains that within the cluster there is a very informal network between the different actors which functions on verbal agreements, friendship and loyalty rather than on written contracts (iION 3).

Interorganisational behaviour (IOB) (Table 4)

NA2 argues for a "hate and love" relationship between them and other CLOR. Clients are usually based in the cluster for the racing part of their business and internationally based for the leisure part of their business. It means that being in a competitive environment with regards to sports and business achievement, they do cooperate with competitors but they do not lock each other in. There is a certain degree of liberty kept in doing business together (IOB-COOPET 2). NA2 collaborates with a number of other organisations which are not necessarily in the cluster but in other sectors in which NA2 intends to diversify (IOB-COL 1). There is a spirit of collective advancement of the niche that NA2 is specialised in, the multihull boats (ICB-ADV 1). Similarly NA2 is willing to help out their business partners for example in case of a varying order situation with a service provider or supplier (ICB-ALT 1). The notion of loyalty is reflected in this sort of relationship (ICB-TOL 2).

Innovation (IN) (Table 5)

NA2 quotes mainly the user, especially the sporting sailors, as source of innovation. Especially in history it was legendary sailors like Eric Tabarly or Bernhard Moitéssier that have advanced sailing as a sport and the technology of vessels used in the sport. Today's offshore racing competitions such as the Louis Vuitton Cup or the America's Cup and the boats that are built for those remain a key driver and source of innovation for sport and subsequently for leisure sailing (IN-SOU-CON 4). This goes along with innovation through interorganisational interaction, cooperation, and collaboration as it happens constantly during the construction of high performance or luxury sailing yachts. There are a number of different specialised firms or organisations involved that contribute to the creation of the final product and hence provide potential for innovation through interorganisational exchange (IN-SOU-EXT 2). NA2 provides insights in milestones of innovation in boat building history that took place most significantly in product material innovation from the use of wood to the use of fibre glass and epoxy (IN-PROD-MAT 3), and in changes of construction methods (IN-PROD-SYS 2). Finally NA2 points out the different potential of innovation in different usage perception: leisure and performance (IN-PROD-USE 3).

Interview Analysis Report SAILBRIT -Sail maker/Rigging firm (SR2), General Director

Profile of the cluster organisation SR2 was founded in 2001 in Lorient and is specialised in the manufacturing of carbon fibre boats masts but also booms, poles, spars and rigging for sport and leisure boats. 30 people work at SR2 and they are one of the world leaders in their segment. SR2's directors explains at first the international market and competition which is characterised by a few strong players such as SR2 and two large companies based one in the USA and one in New Zealand. These competitors and their behaviour seem to affect SR2's business significantly.

Location-specific factors (LSF) of the sport cluster (Table 1)

SR2's director describes the need for passion for the sport in order to survive as a business in the sailing industry. Furthermore he calls for a change in attitude and mentality towards business meaning a more openminded business approach rather than the traditional conservative and more internally focussed mind set as it is prevailing in previous generations of management . In this context it is important to have sport events like for example the Volvo Ocean Race stopover in 2012 in Lorient that nurtures the passion of cluster members and allows looking outside the cluster. Having champions in sport and industry assembled in one place will attract new cluster organisations (LSF-SPO 2). Factors like the historical development of sailing in the cluster region (LSF-HIS 1, LSF-GEO 1) and the initiative and commitment of local politics to develop water sport based activities and industry (LSF-POL 1, LSF-ECO 1) are mentioned.

Links to other cluster organisations (CLOR) (Table 2)

Governing bodies and professional sport teams are referred to most often during the interview (GB 5, PS 9). However, direct links seem to be more present to professional sport teams than to the governing bodies. The references to governing bodies are either made to specific individuals of one industry governing body praising the quality and necessity of its work, or to another sport governing body fulfilling its responsibilities only to a limited extent. Hence, the references to governing bodies include both appreciation and criticism. Professional sport teams are a major client group of SR2 which explains the frequent references to them. Shipyards (CLOR-SY 5), other sail maker or rigging firms (CLOR-SR 4), naval architects (CLOR-NA 1), and marine service firms (CLOR -MS 1) are referred to but to a lesser extent and with only few references to an explicit link to those.

Nature of interorganisational links (IOL) (Table 3)

Interview Analysis Reports Examples SURFAQUI Interview Analysis Report SURFAQUI Equipment Specialist (ES1), Director

Profile of the cluster organisation

ES1 is a young start-up enterprise that is specialised in manufacturing and marketing surf wax for surfboards and related products such as a wax box or wax remover. The company was founded in 2010 and has won two innovation prices. ES1 is based in Bidart, in the heart of the surfing cluster and consists of the director and one employee.

Location-specific factors (LSF) of the sport cluster (Table 1)

Socio-economic factors such as trust, comprehension for ES1's needs and problems, and affinity of the partner firms' business approach and mind set are described as most important factors influencing ES1's business activities with external organisations in the cluster and beyond (LSF-SOC 5). Even though most of the external links of ES1 are to organisations located in the cluster or wider region, geographical proximity is not seen as a conditional but as a facilitating factor for cooperation. The prevalence of surfing in the cluster is important for ES1 (LSF-SPO 1).

Links to other cluster organisations (CLOR) (Table 2)

Most of ES1's external links are to service providers (SC 5) such as for example private research laboratories that conduct research studies for ES1. ES1 has also links to retailers and distributors of their products. Even though ES1 is member of the local CGB, ES1 does not take advantage of its activities. One of the reasons for this is according to ES1 the strong focus of the CGB on surf clothing and accessories firms as those are the majority in the membership (GB 4). ES1 used to be involved with a university and its business incubator at an earlier stage (ER 2). ES1 uses also external organisation for the design for surf pads (DE 2) and for production of raw material or subcontracting of other production steps (ES2).

Nature of interorganisational links (IOL) (Table 3)

ES1 emphasises that all external links whether bilateral or multilateral are formalised. The majority of the links are bilateral with a service provider as mentioned before (fIOR 10). It is noticed that the formalised relationships go sometimes beyond the formalised aspects such as for example the relationship with a research laboratory does not only include a service contract but also trust, affinity, and comprehension for the clients' products. Another example is that the relationship with retailers to which ES1 supplies products are also used for customer feedback which is not part of the contract (iIOR 3).

Interorganisational behaviour (IOB) (Table 4)

ES1 has been working with the same research laboratory for years and has no interest in changing it because there is a high level of affinity. In general ES1 likes to work with organisations with whom they have worked before because they appreciate their work and there is a high level of loyalty (ICB-LOY 3). In cooperation with the research laboratory ES1 experiences also a high engagement of the partner because they are able to understand the specific problems of ES1. This might require a higher effort than expected in a simple service contract (ICB-CONSC 1).

Innovation (IN) (Table 5)

ES1 is focusing on product material development in order to replace petrochemical materials used in existing products with environmental friendly and sustainable materials (IN-PRO-MAT 4). Ideas (IN-PHA-IDE 3) are often elicited together with retailers and the customer feedback (IN-SOU-EXT 7). The invention of new material (IN-PHA-INV 3) is done in cooperation with the research laboratory (IN-SOU-EXT 6). ES1's director is a surfer himself and the direct exchange with consumers is also source for innovation (IN-SOU-CON 2; IN-SOU-IN 1).

Interview Analysis Report SURFAQUI Designer/Shaper (DS1), Director

Profile of the cluster organisation DS1 is a very small enterprise comprising the director and a seasonal employee. The company was founded in 1981 and employed up to ten employees at peak times. DS1 is an artisanal workshop specialised in the conception, design, and shaping of surfboards. The company is based in Anglet in the central part of the cluster area.

Location-specific factors (LSF) of the sport cluster (Table 1)

Only little reference is made to location-specific factors. However, DS1 explains that its workshop is collocated with other artisanal surf workshops but also with bigger boardsport brands. An industrial zone dedicated to the surf industry just about 15 km away is pointed out (LSF-ECO 2). The latter is interpreted as a political factor as it is the local authorities that are willing to dedicate industrial land to the surf industry (LSF-POL 1).

Links to other cluster organisations (CLOR) (Table 2)

Links exist to equipment specialists that are making the moulding blank for example (ES 2) or service providers such as the one that is adding the fibre glassing as finish to the surfboard (SC 2). A recent link has developed to larger surf and other water sports brand for which DS1 makes designs and conceptions as a subcontractor (BB 3). DS1 has received an innovation price for its work from the surf CGB but DS1 has no further link to the CGB (GB 2). 3) DS1 mentions formal relationships to equipment specialists, service providers, and one larger surf and water sport brand through subcontracting, simple seller-buyer relationships, or joint patents (fIOR 5). DS1 explains that beyond the formal link of a joint patent to the equipment specialist there is a tacit mutual understanding between the partners (iIOR 1). There are different clues indicating an informal interorganisational network such as synergies, occasional exchange with other workshops located close by, and indirect exchange between the different organisations with which DS1 has a link (iION 3).

Nature of interorganisational links (IOL) (Table

Interorganisational behaviour (IOB) (Table 4)

With regards of recent relationships with the equipment specialist or the other boardsport brand, ES1 envisages a long-term relationship that will go beyond the interaction and collaboration so far (ICB-LOY 2). Joint development of products and production processes exhibit advancement (ICB-ADV 1). The intent to help each other mutually over the evolvement of the collaboration is expressed (IOB-ICB-ALT 1).

Innovation (IN) (Table 5)

Ideas for innovation are often taken from the firm director's experiences when practising surfing or related sports and analysing those experiences (IN-PHA-IDE 2; IN-SOU-INT 1). On the other hand frequenting and exchanging with professional surfers is also a source for idea to ameliorate the product (IN-SOU-EXT 1). Innovation from internal sources is made in terms of design (IN-PROD-USE 1) while innovation in terms of material (IN-PROD-MAT 1) is made with the help and in collaboration with the equipment specialists or service providers (IN-SOU-EXT 2).

Interview Analysis Report SURFAQUI Services/Consulting (SC2), Director

Profile of the cluster organisation SC2 is a very small company founded in 2004 specialised in specific services around surfing. The company consists of the founder-director who is based in Biarritz where he provides services to private clientele, enterprises, and public and private institutions. The service can be a surfing lesson, the organisation of a surf school or surf trip, or teaching in a tertiary institution. The emphasis in all services is the respect for the environment in which outdoor sports such as surfing takes place.

Location-specific factors (LSF) of the sport cluster (Table 1)

SC2's work is mainly guided by ethical convictions concerning human relationships and the protection of the environment. Surfing and the place where the sport takes place, the beach, are determining factors of SC2 work areas and outcomes. The gathering of different economic and non-economic actors around the field of surfing in unconventional places like the beach allows the creation of dynamics and informal exchange (LSF-SOC 4). Political measures can be facilitating the surfing cluster development for example in the case of an area dedicated to a centre for surf equipment specialists and shapers in a denominated area located close to the ocean and the waves allowing interorganisational dynamics and informal exchange between different economic actors of the surfing cluster (LSF-POL 2, LSF-ECO 2).

Links to other cluster organisations (CLOR) (Table 2)

SC2 has established working links with the surf CGB since 2009 in a first project about surf education. SC2 provided a sustainable approach to education in surf schools and also animated the cluster commission "environment" (GB 8). Hence SC2 has links to numerous surf schools to which they introduced their education programme. Surf schools are important clients of SC2. SC2 is accompanied by large boardsport brands in providing material for the activities but has otherwise no direct links to them. However, SC2 refers quite often to the large boardsport brands as key actors of the surfing cluster (BB 8).SC2 maintains good informal relationships to smaller equipment specialist (ES 4). SC2 teaches in local surf specialised university programs (ER 2) and acts in the national radio station in a special emission relating to surfing and the ocean (MC 2).

Nature of interorganisational links (IOL) (Table 3)

SC2 refers equally to formal (fIOR 7) and informal relationships (iIOR 6) while networks tend to be generally informal (iION 10). SC2 estimates that 70% of relations and exchange in the surfing cluster are informal and that especially smaller firms like to exchange informally. However, also on top management level of larger firms informal exchange is common. Human relationships and shared experiences facilitate the creation of informal relationships and exchange. Formal bilateral relationships are primarily reflected in service agreements, membership in the cluster association, and other contractual agreements between buyers and suppliers. There are various informal networks in the cluster. There are informal networks between a number of CLOR gathered together via a shared problem or issue whether it is environmental, economic or social. SC2 creates a specific network by linking all the organisations with which SC2 works. The economic crisis can even foster network building in the cluster as several organisations have similar problems and challenges such as the entry of nonsurf sport brands into the surf market.

Interorganisational behaviour (IOB) (Table 4)

While a few interorganisational behaviours are indicated, no behaviour is very strongly evident. Competitive behaviour is noted when talking about innovation (IOB-COM 2). The participation in the cluster is a hint for cooperative behaviour (IOB-COOPER 1). In every service contract in which SC2 engages, there is a search for the human aspect in the job (ICB-CONSC 1). SC2 shows a tolerance for the different functioning of different CLOR for example in relationships with governing bodies that have a slower and less dynamic functioning than small businesses (IOB-ICB-TOL 1).

Innovation (IN) (Table 5)

Source of innovation for SC2 activities are not only exchanges with other CLOR but also experiences outside of the cluster whether on trade show, expositions, other sport or ocean related events (IN-SOU-EXT 1). SC2 is involved in the invention phase of innovation by testing products for equipment specialists (IN-PHA-INV 1). SC2 refers to an interorganisational approach between a large boardsport brand and an equipment specialist to commercialise the equipment specialist's innovation jointly using the large boardsport brand's marketing and distribution power (IN-PHA-COM 1). SC2 refers to product material innovation (IN-PROD-MAT 1).

Interview Analysis Report SURFAQUI Media/Communications (MC1), Editor

Profile of the cluster organisation MC1 is a publishing company founded in 2002 in Biarritz with the original aim to publish specialised magazines on boardsports. Today MC1 publishes three different magazines with different focuses and target groups. One is around the classical boardsports surf, skate, and snowboard being the first magazine in France to crossover those different but related sports. The second is also related to boardsports but targeting women and also including general topics. The third one is detached from boardsports and is more targeting urban clientele with some links to urban boardsports like skateboarding. All magazines were from the start distributed free of charge and the economic model relied on advertising and support of the surf industry. The idea is to have higher prices for advertising space but to have a higher distribution and visibility in the surfing market.

Location-specific factors (LSF) of the sport cluster (Table 1)

Physical proximity is essential for the different cluster enterprises in order to create relationships. There are two principal groups of surf companies in the cluster. One group comprises the large multinational surf and boardsport brands while the other group consists of small and artisanal surfboard shapers and equipment specialists. The latter depend much more on proximity and interpersonal relationships (LSF-ECO 3). The foundation of MC1 was determined by the idea of a few surfers with a media or communication related formation to create a publishing company around surf magazines in the heart of surfing hence, where the surfing cluster is located today, in Biarritz. Another strong socio-economic factor in the development of the surfing cluster was also the dedication of surfers to create products and services for surfers. This created a dedicated but also exclusive community and has led to the individualistic image of surfing and surfers today. While interpersonal relationships can be very strong it seems difficult for CLOR such as for example a large boardsport brand to seek professional interorganisational relationships and exchange with equals (other boardsport brands), governing bodies, or smaller equipment specialists in the cluster. The fact however, that personnel circulates within the industry permits a certain social permeability (LSF-SOC 6). While the community aspect used to create strong links between CLOR via interpersonal relationships, this is less the case today (LSF-HIS 1).

Links to other cluster organisations (CLOR) (Table 2)

MC1 refers to links with boardsport brands (BB 7) and surf shops (SC 4) which is a link directly generated through MC1 primary activity. In the surfing magazine MC1 is naturally reporting about surf athletes that use boardsport brands' products or are sponsored by those and surf events that are organised or sponsored by board sport brands. Similar links exist to surf accessories and fashion brand but to a lesser intensity (AF 2). Furthermore boardsport brands tend to be the type of organisation that advertises most in MC1's magazines. The relationships are therefore commercial. Links to surf shops are through MC1's distribution strategy which is free distribution of the magazines through specialised surf and boardsport retailers. Links to governing bodies have only developed when MC1 started to organise surf related events in the cluster such as trade show for which were supported by local authorities (GB 3).

Nature of interorganisational links (IOL) (Table 3)

Interorganisational relationships are often both formal and informal at the same time. People that work for and hence represent different business CLOR might be professionally linked due to various reasons and might at the same time share leisure activities such as surfing at the same beach or other social activities which can lead to amicable relationships. The regular circulation of staff between the major boardsport brands contributes to this phenomenon (fIOR 2; iIO2 2). Informal networks occur in different configurations. MC1 had its own informal network from the start of the enterprise due to personal links with different actors in the surfing industry that were leveraged for professional purposes. Another informal network has been created through MC1's form of distribution, collaborating with a large network of surf shops and specialist retailers. Another initiative of MC1 that fosters networking in the surfing cluster is the organisation of an event day each year inviting all the boardsport industry representatives to give them an opportunity for informal exchange and building of relationships. The original mentality and culture of surfing and the surfing industry represented in the slogan "from surfers for surfers" express the importance of informal networking in this industry (iION 7).

Interorganisational behaviour (IOB) (Table 4)

Even though competitive behaviour (IOB-COM 3) is clearly evident especially in the relationships between different boardsport brands due to the immense pressure of capturing even the smallest competitive advantage in the competitive market of surfing equipment and fashion. MC1 mentions also examples of collective behaviour. The examples for cooperation deal primarily with the behaviour between MC1 and its business partners such as the boardsport brands and the surf retailers. The economic model of MC1 would not be possible without their cooperation but in the end it is beneficial for the business partners, too, because the advertisement is more efficient thanks to a higher distribution of the magazine (IOB-COOPER 2). MC1 supposes that more interorganisational collaboration between CLOR, whether competitors or not, would help to face challenges such as competition from non-surf sport brands (e.g. Nike) entering the surfing market and low coast generic sport products distributor (e.g., Decathlon) diminishing surf brands' images. That is why MC1 suggest more interorganisational collaboration between CLOR in strategic and commercial issues (IOB-COL 6). Today MC1 notices only minor hints for ICB such as the help of public authorities to organise events that support the surfing industry (ICB-ALT 1) or MC1's initiative to create a trade show for the local surfing industry (ICB-CONSTR 1) or a surf industry event day to improve interorganisational links (ICB-ADV 1).

Innovation (IN) (Table 5)

The main source of innovation in the surf industry is cited as the practice of the sport itself. Thereby it is not specified who is the practitioner of the sport. Hence, we interpret that the normal end consumer (IN-SOU-CON 3), the professional athlete (IN-SOU-EXT 3), or the employee of a surf company (IN-SOU-INT 3) can be the source of innovation when practicing the sport. However, MC1 also explains that exchanges are essential for innovation. We interpret that exchanges can be between people, organisations, and different sports. MC1 notices that between different boardsports, it is surfing that has been most innovative and has most potential for innovation in terms of technical equipment. It is hence from surfing where ideas for innovation in boardsports come from (IN-SOU-IDE 2). Inherent in MC1 role as publishing company and its products, the magazines, MC1 has the role of information diffuser including new innovation in sports equipment. Hence, MC1 contributes indirectly to the commercialisation of new products in the surfing industry (IN-PHA-COM 2).

Interview Analysis Report SURFAQUI Governing Body (GB3), Cluster Manager

Profile of the cluster organisation

GB3 is an organisation dedicated to the management and animation of the surfing cluster: the cluster governance organisation (CGB). The CGB was founded in 2005 and is funded by several public authorities (two departmental, one regional, one national, and the European public authority) and membership fees of companies. There are four permanent employees working at GB3. GB3's activities are the management of collective and collaborative projects between CLOR, improving links between CLOR, and organising cluster events such as workshops and seminars. I interviewed the cluster manager.

Location-specific factors (LSF) of the sport cluster (Table 1)

Few references are made to particular characteristics of the cluster. GB3 refers to the high concentration of surfboard shapers in the region. 40 of all surfboard shapers in France (around 80) are located in the cluster region (LSF-ECO 1). GB3 sets out the five major pillars in which GB3's activities are subdivided: market research, innovation and R&D, sustainable development, collective actions for surfboard shapers, surf clubs, surf schools, associations, and retailers, and projects around human resources and communication.

Links to other cluster organisations (CLOR) (Table 2)

GB3 coordinates formal interorganisational links between CLOR aiming at cooperation or collaboration. GB3 explains its functioning vis-à-vis its members. The cluster has a budget to conduct activities. This budget consists of about 50% membership fees and 50% public subsidies. Organisations have to pay a membership fee and can subsequently participate in collective or collaborative projects. Collective projects are coordinated by GB3 but the research service is usually outsourced to third parties. These are paid with the cluster internal funds and by and additional fee per participating CLOR per project (GB 5). In the frame of those projects there are numerous links to other CLOR. There are links to research institutes and laboratories (ER 4), to service providers and consulting firms (SC 4), to the large board sport brands (BB 2), to shapers, and to equipment specialists (ES1) within collective or collaborative projects (ER 5).

Nature of interorganisational links (IOL) (Table 3)

GB3 explains extensively different forms of formal interorganisational networks (fION 13). These are inherent to the formal organisation of the CGB created by different public authorities to manage and promote the surfing cluster. GB3 differentiates two types of formalised networks, those created for collective projects and those created for collaborative projects. Collective projects usually involve competitors around a common issue that is perceived as non-competitive, that requires larger investments, and with an unknown outcome. Therefore competing CLOR are ready to cooperate in order to achieve synergies or better problem solutions for a shared problem. Examples are the research projects aiming at finding solutions for the recycling of neoprene wetsuits or the recycling of polybags that are used for packaging. This project has been initially supported by a large number of big surf brands and is still continued by four companies including large surf brands and medium-sized accessories and fashion brands. Another example is the project formed around the profession of surfboard shapers and how the CLOR can help them. Formal meetings are organised in which surfboard shapers can express their needs and create a network with other shapers. This kind of project often involves consulting or service firms that act as project coordinator. On the other hand there are collaborative projects that unite a few complementary actors from the cluster around a shared objective such as for example an innovation project. Actors in this kind of project are usually complementary such as a surf brand looking for a product innovation, a research laboratory providing research facilities and methods, an equipment specialist as subcontractor to provide specialised material or equipment, and a governing body helping to obtain funds. Collective project are usually managed by the CGB or a paid service provider, while collaborative projects are usually managed by the CLOR itself while being accompanied by the CGB. Informal networks develop and remain within those formal networks (iION 3).

Interorganisational behaviour (IOB) (Table 4)

GB3 stresses the cooperative behaviour that takes place in formal interorganisational projects. CLOR approach a shared problem collectively in order to achieve synergies or better problem solutions with less input. Those projects are often around issues that firms are not able or willing to embrace individually. The project work itself usually takes place via external service providers such as research laboratories and consulting firms. Participating CLOR such as surf brands or accessories and fashion brands usually contribute financially but there is only little direct exchange between them (IOB-COOPER 3). Collaborative behaviour however, occurs in collaborative projects between complementary firms that contribute different skill, knowledge or other resources to the project such as in the example of a surf brand developing a product that links a camera with a surf mask together with a supplier of and the support of funding from government agency (IOB-COL 2).

Innovation (IN) (Table 5)

Formal interorganisational projects, whether collective or collaborative in nature, have often served for or aimed at innovation. Hence we consider these forms of interorganisational cooperation and collaboration as source of innovation. Sources of innovation can be links and cooperation with complementary firms such as large surfboard brands and supplies or subcontractors. It can be also the exchange between competing firms such as several large surf brands or accessories and fashion brands (IN-SOU-EXT 8). Examples are product material innovation in surfboard manufacturing and in the lifecycle of neoprene wetsuits (IN-PROD-MAT 2).

(Edited in Orsay, October 2013)

Interview Analysis Reports Examples SAILAUCK Interview Analysis Report SAILAUCK Marine Equipment (ME1), Director

Profile of the cluster organisation ME1 was founded in 1992 and is based in Western Auckland. The company is specialised in industrial automation and since 1996 they are also providing electrical design and automation services to the marine industry. Automation services include drawings of automation systems for boat classification societies and the design and construction of control centres. ME1 considers their work as customised services with a low scalability. Automation systems control anything that moves on a boat such as sails, winches, davits, doors, alarms, etc. ME1 works mainly on sailing super yachts, which is also due to the fact that New Zealand is a great sailing destination. 90% of ME1's clients are from overseas. Currently ME1 has six employees and no overseas offices anymore.

Location-specific factors (LSF) of the sport cluster (Table 1)

Auckland as a location is considered to be important because it is a hub of marine expertise and it is associated with sport events in sailing such as the America's Cup which gives it a positive sporting image (LSF-SPO 1). The geographical proximity of firms in SAILBRIT allows regular meetings and hence, a familiarity between CLOR (LSF-ECO 2). The regular encounters between different CLORs allow information sharing but ME1 explains that this is not happening as much as it could be. It would be very helpful for ME1 to have more exchange earlier in the production process of a boat with for example sail and rig makers (LSF-SOC 2).

Links to other cluster organisations (CLOR) (Table 2)

ME1 does mention links to other CLOR but none of them is remarkably strong. ME1 has links to classification agencies that approve boats to a boat class. ME1's product designs needs to be approved by those. Spar and rig makers are an important source of information for ME1 but they hardly get directly in touch with them (SR 2). ME1's clients are usually boat yards (SY 1), boat owners or project managers. ME1 mentions close links to hydraulics suppliers for the installation of their products (MS 1). ME1 has contacts to a university to take on students from time to time to do their thesis or internships (ER 1).

Nature of interorganisational links (IOL) (Table 3)

Formal interorganisational relationships exist to clients which are usually boat yards, boat owners, or boat project managers (sponsor). Secondly, there is a formal relationship between ME1 and the CGB as ME1 is a member (fIOR 4). ME1 works with other marine equipment suppliers or service providers in order to complete their jobs. These links are usually informal (fIOR 2) because all suppliers are formally linked to the sponsor but not amongst each other (iION 2). The formal links to the CGB provide ME1 with access to a formal network (fION 1) but also opportunities to create informal networks.

Interorganisational behaviour (IOB) (Table 4)

Regarding relationships with sailmakers and rigging firms ME1 perceives a sort of competitive behaviour as those are not interested in sharing information that they receive from their clients which could help ME1 to improve their products and services. ME1 analyses as reason for this behaviour ignorance with regards to ME1's work by other CLOR. Furthermore ME1 explains that people in the cluster tend to be interested in their own work and success and not the one of others (IOB-COM 3). The notion of compliance to behavioural norms is expressed in the attitude of how one responds or should respond to problems. It is about being available and not letting people down in crucial moments such as the launch of a boat (ICB-COM 2). There is also the attitude of standing up for one's work which means also to admit mistakes. It is important to be conscious of each firm's contribution to the final result. In order to succeed anyone involved need to be ready to spend hours at work that do not correspond to usual work hours (ICB-CONSC 2). A cross-recommendation of firms indicates a certain level of loyalty between CLOR (ICB-LOY 1). Cooperation and collaboration between different marine equipment firms and marine service providers are mentioned (IOB-COOPER 1, IOB-COL 1).

Innovation (IN) (Table 5)

Product innovation is driven primarily by consumers and their feedback (IN-SOU-CON 2) but also stimulated by interorganisational exchanges between for example two marine equipment firms such as a helm provider and a systems provider (IN-SOU-EXT 3). In each boat project ME1 reserves a part of the budget for possible innovation which is usually minor improvements due to the limitations of budget (IN-SOU-INT 2).

Interview Analysis Report SAILAUCK Marine Service (MS2), Director

Profile of the cluster organisation MS2 was founded in 1995 and is based at the North Shore of Auckland. It is a project management office with the founder and director as only employee. The founder has been involved in professional ocean racing before going into project management and hence, has got a lot of experience in this field. MS2 has fulfilled different roles as boat project manager such as concept, development, specification, contract and the project management itself. MS2 has been involved in 12-15 projects which were primarily on super yachts. Location-specific factors (LSF) of the sport cluster (Table 1) MS2 insists on sport-related LSF. One fact is that people who are involved in SAILAUCK grew up in the marine cluster and with sailing in the same yachting clubs and in the same yachting races. MS2 assumes that people are less involved in the sport of sailing in other sailing clusters in Europe. This close link between sailing as sport and sailing as industry is especially important in terms of the sailing system on a boat which includes mast, sails, rigging, and control systems. In order to optimise the sailing system a good understanding of the different functions is necessary which is facilitated through actors' proximity. Another factor related to sport is the technology and innovations that are developed in professional sailing competitions such as the America's Cup and that trickle down into the sailing industry (LSF-SPO 4). Closeness to the sea and the access to sailing infrastructure such as yachting clubs provide favourable geographical factors for sailing. Those sailors feed the sailing industry which provides the basis for a sailing cluster. SAILBRIT provides nowadays a large choice of specialised marine goods product and service providers (LSF-GEO 2, LSF-SOC 1, LSF-ECO 2).

Links to other cluster organisations (CLOR) (Table 2)

Working as a boat project manager MS2 is mostly in touch with boat owners, boat captains but also with naval architects (NA 5). It depends on the boat owner's strategy how closely the other CLOR are involved in the projects, and hence whether MS2 is in touch with them. There is the shipyard, sailmaker, and mast maker who are also contracted by the owner (SY 3, SR 2). MS2 mentions also the link to the cluster governing body which organises joint participation at international trade shows off several CLOR (GB 1).

Nature of interorganisational links (IOL) (Table 3)

The different CLORs that are involved in a boat project create an informal network (iION4). The linking element between all of those different CLOR (project manager, shipyard, sailmaker, rigging maker, etc.) is the boat owner who contracts them and the boat itself because everyone is working on it. These people are often linked beyond the boat project as they might know each other from previous projects or from joint sailing experiences in regattas in their leisure time.

Interorganisational behaviour (IOB) (Table 4)

One of the most remarkable interorganisational behaviours that MS2 points out is honesty and integrity in business relationships. This is mentioned with respect to the acceptance of errors and the joint effort to find solutions rather than finger-pointing. This behaviour corresponds to conscientiousness (ICB-CONSC 3). MS2 mentions long-standing relationships with some CLOR such as a particularly sailmakers (ICB-LOY 2). Generally the atmosphere within a boat project is quite open and CLOR act cooperatively (ICB-COOPER 3).

Innovation (IN) (Table 5)

While ideas for innovation in the super yacht segment are primarily driven by the client's requirements (IN-SOU-CON 1), the technology developed in race boats trickles down to the super yacht segment at a later point. This process is fostered through the increasing number of super yacht regattas and hence owners' increasing interest in speed (IN-SOU-EXT 1). Innovation in yachting in the past has not involved radical changes according to MS2 but there has been changes in both material innovation (IN-PROD-MAT 1) and system and technology innovation such as anchor systems and lifting keels (IN-PROD-SYS 1).

Interview Analysis Report SAILAUCK Professional Sport (PS3), Design Performance Analyst

Profile of the cluster organisation

PS3 is a professional sport team in ocean racing. It was founded in 1987 in Auckland and was the only commercially funded sailing team to survive from the multi-challenge America's Cup event race in 2007 in Valencia. Since its defeat in San Francisco it had received interim funding from the New Zealand government. The interview took place before the America's Cup in 2013 and hence the team was in full preparation for the race. The interviewee is part of the design team. His job consists of modelling and analysing designs of different boat parts and their performance. The interviewee actually works for an American shipyard that is specialised in performance multihull boat designs but is contracted to New Zealand's ocean race team PS3 for two years. The number of employees in PS3 varies greatly from season to season. Heading up to the America's Cup competition in San Francisco 122 people were working at PS3 in the sailing, design, shore, or support team. Location-specific factors (LSF) of the sport cluster (Table 1) PS3 refers most often to geo-economic (LSF-GEO 8) and sport-related factors (LSF-SPO 7). PS1 refers to the high density of small boat builders and other marine related businesses such as machine shops, composite manufacturers, spar and mast maker, and more. They tend to be all SME. In addition to the clustering of the marine enterprises in SAILAUCK, the boat building project for an ocean race team creates a cluster inside the cluster which is the site where the boat is build. All involved parties physically meet there because they have to work on the boat. This allows direct personal exchange on a day-to-day basis. This includes designers, boat builders, sail and rigging makers, and mast maker. Everyone is in the same location or at most 15 a minutes' drive away. The particularity of the boat building industry is that is not very predictable and that is why there are no big corporations that come in and consolidate the market. The interviewee considers location as becoming more and more important for production location but not for innovation (LSF-ECO 8). The sport related factors are essentially the fact that ocean race sailing teams are based in SAILAUCK which stimulate the local marine industry because they order a lot of parts and service from the local industry. New Zealand is far away from everywhere (LSF-GEO 1) and hence, everything that is needed to build a boat is provided by some small company locally. In sport boats New Zealand has a very good reputation in boat building (LSF-SOC 2), especially in multihulls. Boats in France are often not built to a boat class or only to a boat class with very few restrictions. Furthermore France has a history of single-handed racing which requires additional technology that allows the safe handling of big race boats. New Zealand on the contrary has a history of team mono-hull sailing and tends to build boats to boat class standards which leave less room for technical and design innovation (LSF-SPO 7).

Links to other cluster organisations (CLOR) (Table 2)

Links between CLOR are primarily mentioned with regards to the team that builds an ocean race boat which consists of shipyards (SY 5), naval architects (NA 2) marine service suppliers, marine equipment suppliers (ME 1), rig/mast/sail designer (SR 3) and supplier and more. PS3 is also co-located with other professional sailing teams in SAILAUCK (PS 4). Links to naval architects and ship yards are very close through joint boat design and testing in order to optimise performance.

Nature of interorganisational links (IOL) (Table 3)

PS3 refers to the boat building project and the different contracted suppliers and providers as formal network that works physically in the same place, the ship yard, and whose members are linked all through the same intermediary and employer, the professional team (fION 2, fIOR 1). There is in addition an informal network that consists of informal relationships with additional suppliers or sponsors of marine or non-marine related material (iION 5, fIOR 2).

Interorganisational behaviour (IOB) (Table 4)

The boat building project around an ocean race team generates different citizenship behaviours. There is behaviour that fosters advancement of the project which is shown by the motivation and contribution of resources, knowledge, testing and more of all participating team members to advance the performance of the boat (ICB-ADV 2). This is supported by conscientiousness meaning that for example part suppliers respond immediately if there is an urgent need for a repair or a moulding of an additional piece (ICB-CONSC 2). It seems that there is a great willingness of the overall marine community to help the team so that it can achieve the best sporting results possible (ICB-ALT 3). There is a high loyalty between organisations involved in the boat building project for a professional team but this loyalty usually lasts only as long as the campaign lasts. Afterwards every involved organisation is back on its own (ICB-LOY 2).

Innovation (IN) (Table 5)

The network created around a race boat building project involves plenty of different CLOR and is a very fruitful environment for innovation through external links and exchanges as those different organisations are physically close together and work towards a common goal: the fastest boat for the competition. This interaction includes daily discussion on the workshop floor, test races of new components on the water with athletes and technical staff such as naval architects, discussions after the test phases, etc. Furthermore PS3 mentions inter-cluster exchange through people that move between those clusters as source of innovation. An example is a boat designer from France who has come to Auckland to design a boat for a French owner and who works now for a New Zealand boat yard and professional team. Another source of innovation mentioned by PS3 is the open classes that are typical in France that allow the full expansion of creativity of boat builders and designers while in New Zealand designers and boat builders are often restricted to build to class standards. Generally one can say that the stricter the boat class standards, the less innovation there is (IN-SOU-EXT 8). The interviewee is mostly involved in the invention phase of innovation, so modelling prototypes and testing them (IN-PHA-INV 4) but also in the idea generation in collaboration with athletes and naval architects (IN-PHA-IDE 1). Our interviewee is mostly involved in design innovation of dagger boards (keels that go through hulls of a multihull) (IN-PROD-USE 3).

Interview Analysis Report SAILAUCK Amateur Organisation (AO2), Marketing and Communications

Manager

Profile of the cluster organisation AO2 is the oldest and largest yacht club in New Zealand and is based in Auckland. I interview the marketing and communications manager of the club who has been involved in the club since youth times. AO2 has around 2,400 members and is run by 20 full-time plus ten part-time staff. There are about 60 volunteers that help to run the club's different activities. The club was founded in 1871 and runs youth sailing programs, organises regattas about 1000 per year-and is host club for New Zealand professional offshore race team. The club's activities are organised in 15 committees and one general committee.

Location-specific factors (LSF) of the sport cluster (Table 1)

Geo-economic factors are cited three times (LSF-GEO 3). The interviewee speaks about a 'natural cluster' built around the marina because of the large number of sail makers, riggers, ship chandleries and other marine related businesses that are located nearby and that naturally builds relationships. The fact that these people go sailing in the same clubs and in the same regattas contribute to this natural clustering effect. There is another cluster consisting of the high number of yacht clubs concentrated around one area and only few marinas in Auckland. AO2 has a quite open policy about the management of the club facilities. There are no barriers and everyone can just walk into the club house and its facilities basically. This creates a more welcoming and less elite atmosphere (LSF-SOC 1). There are two sport-related factors (LSF-SPO 2). One is the fact that New Zealanders are very interested in sailing and boating as sport or leisure activity and even in financially difficult times people continue sailing. Secondly, the reputation of AO2 as New Zealand's biggest yacht club is so good that they hosted not only the stopover of an international ocean race but organised the in-port leg which is usually run by a professional sport event organisation and not the hosting countries' yacht clubs (LSF-SPO 2).

Links to other cluster organisations (CLOR) (Table 2)

AO2 refers most often to sailmakers and rigging firms (CLOR-SR 6). AO1 has important links to those as they supply equipment to the club for example for the youth programmes. Sailmakers are primarily based in the marina and the area nearby, at most a ten minutes' drive away. Those relationships are mutual beneficial as the clubs benefit from the equipment provided and the marine equipment suppliers use it for marketing communication purposes. Similarly AO2 has good relationships to boat builders, especially the one that has designed and built three generations of race boats for the youth programme (CLOR-SY 4). AO1 has also links to the agencies that manage the marinas and to other marine service firms such as ship chandleries that are also suppliers to the club. The marina itself is not owned by the club but by another organisation as opposed to other places (CLOR-MS 4). AO2 maintains links to the national sport organisation for yachting, the marine industry association and also to the government (CLOR-GB 3). AO2 has furthermore links to a professional ocean race team as it is sailing under AO2's flag (CLOR-PS 3). AO2 has also friendly links to other smaller yacht clubs located in the same area (CLOR-AO 3). 3) AO2 refers most often to formal interorganisational relationships (fIOR 7). Some of the formal relationships mentioned are links to sponsors such as sailmakers and boat builders that are usual corporate members of the club. That means that they get some advertising in the club's magazine and the sponsor's employees have corporate status as well. The link to the professional team is also formalised as the team is sailing under AO2's flag and name. In addition to contractual relationships with the sponsors there are personal informal relationships (iIOR 3). AO2 itself can be considered as a formal network that links amateurs, professional sailors and teams, marine industry, and governing bodies. Members have to pay a membership fee whether as private person or corporate member (fION 2). The club and its activities allow the creation of informal social networks through meetings and joint activities such as regattas (iION 2).

Nature of interorganisational links (IOL) (Table

Interorganisational behaviour (IOB) (Table 4)

The most prevalent behaviours are altruism (ICB-ALT 5), loyalty (ICB-LOY 2), and cooperative behaviour (ICB-COOPER 3). Altruistic behaviour exists in inter-club relationships. The clubs tend to loan out equipment such as patrol boats or race management to help each other out. Members of one club can also participate in regattas of other clubs. Also in the relationships with sail makers or riggers the notion of helping each other or share resources is evident. As reason AO2 mentions the fact of being from New Zealand, to be a 'kiwi', is sufficient to create this helping behaviour. The spirit of sport permits the co-existence of competition and cooperation as people can be competitors on the water but friendly afterwards. The club maintains relationships to the same suppliers and prefers to source from them. This has allowed the creation of long-term trusting relationships to boat builders and marine equipment suppliers.

Innovation (IN) (Table 5)

External links to other yacht clubs, to amateur sailors, and to professional sailing have served as source of innovation to develop AO2's offers. AO2 acknowledges also its role as intermediary between sailors and skippers as end user and marine equipment firms as manufacturer and supplier. AO2 has for example worked with a boat builder over years to develop three different race training boats for the youth programme (IN-SOU-EXT 2).

Interview Analysis Report SAILAUCK Governing Body (GB1), Director

Profile of the cluster organisation GB1 is a marine industry association founded in 1999 replacing the preceding association. GB1 integrates industry association, industry training association, and export group. I interviewed the director of these organisations who has been in this role since the organisation's inception. The headquarters of GB1 are based in one of Auckland's marinas close to the city centre. There are 18 permanent employees that run GB1. Out of 470 members there are 170 different member CEOs that run the 23 different committees in GB1. There are three boards to which our interviewee reports to. GB1's mission is to increase business opportunities for members but also to achieve higher profitability, get better training, and to do joint promotions. The marine industry generates a turnover of NZ$1.7 billion which is NZ$700 million in exports and the largest manufacturing sector in New Zealand. The product range in New Zealand's marine industry goes from canoes, skiffs, Olympic Games yachts to super yachts, tourism boats, and work boats. GB1 runs industry training and hosts sailing related industry and sport events which are funded by membership fees, surpluses from events, and billable services. GB1 and its activities are funded 20% through membership fees ($NZ400-2000) and the remainder through surpluses from running events and some government funding, notably for the training programme.

Location-specific factors (LSF) of the sport cluster (Table 1)

Sport-related (LSF-SPO 8), socio-economic (LSF-SOC 8), and political (LSF-POL 7) LSF are most often referred to. Sport-related LSF are mentioned through sport events such as the America's Cup, the Volvo Ocean Race, but also super yacht regattas such as the Millennium Cup which were hosted by SAILAUCK. These events attract media attention and free media exposure of Auckland and its marine industry. Another sport-related factor of SAILAUCK is the involvement of workforce in the marine industry in some yachting or boating activity. Our interviewee compares the yachting industry with the motor-racing industry. Success in yachting sport events has fostered the economy in SAILAUCK as well. Socio-cultural aspects of New Zealand people influence SAILAUCK. New Zealanders tend to be good craftsmen and quite hands-on people. New Zealanders are open minded and do not hesitate to ask questions and seek advice. That is described as one of the key secrets of their success. The New Zealand government has been open and in favour of the yachting industry as they appreciate their contribution to New Zealand's economy. This is shown through financial support of the training scheme and diverse other activities of GB1. It is also reflected in the fact that the marine industry in Auckland could maintain attractive land at the waterfront that could have been otherwise transferred into much more profitable real estate for hospitality use and other purposes. Usually the local Council is in favour of the marine industry and support their demands (LSF-POL 7).

Links to other cluster organisations (CLOR) (Table 2)

GB1 is the marine industry association and refers most often to other governing bodies (GB 8), e.g., government agencies. GB1 does a lot of lobbying and receives subsidies from the government on different occasions such as the joint organisation of a stand at a trade show or hosting a large sport event. The America's Cup and professional teams such as Emirates Team New Zealand have links to other CLOR such as naval architects, component manufacturers and others (PS 3). Only big companies have contacts to universities and there are only very few big companies in New Zealand (three bigger than 100 and10-15 with more than 15 employees) (ER3). 3) GB1 provides a formal network structure for all members with a subscription and membership fee, committees and formal projects and initiatives such as networking meetings, social functions, joint promotions and stands, etc. to benefit from the cluster group. On the other hand out of this formal collaboration informal networks emerge as platform for further synergetic benefits. This formal activities account for about 50% of the cluster benefit (fION 2). The other 50% come from informal networks and exchanges that can happen on those formal occasions or beyond that over an after-work beer (iION 8). Our interviewee emphasises that for both activities face-to-face communication is essential and cannot be replaced by modern communication tools in order to maintain and live the New Zealand culture of sharing which is essential for innovation. Formal relationships exist between cluster organisation and its members through formal membership and a membership fee. There are also formal secrecy agreements between firms and professional teams as clients (fIOR 1).

Nature of interorganisational links (IOL) (Table

Interorganisational behaviour (IOB) (Table 4)

GB1 emphasises cooperative (IOB-COOPER 4) and collaborative behaviour (IOB-COL 3). Cooperative behaviour happens through joint promotions and the organisation of industry events. In this case GB1 usually has the lead and unites different CLOR to join an initiative that they started and manage such as a joint stand at a trade show to reduce the cost. Collaborative behaviour could be observed for example in the case of the creation of a joint training scheme in which 150 different CLOR had to reveal their success factors in order to integrate those in the training scheme. Furthermore altruism (ICB-ALT 4) and constructiveness (ICB-CONST 4) are referred to as ICB dimensions. The government is helping the marine industry through diverse political measures such as maintaining industrial land for the marine industry in the city centre. There is also the general culture of New Zealanders and the marine industry in particular of sharing information to solve problems rather that keeping information for oneself following the motto that more minds are wiser than few. Constructiveness is evident especially in the behaviour of GB1 but also CLOR that are involved in the committees because they engage in strong lobbying at the government to protect and put forward the marine industry's interests. In case of doubt about the marine industry's position this is negotiated and agreed upon beforehand within the respective committee.

Innovation (IN) (Table 5)

As main source of innovation GB1 refers to the employee in marine businesses who is in most of the cases userconsumer as well, i.e. the employees in most SAILAUCK's organisations are engaged in boating or yachting activity themselves and hence, understand the product better and how to improve it (IN-SOU-CON 3). Links and cooperation with universities can be complementary source of innovation as well as professional sport, just as in Formula 1 (IN-SOU-EXT 4). While ideas often come from consumers (IN-PHA-IDE 2), the prototype and test phase happens in some cases in cooperation with universities and professional teams such as for sails construction and testing (IN-PHA-INV 3). Most of innovations mentioned in the interview refer to material innovation such as sail cloth and composite material (IN-PROD-MAT 4) and some to technology innovation such as a jet propulsion system (IN-PROD-SYS 2).

(Edited in Bietigheim-Bissingen, December 2013) 

Interview Analysis Reports Examples SURFTORQ

Interview Analysis Report SURFTORQ Professional Sport (BB1/PS1), International Events and Girls'

Team Manager at a big Boardsport Brand

Profile of the cluster organisation

The interviewee works for a big boardsport brand holding two functions. She is manager for international surf events and team manager for the professional female surf team of BB1. The former includes event organisation, ensuring sponsorship and event logistics, and leveraging the event. The latter is the function we focus on. It involves management of investment in professional female surfers and leveraging those sponsorship relationships. It includes supporting professional female surfers with equipment and/or financially and assuring that they reach their full potential. It is also showcasing the sponsoring boardsport brand's link to the girls' team for promotion purposes. PS1 interacts with the athletes' personal business operations or directly with the individual surfers. There are currently five female surfers in this boardsport brand's female team. The "team" is created through the joint sponsorship of the same brand but not necessarily through a team performance as surfing is an individual sport.

Location-specific factors (LSF) of the sport cluster (Table 1)

Our interviewee refers to a major surfing competition which happens each year at a world known surf beach just a few minutes away from Torquay. This sport event is a major feature of the SURFAQUI. All the professional surfers, including the girls' team of this brand, come together once a year to attend or participate in this event (LSF-SPO 4). This surfing event is one of the longest running surfing event (52 years) worldwide (LSF-HIS 1) and mobilises many local surfers and general public. Diverse CLOR make this event happen (LSF-SOC 1). The event is happening in a natural reserve and hence, many precautions need to be taken for the preservation of the environment (LSF-GEO 1). Local businesses make a large proportion of their annual turnover during this time of the year (LSF-ECO 1).

Links to other cluster organisations (CLOR) (Table 2)

PS1 refers to links to different governing bodies especially with regards to the organisation of this big annual surfing event which PS1's associated boardsport brand used to organise until this year. To do this PS1 worked with the international governing body for professional surfing, but also with the regional governing body for amateur surfing. In fact PS1 used to share the license for the surfing event with the regional surfing body in a 50/50 per cent repartition (CLOR-GB 3). Second most often PS1 refers to professional surfers or the professional surfing girls' team (CLOR-PS 4) in the context of product feedback that the professional athletes provide.

Nature of interorganisational links (IOL) (Table 3)

Most reference is made to informal interorganisational networks (iION 4). There is an informal network manifested through informal exchanges between PS1 and other divisions and sister companies of the boardsport company. A network of informal relationships to different local stakeholders, notably governing bodies in the cluster, is essential for the successful organisation of the annual surf contest. The entire local community is involved in this event and the interviewee describes the network of key players as big family. However, there are also interest groups that are always against the surfing and the event. Some of these interorganisational networks related to the big annual surfing event have become formalised (fION 2) such as the relationships and communication to the international and regional surfing governing body due to ownership of the event and subdividing responsibilities for the event. Little reference is made to interorganisational bilateral relationships such as the contractual relationships with sponsored team surfers (fIOR 1) and the interaction and communication in those relationships that go beyond contractual agreements such as product feedback (iIOR 1).

Interorganisational behaviour (IOB) (Table 4)

The most evident interorganisational behaviour is loyalty (ICB-LOY 5). This is revealed in long-lasting relationships between boardsport brands and their sponsored athletes that are usually represented through their personal business operations. The shortest sponsorship has been lasting for nine years at the moment. There are also loyal longstanding relationships to local stakeholders such as sport governing bodies, local authorities such as the regional government event agency, sub-sponsors and local suppliers of various products for the event.

Other dimensions of citizenship are only weakly indicated such as constructiveness through PS1's presence in an advisory committee around the use of the local surf beaches, especially the most renowned one where the surf contest takes place every year (ICB-CONSTR 1). Collaborative behaviour is required for the joint organisation of the surfing event with the regional sport governing body (IOB-COL 2).

Innovation (IN) (Table 5)

PS1 explains how professional surfers and their product feedback (IN-SOU-EXT 4) determine product innovation especially in design aspects (IN-PROD-USE 3). This product feedback is equally provided by all surfing employees' in the boardsport brand company (IN-SOU-INT 2). While exchange with professional surfers about their experiences and needs stimulate new ideas for design changes (IN-PHA-IDE), the leveraging of professional athlete sponsorship is crucial for the commercialisation of the boardsport brand's products (IN-PHA-COM 2). Furthermore exchange and idea sharing happens with other divisions of the boardsport brand company in which PS1 is embedded. This relates to product innovation. There are also exchanges with sport governing bodies with regards to improvements of surfing events.

Interview Analysis Report SURFTORQ Accessories/Clothing Brand (AC1), Director Profile of the cluster organisation AC1 is specialised in the design and marketing of snow performance gear. The company was founded by a formerly professional ski racing athlete. The founder started a first business with making and selling head bands. This first business idea in the early 1990s was continued by friends. Another business creation followed with the foundation of AC1 in 2000 in Torquay with the aim to create world class functional snow gear at competitive prices. There are about 15 people working at AC1 in marketing, design and administration, while warehousing and manufacturing are outsourced to third parties. AC1 is promoting its own brand while at the same timing AC1 is original equipment manufacturer (OEM) for mountain business uniforms for example.

Location-specific factors (LSF) of the sport cluster (Table 1)

AC1 refers most often to socio-economic factors (LSF-SOC 7). Our interviewee explains that the fact of a large proportion of people in the surf and boardsport industry being surfers or participate in other boardsports makes communication easier due to a sport-related like-mindedness. There is a shared spirit which favours the lifestyle following the motto "work to surf" instead of "work to make money". This attitude is what people in different surf related businesses in SURFTORQ connect beyond competitiveness and what attracts new enterprises and employees to settle in SURFTORQ. The fact that people are equally passionate about what they do in their work and in their spare time impacts on behaviour at work and in business relationships. This passion links them with link-minded people in CLOR in their environment such as co-located firms and associated organisations in the surf industry. However, this friendly and casual attitude of owners and employees in surf businesses has changed with the growth of those companies and change of ownership through international acquisitions. A catalysator for passionate and friendly behaviour between surf businesses has been the shared practice of surfing because that is where everyone is considered and treated equal as sportsmen and not pondering business rationales (LSF-SPO 3). At the origin of SURFTORQ were two surf brands that have grown today to global leaders in surf equipment and fashion. The founders of those first businesses in Torquay and therewith the founder of SURFTORQ wanted to find an occupation when there was no surf and to make a living where the water and the waves were (LSF-GEO 3, LSF-HIS 2).

Links to other cluster organisations (CLOR) (Table 2)

While there is no particular external organisation mentioned particularly often or importantly, AC1 refers to accessories and fashion firms (AF 2) as players in the cluster, to other boardsport brands (BB 2) as those that started the surf industry and cluster in Torquay, and to professional athletes (PS 2) who test AC1's technical products such as gloves. 3) AC1 refers only to informal networks in terms of interorganisational links (iION 7). At the inception of the company informal networks have already played a crucial role. AC1's founder benefited from informal mentoring through other surf business founders in the emerging cluster. The informal sharing of information between employees and managers from different surf businesses continues today while this concerns nowadays less strategic issues such as sales information or the market situation. AC1 explains that the surf industry and even more the ski and snow industry in Australia is extremely small and hence, you need to be connected with the informal network in the industry if you want to be in it. Often business partners are friends at the same time. Small businesses and new start-ups are feeding of the few bigger companies and all of them are linked through the tininess and specificity of this niche industry. 4) Some altruistic behaviour (ICB-ALT 3) can be observed in the relationships of bigger established surf brands with smaller start-up surf enterprises. AC1 reports an informal mentoring through the bigger surf companies up to the achievement of a certain company size. Even after this stage mutual informal exchanges about market and industry news continue to take place but usually at the beach or on the water outside of offices. Another example of helping behaviour is one of the larger brands offering remaining space in a truck to AC1 to fill it up with their products to save them transport cost. The notion of conscientiousness (ICB-CONSC 3) is associated with the expression of shared passion and like-mindedness for surfing and a lifestyle attitude between employees of different CLOR. This can results in taking higher than normal efforts as shown in the example of a sponsorship relationship between AC1 and a professional boardercross rider. AC1 is willing to invest into the development of specialised equipment, in this case gloves with protection made of Kevlar, that will not be suited for the broad mass market but will improve the professional athlete's performance and the relationship between sponsored athlete and AC1's brand.

Nature of interorganisational links (IOL) (Table

Interorganisational behaviour (IOB) (Table

Innovation (IN) (Table 5)

For external links as source of innovation AC1 refers to professional team riders who test products, give feedback and ideas for product development and improvement (IN-SOU-EXT 3). The team riders play a role for the phase of idea generation (IN-PHA-IDE 1) for example input concerning the design (IN-PROD-USE 1), in the invention phase for the testing (IN-PHA-INV 1) and during the commercialisation phase (IN-PHA-COM 1) as they generate credibility and marketing effects for the products.

Interview Analysis Report SURFTORQ Boardsport Brand (BB2), Marketing Manager

Profile of the cluster organisation BB2 is a boardsport brand founded in 1970 in Torquay. The two founders decided to focus on board shorts design and manufacturing but diversified over time into wetsuits, surf boards, clothing, accessories and other technical equipment in surfing and other boardsports such as snowboarding and skateboarding. The company has furthermore diversified into the female boardsport market with a brand dedicated to women. The originally Australian company is nowadays an American owned company with the global headquarters in the United States. However, the company has kept regional headquarters in Torquay as well as the design and development department for certain product categories such as board shorts. There are about 160 people working in the Australian based headquarters. Sourcing, manufacturing, and the main part of distribution is done out of China.

Location-specific factors (LSF) of the sport cluster (Table 1)

Socio-economic (LSF-SOC 4) and sport-related (LSF-SPO 4) LSF receive are most evident. The socio-economic aspect about Torquay and its surfing cluster is the lifestyle of people living there and working in the surfing industry. It is commonplace that people go surfing before, during or after working hours. In BB2 a bit less than a third of the employees are surfers. This goes across all different departments and ranks in the company and hence, employees of different areas and ranks meet at the beach and in the water to go surfing. The shared interest and passion for the activity of surfing breaks down formal barriers and hence, communication is informal and casual and can be on professional or private matters equally. Our interviewee explains furthermore that there is a different "language" used in the company between those people that surf, described as endemic language, and those that do not surf, described as non-endemic. In a non-surf context BB2's brand logo would be accompanied by the writing of the brand's name while for an endemic environment the logo would be used without it because people would recognise it an associate it with BB2. BB2 explains that next to BB2 other surf brands have originated in Torquay and that many other larger surf related brands started their licensed business out of Torquay recognising it as "the surfing capital". This has led to the geographical concentration of surf companies and related organisations in Torquay and the emergence of the surfing cluster (LSF-ECO 2).

Links to other cluster organisations (CLOR) (Table 2)

BB2 refers to another equally large boardsport brand (BB 2) and to smaller surf accessories and clothing brands (AC 1) from other countries that came to Torquay to explore the Australian market. Firm internal designers and external hired designers play a key role for BB2 and the surf industry (DS 2). BB2 has links to the local university through research contracts in which BB2 is using university laboratories and technical equipment for product testing. These links are realised via PhD students and professors that carry out research projects aiming at problem solutions for boardsport brands such as BB2 and their products (ER 2). BB2 mentions media and communication agencies (MC 1) as well as consulting firms as important partners (SC 1). 3) BB2 refers most often to informal interorganisational networks (fION 4). Employees of different boardsport brands tend to meet at the beach or in the water regularly when they go surfing during working hours or in spare time. This gives the occasion to exchange informally about the surfing industry, however restricted due to confidentiality and collusion issues. Also in terms of business there are indirect informal networks through the use of the same retailers for example. BB2 describes the whole surf industry as quite tight and the discussions on the beach or in the line-up for the surf are interpreted as bridging element surpassing formal borders such as company affiliation or status levels. BB2 refers also to a formal network consisting of BB2, the local university, and a government agency as funding provider (fION 1). Formal interorganisational relationships are mentioned through PhD students and research projects with universities and through commercial relationships to multibrand retailers (fIOR 2).

Nature of interorganisational links (IOL) (Table

Interorganisational behaviour (IOB) (Table 4)

We notice the behavioural dimension for advancement through joint research projects between university and boardsport brand to develop technical fabrics and advance product development. This includes the involvement of government for accessing research grants (ICB-ADV 2). Loyalty is mentioned towards marketing and consulting agencies with whom BB2 has worked over ten years (ICB-LOY 1). While the relationships to other boardsport brands are generally competitive the shared passion and activity of surfing creates space for cooperation through informal exchange (IOB-COOPET 1).

Innovation (IN) (Table 5)

BB2 cites different links to external organisation as sources of innovation (IN-SOU-EXT 4). One source for innovation funding was a joint project with the local university and the local government. The links to marketing and consulting agencies are used to obtain ideas from outside the surfing world for different purposes such as a product launch or a new strategic direction. The reasoning for the use of external agencies is based on the idea that innovation does not come from resting in your group and comfort zone but going outside of it. This means also taking outsiders into the existing group which BB2 does in its recruitment strategy. Even so about a third of BB2's employees are surfers, there are many that do not have the typical surfing background and that bring in other assets and perspectives. Those applied to the surfing world can result in quite innovative idea, products, and services. External links are primarily used for new idea generation (IN-PHA-IDE 8). Internal sources such as BB2's employees that are surfers are used for product testing (IN-PHA-INV 5) but also for idea generating through a formal internal idea collection and analysis system called "The Bakery" to which each employee can submit ideas to any department or for any product or service on a weekly basis (IN-SOU-INT 4). Next to internal process improvements generated through this tool, most of innovations resulting from external collaborations have focussed on product material innovation such as a Lycra with taping and banding properties for enhanced performance, warmer fabric for wetsuits, or rash-free material for board shorts (IN-PROD-MAT 4).

Interview Analysis Report SURFTORQ Education/Research Institute (ER2), Curator

Profile of the cluster organisation ER2 is a museum around surfing located in the centre of Torquay. It was opened in 1993 by an initiative of a team of local surfers, the national sporting organisation for surfing, the Torquay surfing industry, and regional authorities. It is run by the curator, some part -time staff and volunteers (ca. 10 people). The exhibitions consist mainly of exhibition material that has been donated by the local surfing community including both private individuals and surfing companies.

Location-specific factors (LSF) of the sport cluster (Table 1)

In terms of geo-economic LSF ER2 explains that the museum is co-located with the national and regional sporting governing body of surfing (LSF- ECO 5). It is also right next to the headquarters of big local boardsport brands that have grown in SURFTORQ since the late 60s. In the early stages SURFTORQ's businesses were quite heterogenous and everyone was specialised in some field and did not engage in other segments. Manufacturing used to be done locally and in an artisanal style initially and later on in factories of larger scale (LSF-HIS 3). Due to the geographical proximity of the different businesses everyone could see what see other one was doing and the industry developed fast and alongside each other. A LSF-SOC is that ER2 relies heavily on local surfing community in terms of exhibition material. This is usually permanently or temporarily, for the duration of the exhibition, donated to ER2. The development of the surfing industry has strongly impacted the development of the town of Torquay. The surf breaks have attracted surfers that decided to stay and create a life around surfing. Hence, they started to make surf equipment and sell it to local or travelling surfers. From this simple idea a surf industry of important size at international level has emerged and coined Torquay's townscape. Hence, the interviewee puts forward the need to think about the surfing industry's and surfing companies' legacy for Torquay. This is especially necessary in the case that companies leave the town or get bought out by foreign investors that might reduce the company's presence and activity in Torquay as it had happened recently. In addition to that the role of the sport of surfing is emphasised in the development of SURFTORQ as the practice and passion for surfing stands at the beginning of SURFTORQ (LSF-SOC 5). This passion influenced also working behaviours such as a highly flexible management of time in surf companies. Employees would go surfing as soon as the surf was good so that employees could benefit at a maximum of good surf conditions. Another unique socio-economic dimension is added through the fact that in SURFTORQ professional and private world are closely intertwined because professionals from different surf businesses are usually surfers and through the concentration of businesses and surf sports in SURFTORQ, people will meet in the water as in board rooms (LSF-SPO 4).

Links to other cluster organisations (CLOR) (Table 2)

ER2 refers mainly to BB (n=4). Our interviewee has worked in the surf board manufacturing industry for over 26 years. There he has created lots of contacts and hence, links to various BB and one in particular. BB have played a major role in the development of the cluster as they started to employ people and people started to change jobs between different BB which started the creation of a big informal network of surfing enthusiasts and professionals. BB started also to create business opportunities for affiliated activities such as screen printing, surf accessories, surf-related services, and more that again had links to other surf businesses and affiliated organisations. ER2 mentions the national and regional sporting governing body of surfing to which ER2 has close links.

Nature of interorganisational links (IOL) (Table 3)

ER2 informs only little about the nature of interorganisational links. He mentions good relationships to the national and regional sport governing body which used to be formal through direct employment of the curator, shared office space, and through collaboration for events (fIOR 1). In addition to that there is a permanent informal exchange as the sporting bodies' offices is still located close-by to ER2 (iIOR 1). The description of the overall surfing cluster and how it has developed shows clearly the development of an informal network between surf industry professionals through business links and also shared passion for surfing that create occasion for informal exchanges (iION 2).

Interorganisational behaviour (IOB) (Table 4)

ER2 explains that there was a high level of mutual support and assistance between CLOR in the early phase of SURFTORQ. It used to be like a "big family" and if you needed something you just went to the company next door that might have been doing the same thing as you and you would get help (ICB-ALT 3). This behaviour has changed as business started to cross-over into each other business segments as initially everyone was more or less specialised. In the 80s CLOR started to become more competitive and attitudes changed. Much of manufacturing was moved overseas in order to bring prices down and make more profit. Also companies started to copy each other in terms of products offered (IOB-COM 3). Finally ER2 noticed that competition and cooperation started to happen simultaneously with the overlap of professional and private lifes through surfing. People develop inter-personal relationships during surfing sessions and meet each other again later in the board room. This is a unique socio-economic phenomenon and influences interorganisational behaviour. (IOB-COOPET 3).

Innovation (IN) (Table 5)

SURFTORQ creates an environment and atmosphere that is conducive for innovation whether it is due to the concentration of surfers in few surf spots or in companies selling surf equipment (IN-SOU-CON 1) or due to the concentration of firms and organisations piggybacking innovative products and services around surfing from each other (IN-SOU-EXT 1). Inevitably these people exchange and discuss about surfing and surfing equipment. They have ideas (IN-PHA-IDE 1) that BB can pick up, make prototypes, and get them tested by their employees or the local surf community (IN-PHA-INV 2).

Interview Analysis Report SURFTORQ Amateur Organisation (AO1), President

Profile of the cluster organisation AO1 is a surfing club for recreational and competitive surfers on non-professional level. The club was founded in 1978 in Torquay. I interviewed the club's president who has been in this role for five years. Next to his role as club president, he is also manager of the state under 18 surfing junior team. The clubs activities include the organisation of six aggregated events per year and a couple of special events. It is a competitive club and not a learn-to-surf club. The entire club is run by volunteers.

Location-specific factors (LSF) of the sport cluster (Table 1)

AO1 refers to socio-economic LSF (LSF-SOC 2) such as the strong feeling of belongingness of club members to AO1 and even non-members. This is exposed for example through club stickers on cars. The membership in the club is considered as a status symbol because the best surfers of the region are in this club. There is potential to grow the brand of the club but AO1 explains that it is an elite club for top level surfers. AO1 has no interest in diluting the brand through opening the club to general public or commercial interests. AO1 requested a physical location for the club from the local government as currently there is no club house or location to stores club's property (LSF-POL 1). The sport of surfing was originally the driving factor for AO1's president to move to Torquay and follow the lifestyle of surfing and working there (LSF-SPO 1).

Links to other cluster organisations (CLOR) (Table 2)

AO1 refers to governing bodies (GB 5) most often. These are the state sport governing body for surfing with which AO1 is affiliated in order to obtain insurance for the club's activities. Other GB with which AO1 is in
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 2 Figure 2. Stage model for the evolutional process from industrial district to networks.
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 5 Figure 5. Freeman's stakeholder model (2010, p. 25).
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 6 Figure 6. Sport industry components not recognised by ANZSIC 4 (Sport & Recreation Victoria, 1997).
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 8 Figure 8. Typology of citizenship behaviours.
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 9 Figure9. Overview of ICB and OCB concept development[START_REF] Braun | Project citizenship behaviour? -An explorative analysis at the project-network-nexus[END_REF].

  study interorganisational links between industry and universities as source of innovation and compare them to partnerships with other external partners such as firms from the same group, customers or suppliers, competitors, and public research centres. Results show that firm and industry characteristics influence a firm's cooperative activities regarding innovation. Examples of characteristics are firm size; research and development intensity; whether a firm belongs to a group; whether a firm specialises in product or process innovation; and whether a firm has access to public funds for research and development activities. Internal research and development and agreements with suppliers and customers positively influence a firm's propensity to cooperate with universities (Segarra-Blasco & Arauzo-Carod, 2008). Interorganisational and intraorganisational settings as source of innovation have been compared in previous research. One study examines the effect of external versus internal social capital as a determinant for radical product innovation. Social capital is defined as the sum of actual and potential resources embedded in and derived from networks and relationships. The effect of social capital on innovation has been widely discussed. Cuevas-Rodríguez, Cabello-Medina, and Carmona-Lavado (2013) find that internal social capital is most relevant for radical product innovation in relation to both technological and market dimensions. The influence of external social capital is not as strong and even reduces the positive effect of internal social capital on the market dimension of radical product innovation. Another study approaches the comparison of inter-and intraorganisational links by comparing open and closed innovation modes. This approach is combined with exploitation and exploration strategies in order to suggest taxonomy of innovation modes. The identified modes of innovation are: open exploration, closed exploration, open exploitation, and closed exploitation. Results show that open exploration and closed exploitation lead to better technological and market resources which in turn promote new product innovations. It can be concluded that interorganisational links are more important in the initial phases of innovation, idea generation and invention (exploration), and less
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 17 Figure 17. Geographical map of SAILBRIT displaying size and location (Eurolarge Innovation, 2012).
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 18 Figure 18. Poster presenting SAILBRIT as 'Sailing Valley' (OR8).

  ION develop from formal links. Formal settings such as the CGB, its members, and projects initiated and managed under the CGB's custody create room and opportunities for the development of informal IOR and ION. The CGB has an integrating role by connecting CLOR depending on their needs. CGB helps for example smaller CLOR to find education/research partners for research and development: '[name of CGB] helps to bring the right people together. For example a small company has an idea how to improve a product, but not the resources to develop and test this improved product.[name of CGB] helps to contact research laboratories in universities that have the competence and resources to develop and test the new product.' (GB4) CLOR favour informal agreements. GB3 explains that informal ION are based on interpersonnel trust, mutual respect, citizenship behaviour, hand-shake agreements, and their long-standing knowledge of each other. These forms of agreements and communication take priority over commercial contracts or formalised and signed partnership agreements (GB3).CLOR create ION informally to find solutions for shared problems. GB2 cites examples in which different CLOR tried to find solutions for various shared problems such as lack of access to waterfront based industrial land; lack of online communication and information platform for marine service and marine equipment professionals; and high cost for boat maintenance and cleaning facilities such as a boat hull cleaning station. CLOR shared costs for finding and realising problem solutions such as setting up a shared online platform or constructing shared maintenance and cleaning facilities (GB2). The CGB plays an important role in creating informal ION through creating opportunities for developing informal IOL horizontally and vertically amongst CLOR: 'Similarly the fact that especially the firms know each other and that there is regularly room where they can meet in an informal way around some animation, interprofessional encounters, etc., all that is very specific in our industry sector.' (ER1) Informal ION are created around boat building projects. Many CLOR are required to build a quality boat. CLOR meet because they work on the same boat project. They discuss designs of different parts and how they work together even though there are not direct formal links between them.CLOR are only indirectly linked via the shared customer (SR3). Key success factor of boat building projects is team work. SR1 argues that an open-minded approach and understanding of the other CLOR's tasks and requirements is crucial for a successful boat building project: 'So, when we work with the others[CLOR], that allows us to open up our mind firstly, to understand other ways of functioning, of working, and to discover together with the cluster [organisations] new technologies'.What is interesting about informal ION between CLOR is to have informally access to external competences and capabilities without necessarily being in a formal commercial relationship with the other CLOR. Informal ION are based on interpersonal relationships, sometimes friendships, between individuals in different CLOR (ME1/MC2). People in CLOR tend to know each other and a lot of communication is through word-of-mouth: 'It's a milieu where everyone knows each other.' (MC2). Informal ION need to be leveraged to provide access to resources when one CLOR get to the limits of internal resources: '[…] just when we need competencies of friends, that's what it is for, it is about working your network and make the networking functioning' (ME1).

(

  ME3). ME5 works with the athletes: 'we work in collaboration with the athletes … we work with them to test products and to suggest improvements to us'.SR2 works also very closely with professional sport. SR2 provides professional sport with technical advice, ideas, and support. The demands of professional sport encourage innovation from their suppliers. ME3 explains, 'They want sometimes very particular things that are very high performance, so they want all at once. They are extremely demanding. The fact of being in touch with them makes us progress.' Professional sport has oriented local firms to the sailing/ocean racing sectors. GB1 explains '[PS] went trying to find solutions for performance issues, for security, and all that in local companies that were in the area. So, they [PS] stimulated the companies that had already been there towards innovation'.A race-boat construction project is in fact a research and development project. Each new race boat requires new solutions and new research (GB3). PS2 sees itself as a 'testing laboratory' for manufacturing CLOR. PS1 describes themselves as motor of innovation and a financial sponsor of innovation: 'That brings us performance and for the technical partner, it will allow him to test his material and to progress technically. That was the classic version of a partnership but there are also partnerships where we are much more the motor financially and where we also would like to benefit from innovation.' Similarly, GB1 states 'The racing stables in Lorient have stimulated innovation in local enterprises'. The innovation also boosted marketing 'because it was a good element of communication for them towards other clients' (GB1).

  ME5 states, 'We are happy to be part of this project all together because in some way we make progressing the entire yachting industry'. MS1 also considers formal multilateral projects as a means of innovation. Collaboration encourages organisations to have open minds, to understand different ways of functioning and working, and to discover new technologies. External links as source of innovation is indispensable due to financial constraints of individual CLOR. SR2 explains 'I think that we need to go together towards innovation because of investment reasons'.CLOR highlight informal ION as crucial source of innovation. ME6 explains, 'When you go to one of the cluster events and you start talking to somebody from the same industries but seeing it from a different angle, … you can actually break those barriers down, and … that's one of the critical elements to value innovation'. In SAILBRIT it is often at the intersection of complementary CLOR

  Some CLOR have internal research and development, employing their own engineers and designers (SR2). There are permanent research and development units within ME5, SY2, SR1 and SR2. Other CLOR are without dedicated research units, but still have their own research and design equipment. For example, MS1 states, 'I have means internally in my agency concerning everything around bio-chemical analyses.' NA2 spoke about their investment in software to assist their own research and development initiatives.
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 19 Figure 19. Causal fragment location-specific factors in SAILBRIT.
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 20 Figure 20. Causal fragment cluster organisations in SAILBRIT.
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 21 Figure 21. Causal fragment interorganisational links in SAILBRIT.

  the frequency of parallel occurrences of different interorganisational behaviours(IOB) and different innovation themes. IOB inform about innovation because cross-coded references are assigned to IOB and innovation dimensions (n=90). IOB inform about sources of innovation (n=51), but also about the innovation phases (n=26), and types of product innovation (n=13) as there are shared coded references. Advancement (n=13) and collaboration (n=12) are most often in parallel cited with external links as sources of innovation. Also loyalty (n=6), cooperation (n=6), and altruism (n=4) are crossreferenced with external links as sources of innovation. There are only few cross-coded references to internal resources and consumer. Advancement occurs during the idea generation phase (n=5) and the invention phase (n=6). Collaboration is also evident during the idea generation phase (n=4).Advancement (n=3) and collaboration (n=3) influence the type of product innovation as there are parallel references for system/technology innovation. No other innovation dimension is cross-coded with IOB.Cross-coding Matrix of InterorganisationalBehaviours and Links (SAILBRIT) 

  acronym for the surfing based sport cluster in the Southwest of France. SURFAQUI stretches from Hossegor on the northern end to Hendaye in the South at the border to Spain (ca. 63 km). The highest densities of CLOR are in Biarritz, Anglet, and Hossegor. SURFAQUI stretches across two French departments 'Landes' (40) and 'Pyrénées Atlantiques' (64) (Figure 22).

Figure 22 .

 22 Figure 22. Geographical map of SURFAQUI's location in the Southwest of France (Mycampingfrance, 2014).

  factor sport has another impact. Surfing's image attracts the interest of non-surf organisations (e.g. education/research institutes). Those organisations are attracted by the possibility to do something different and potentially related to what people are passionate about. Working with education/research institutes or other non-surfing related organisations enriches SURFAQUI's collective resources and capabilities (ER1).

  membership association and run by an executive team of four full-time employees including the director and two boards (board of directors and advisory board) staffed with industry professionals.The head office of the CGB is based in Hossegor. The CGB acts independently but in collaboration with local authorities. The CGB facilitates networking and collaboration amongst CLOR through industry events and collective projects (OR1/OR3). The CGB affiliates 127 members in 2014.Public authorities partially fund the SURFAQUI CGB. GB1 and GB2 are responsible for economic development in the French department that covers parts of SURFAQUI. Therefore they consider it as their responsibility to support and accompany CLOR and support CGB financially. GB2 contributes to SURFAQUI through participation in the CGB's steering committee, the technical committee, which constitutes for example the jury for the innovation contest (GB2). SC4 is 'at the board of [name of CGB] and we are very implicated, very concerned and we follow from very close everything that happens in [name of CGB]' The CGB is important for SC4 'because for me it is today the only known and renown organisation in the surfing industry that puts in place really concrete actions.'The CGB has many roles. The CGB facilitates funding from third-party sources. They conduct collective projects on issues of common interest to the CLOR. They help individual CLOR to find collaboration partners for research and development projects or other issues (GB5). CLOR also work with other governing bodies for funding assistance. The CGB assists new CLOR to get established, with the patent process, and with international marketing (GB4). The CGB provides networking and communication platforms. CLOR use the CGB to develop collaborative projects with other CLOR including competitors (PS1/BB7). The CGB provides CLOR with advice about innovation and potential research partners (e.g. research centres and laboratories). The CGB has a crucial role in creating links between private businesses and research/education institutes (GB1/GB3/GB5).

Interorganisational links .

 links Formal interorganisational relationships (IOR) (n=95) are referred to most. Interorganisational networks (ION) are referred to second often, however both informal ION (n=70) and formal ION (n=60) are indicated to a similar degree. Informal IOR (n=34) are indicated least often.

  conceptualising new products. There are formal IOR between education/research institutes and equipment specialists around research and product development. ES1 uses research laboratories to acquire expertise. The provision of research services by education/research institutes to other CLOR are formalised in contracts.

Figure 23 (

 23 Figure 23 (AD1) shows a selection of typical products of SURFAQUI. While there used to be

Figure 23 .

 23 Figure 23. Boardsport lifestyle products, products for practicing boardsports, and boardsport accessories (AD1).

  Figure24shows the causal fragment revealing cause-effect relationships between different location-specific factors. The surfing conditions are the key geographical location-specific factors in SURFAQUI. The history of surfing in Aquitaine reportedly started with a surf movie and a surfboard that was left behind. French travellers returning from bother surf destinations in the world would settle in the region. Some brought with them licences for Australian or American surf brands. Social activities developed alongside the practice of surfing.Underpinned by a shared passion for surfing, the surfers developed a strong social cohesion. Economic development started with set-up of European branches of American or Australian brands but these were complemented by original surf brands or other surf related businesses such as surf schools, retailers, media, and accessories. The circulation of employees between different CLOR is closely connected to interpersonal relationships. The emergence of an economic sector around the sport of surfing motivated public authorities to support and foster economic activities around surfing and hence, contribute to the growth and sustainability of SURFAQUI through creating a CGB. This in turn stimulated economic activities in SURFAQUI.
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 24 Figure 24. Causal fragment location-specific factors SURFAQUI.
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 25 Figure25shows the causal fragment revealing ten identified types of CLOR and how they
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 25 Figure 25. Causal fragment cluster organisations in SURFAQUI.

  are primarily CLOR affiliations to the CGB or commercial contracts between CLOR as subcontractor, supplier, and service provider. The sum of those fIOR and notably the membership in CGB create a fION. CLOR are involved in fIOR with different CLOR at the same time. The CGB is central to the fION in SURFAQUI. Within the fION of CGB informal exchanges and iION develop. Smaller iION between CGB-affiliated CLOR develop, e.g. triangle networks between different CLOR. One example is the triangle between boardsport brand, surf school, and surf retailer. While there are fIOR between all three of them, there is also informal exchange. iION also emerge through CLOR initiatives to organise workshop around shared topics (e.g. healthy surfboard shaping processes for designers/shapers) with financial support from the CGB. iION also develop from formal activities: commission meetings, industry seminars, or the annual meeting. Those iION allow informal exchanges between some CLOR that lead to new collective approaches. iIOR result from fION or iION, in which two CLOR have intensively worked together and hence kept in touch.
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 26 Figure 26. Causal fragment interorganisational links in SURFAQUI.

  Cross-coding Matrix of InterorganisationalBehaviours and Links (SURFAQUI) references made to IOB relate to product material innovation (n=8). Regarding source of innovation almost all the references made in IOB relate to external links as innovation sources (n=26). In the theme innovation phases the references made to IOB correspond almost equally to the different innovation phases: idea generation (n=2), invention (n=3), and commercialisation (n=2).

  SAILAUCK is the acronym for the sailing cluster in Auckland region in the North of New Zealand. SAILAUCK stretches along the east coast from Wellsford at the northern end to the southern suburbs of Auckland (ca. 77 km). There is a concentration of CLOR around Westhaven Marina close to the central business district of Auckland. There are a few outposts in western suburbs of Auckland. SAILAUCK employs around 160 people and generates about €10 million turnover directly in the yacht racing sector. SAILAUCK is embedded in New Zealand's wider marine industry, which employed 7,900 people and generated €735 million turnover through local production in 2011(Market Economics, 2012). Figure27shows the geographical location of SAILAUCK.

Figure 27 .

 27 Figure 27. Geographical map of SAILAUCK's location in Auckland region (Vectors Ltd, 2014).

  industry in terms of boat construction and marine equipment sales (SY1 and SR1): 'If the team is successful and does bring the Cup back here, a whole lot of additional work will come in.' (SR1). The success of the Cup team back in 1995 is cited as a catalyst for developing SAILAUCK: 'I mean what put the Auckland sailing industry on the map really was the America's Cup.' (NA1) The victory of a sports team is positively associated with related products made in the country of the winning team:

  the horizontal perspective there are competitors of the same type of CLOR and CLOR from overlapping industry sectors.In this paragraph vertical downstream links to suppliers or subcontractors are analysed as source of innovation. Shipyards refer to innovative links with a number of different suppliers. Boat project managers can provide external views and new trends in design and technologies: 'Feedback from other people, for example, working with [name of MS], he goes and sails on all manners of yachts all over the world built by ourselves and our competitors.' (SY2) External links can lead to collaborative product development (SY3). Shipyards and marine equipment firms develop new products with naval architects (e.g. boat radars and hulls).In this paragraph, vertical upstream links to clients are analysed as a source of innovation. The shipyards derive ideas from their clients which can be naval architects or boat project managers (SY2).Shipyards as clients of marine equipment firms give input regarding interior design to adapt it better to the client needs: 'Then we showed them and pointed out what was wrong and they designed a whole new one.' (SY4). In another case, a shipyard was source of innovation for a marine interior designer to modify blinds for super yachts (ME2). ME3 refers to the development of special blocks for the forestay of smaller race boats that were developed and manufactured on demand of one of their clients.While shipyards specialised in super yachts drive innovation with regards to comfort, style, and volume; shipyards that specialise in race boats stimulate innovation with regards to speed and overall performance. Sometimes there is innovation diffusion between the racing and super yachts: 'they were doing great innovations that came out of the America's Cup which are now commonly seen in the general super yacht market and in the performance racing market.' (MS3)In this paragraph, links between CLOR and education/research institutes are analysed as a source of innovation. Students complete internships or theses in CLOR (SY3). They often start their own marine business later on or start working in existing marine businesses in SAILAUCK. These companies often become highly innovative suppliers or subcontractors for other CLOR whilst keeping links to universities. NA1 refers to tank-testing research with a local university but notices that links to education/research institutes are underutilised for innovation purposes. ER1 mentions a project including professional sport and a sailmaker/rigging firm for the construction of a sail testing facility.In this paragraph links to professional sport are presented and analysed as source of innovation. Big sailing sport events such as the America's Cup or the Volvo Ocean Race are mentioned as external source of innovation: 'The reason for innovation is because of those big projects. So the America's Cup and the Volvo have big budgets to allow for and to fund some innovation.' (SY3) The close network between CLOR allows innovations to trickle down between different professional sport entities and between professional sport and amateur sport organisations.Marine equipment firms and shipyards are the catalyst therefore. They adapt the innovations coming from professional sport to the mass market purposes. Easy and informal exchange and communication with other CLOR facilitate the diffusion of innovation: 'it's just a phone call to ask a quick little thing and suddenly you have talked to this guy and to this guy and you put it together and you come up with something new.' (SY3) PS2 emphasises the need to use links to external partners for the development of hardware and data capture instruments for sport performance analysis. There are a lot of interorganisational links within professional racing teams and the marine industry through involvement in boat building projects. Interorganisational links between CLOR are naturally a source of innovation because different CLOR that are involved in the project continue to exchange opinions, technical know-how, and experiences from sea trials. PS3 explains 'and the whole team and people involved will have a meeting with the sailors and the designers and engineers and we will get feedback basically saying this was good, this was bad.' (PS3) Links to professional sport is a strong source of innovation as long as boat classes in regattas remain open classes with few restrictions. This permits professional teams not only to exceed through excellent sporting performance but also through advancement in technical, material, and design innovations. ME1 as supplier has close links to professional sport teams. The resulting discussions and feedback are major source of innovation as stated here 'It's really because you are dealing with people that are actually sailing or you are sailing yourself, you are getting ideas and/or feedback.' (ME3).

  Sailmakers and education/research institutes conduct sail tests in a shared testing facility together (SR3/ER1). Many different customers such as other sailmakers, professional sport teams, and other cluster companies with aerodynamic products use the testing facilities. The wind tunnel is internationally known because there are only few of them in the world.Sailmakers work with shipyards for material testing (SR4). Professional sports are strongly involved in testing sails, sail batons (SR4), boats, and boat parts (e.g. dagger boards 9 ) (PS3), electronics such as GPS tracking devices (PS2). Physical proximity to professional sport is crucial for product testing as GB3 explains: 'However, as a testing ground for instance, nothing beats the fact that you have got the stuff on your door step there and you have got those sailing teams that base themselves down here.' (GB3) Professional sport can be involved in both product testing but also in the design and construction of prototypes (PS3). Dagger boards are a new and specialised development in multihull boat design. Hence professional sport is heavily involved in their development, production, and testing. ME3 designs and manufactures products and accompanies the client during sea trials. Sail batons are continuously improved through testing by professional sport (SR4). GB1 explains idea generation by individuals: 'Well, you might make a prototype and use it yourself or your friends and then release it.' Commercialisation. There is only very marginal evidence for the phase of commercialisation provided primarily by media/communication firms (n=4). MC1 contributes to the commercialisation of inventions by reporting about it in their magazines: 'We are also looking at innovations and technologies and we are reporting that to our readers'.
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 28 Figure 28 shows materials used in the years 1950-1970 as exhibited in the marine museum of
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 28 Figure 28. Overview of boat building materials commonly used in 1950-1970s.

1

  What is a sport cluster?The overall research questions are addressed by answering the subordinate research questions. All answers given here are tentative and no answer is exclusive to other possible answers.CRQ 1aWhat are the characteristics of a sport cluster? is addressed by investigating different location-specific factors and cluster organisations. Figure29shows associative relationships between different LSF. We find that socio-economic LSF and geographical LSF dominate as conditional factors for SAILAUCK's development and durability. Even though historical LSF are only marginally indicated, these have influenced socio-economic LSF together with geographical LSF. SAILAUCK is based in an island nation surrounded with plenty of water and beaches. New Zealand has been discovered only over two hundred years ago and was populated by people arriving in boats and ships.Hence, there is a maritime heritage in the culture and nation. These circumstances have led to increased interest and activity in sailing which in turn has led to a sizeable local demand and marine industry. The strong engagement of New Zealanders in competitive sailing has led to the development of SAILAUCK as racing industry. Politics recognise the value of the marine industry but not the ocean racing industry by itself. There is a nation-wide marine industry governing body, but not a local, specialised, yacht-racing, cluster governing body. Therefore political LSF have only some impact.
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 29 Figure 29. Causal fragment location-specific factors in SAILAUCK.
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 30 Figure30shows relationships between the ten identified types of CLOR. Professional sport
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 30 Figure 30. Causal fragment cluster organisations in SAILAUCK.
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 31 Figure 31. Causal fragment interorganisational links in SAILAUCK.

  the frequency of parallel occurrences of different interorganisational behaviours and different innovation themes. IOB inform about innovation because cross-coded references are assigned to IOB and innovation dimensions (n=53). IOB inform about sources of innovation (n=32) and to a lesser extent about innovation phases (n=11) and type of product innovation (n=10). Advancement (n=17), altruism (n=8), and collaboration (n=4) are most often in parallel cited with external links as sources of innovation. There are no cross-coded references between IOB and internal resources or consumer. Advancement (n=4) and Altruism (n=3) occur during the idea generation phase of the innovation process and to a lesser extent during the invention phase. Advancement (n=5) occurs in design/use innovation and to lesser extent in system/technology innovation (n=2). No other dimensions of innovation are cross-coded with IOB.Cross-coding Matrix of Interorganisational Behaviours and Links for SAILAUCK

  from SURFTORQ Within-Case AnalysisSURFTORQ is the acronym for the surfing cluster in Victoria, Australia. More specifically, SURFTORQ stretches from Apollo Bay (Surf Coast Shire) to Geelong as (ca. 113 km). There is a major concentration of cluster organisations (CLOR) in Torquay. Figure32shows the geographical location of SURFTORQ.

Figure 32 .

 32 Figure 32. Geographical map of SURFTORQ's location in the Southeast of Australia, Victoria (G21 Region Alliance, 2014).Few official numbers are available on the size of SURFTORQ. In a media release 1,000 direct

  ES2 has close links to professional surfers. ES2 has direct links to professional surfing because one of the business partners is a professional surfer. Many professional surfers are amongst ES2's clients. For example, half of the professional surfers in SURFTORQ's major surfing competition used ES2's products.AC1 emphasises two reasons for its close links with professional sport. Those are product development and marketing communication. AC3 illustrates their collaboration with professional sport for product development. SC5 points out that professional athletes are attracted to places like SURFTORQ because it offers good training conditions. SC5 argues, 'Yes, and in each of these places the leading sports men have continuous engagements to bring them to that location, to bring them to the geography and location of the cluster.'
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 33 Figure 33. Causal fragment of location-specific factors in SURFTORQ.
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 34 Figure34shows the causal fragment revealing ten types of CLOR and how they influence
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 34 Figure 34. Causal fragment cluster organisations in SURFTORQ.
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 35 Figure 35. Causal fragment interorganisational links in SURFTORQ.

  sailing have created strong local demand. The arrival of professional ocean racing teams and associated training centres have fostered the growth of local economy around sailing equipment and services. The abundance of sailing infrastructure (e.g. berths, marinas, and boat services) attracts many amateur sailors and encourages the establishment of amateur sport organisations. Numerous professional sport teams and professional training centres are based in SAILBRIT. There are pressures

  -economic, sport-related, and historical LSF create the necessary socio-economic tissue as basis of sport clusters. Geographical and geo-economic LSF generate a concentration of CLOR in one location. Political LSF can leverage the full potential of sport clusters if applied at the right time and integrating extant CLOR. Figure 36 shows the different LSF of sport clusters with the decreasing size of arrows indicating the decreasing relevance of LSF. The findings suggest revising the conception of some LSF for future research.

Figure 36 .

 36 Figure 36. Decreasing relevance of location-specific factors in sport clusters.

  Interorganisational links in SURFTORQ. The most common IOL in SURFTORQ are informal ION. Other forms of IOL are much weaker. The development of informal ION is strongly influenced by historical, socio-economic, and sport-related LSF. Informal IOR have developed through friendships, family bonds, sport activities, and social events. The high number of informal IOR and their exposure to other informal IOR involving other CLOR created an informal ION across CLOR.

Figure 37 .

 37 Figure 37. Integrated causal fragment illustrating the evolutional development of interorganisational links and the role of LSF.

  (e.g. the apprenticeship and training programme). The central coordination of marine education and training assures skilled labour force across different marine sectors. SAILAUCK, as a yacht racing cluster, benefits also from this labour supply. The marine industry association organises meetings to help members to develop external links. Altruism is exemplified in shipyards sharing knowledge about production techniques and exchanging labour. Shipyards help suppliers (e.g. sailmaker/rigging firms) providing detailed product feedback. Shipyards help other marine equipment and service firms by referring potential clients to them rather than to companies outside the cluster. CLOR help each other by providing informal advice and information. There is altruistic behaviour in the relationships between professional sport and cluster companies (e.g. shipyards, marine equipment and service). All organisations want a fast racing boat. In this case altruism is shown through sharing information and discussing ideas that might help one firm in its individual task or at the interface of two tasks provided by different firms. There are multilateral projects in which CLOR help each other out beyond formal agreements. Sailmaker/riggings firms might provide free test sails to education/research institutes for research purposes while education/research institutes might conduct more tests for sailmaker/rigging firms than initially agreed without extra charge. Professional sport might spend time helping education/research institutes' to run tests.

  CRQ2. Interorganisational citizenship behaviours lead clearly to better innovation capabilities throughout the entire value chain. This enables organisations to respond better to environmental changes. Collaborative and cooperative behaviours contribute to a lesser extent to enhanced innovation capabilities. Coopetition and competition contribute only little to enhanced innovation capabilities in sport clusters. Material innovation is the predominant type of product innovation in sport clusters, followed by design/use innovation and technology/system innovation.Product material innovation is strong in both surfing clusters and weaker represented in sailing clusters. Technology/system innovation is strong in the French sailing cluster, while design/use innovation is particularly strong in Australasian clusters across both sports. External links amongst cluster organisations (e.g. interorganisational relationships or networks) are the main source of innovation in sport clusters. Innovation is enhanced by the presence of interorganisational citizenship behaviour and to a lesser extent by collaborative, and cooperative behaviour. The contribution of external links to innovation is evident in all cases but more in the French compared to the Australasian cases.

  University of Paris South with Auckland University of Technology DEPARTMENT OF SPORT MARKETING AND MANAGEMENT CONSENT FORM To: General Manager/CEO, Director Research & Development, Director Marketing Research Project: The relationship between interorganisational citizenship behaviour and innovation within sport clusters Researchers: Anna Gerke (PhD candidate), Prof. Michel Desbordes, Dr. Geoff Dickson (supervisors) I have read the Participant Information Sheet, have understood the purpose of the research and why I have been selected. I have had the opportunity to ask questions and have them answered to my satisfaction.

(

  Edited in Torquay, 06/06/2013) Observation Report Example SAILBRIT Report on observations and exploratory interviews at the Volvo Ocean Race (VOR) competition and village on the occasion of the stopover in Lorient 16 th June to 1 st July 2012

AG:

  How long have you been president of EuroSIMA? FB: For six years. AG: So you were at the foundation of EuroSIMA? FB: Well, no, I arrived after the founder, the 1 st president of EuroSIMA. AG: Ok, thank you. The topic of the afternoon session of the second day was the board sport industry and market trends. It was animated by a consultant from an industry research firm called NPD Group and the CEO of a communication and market research firm, and an university lecturer focusing on youth in boardsport.

Figure 1 :

 1 Figure 1: Speaker Renault Vaschalde, NPD Groupe Figure 2: Innovation Prize for RipCurl's wet suit "Flash-Bomb"

Figure 8 :

 8 Figure 1: Event site Figure 2: Tent Alloy Yachts

Figure 1 :Figure 5 :

 15 Figure 1: View of Surf City Precinct Figure 2: Entrance to the Surf City Plaza

Figure 6 :Figure 5 :

 65 Figure 6: View on entrance to the Surf World Museum from the car park
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  developed a model integrating ICB and social capital theories in supplier-buyer relationships. They propose a conceptual model in which social capital mediates the influence of ICB on buyer performance. The items for ICB measurement proposed by Autry et al. (2008) are used. However, no details are provided about the methods for data collection. Whilst ICB research is advanced through applying extant ICB dimensions, there is little conceptual relevance of this study to this thesis. However, this Wan and Chen's (2010) research shows the increasing interest in ICB research.

Table 1 .

 1 Comparison of methods applied in sport cluster research.

  Comparison of Methods Applied in Sport Cluster Research

	Year Author(s)	Article Title	Sector	Theoretical	Type of	Method	Sample Size
				Framework	Research		
	2013 Haichao, G.	Building Sports Industry	Sport	Cluster	qualitative single case study 1 cluster
		Cluster Promoting Regional	industry				
		Economic Development -A	sector				
		Case Study of Henan Province					
	2012 Boutroy, E.,	Combination of geographical	Alpine	Cluster	qualitative single case study 1 cluster
	Bourdeau, P.,	and socio-economic proximities	Sport				
	Mao, P., &	-The "mountain and nature					
	Senil, N.	sports tourism" commmodity					
		chain in the Rhône-Alpes					
		region					
	2011 Sarvan,	Network based determinants of	Yachting Cluster	quantitative case study based	1 cluster, 16
	Durmuş,	innovation performance in				on structured	manufacturers
	Köksal, Başer,	yacht building cluster				questionnaire	
	Dirlik, Atalay 2010 Parker &	Land-based Economic Clusters	Horse-	Cluster	qualitative/	case study based	secondary
	Beedell	and their Sustainability: The	racing		quantitative	on secondary	data
		Case of the Horseracing				data analysis	
		Industry					
	2009 Kellet, Russell A comparison between	Skate-	Sport	qualitative case study based	1 cluster, 6
		mainstream and action sport	boarding	Delivery		on elite	cluster
		industries in Australasia		Systems		interviews,	organisations
	2008 Stewart,	Cluster theory and competitive	Surfing Cluster	qualitative case study based	1 cluster, 6
	Skinner &	advantage				on interviews,	cluster
	Edwards					document	organisations
						analysis, field	
	2008 Chetty &	Role of Inter-organizational	Yachting Industrial	qualitative embedded case	1 cluster, 10
	Agndal	Networks and Interpersonal		District		study based on	manufacturers,
		Networks in an Industrial				interviews	8 supporting
		District					organisations
	2007 Richard	Application du concept de	Alpine	Innovative	qualitative/	case study based	1 cluster, 8
		milieu innovateur dans la filière	Sport	milieu	quantitative	on questionnaire	manufacturers
		sports-loisirs: étude de cas				with open and	
		dans l'industrie des articles de				closed questions	
		sport rhônalpine					
	2007 Viljamaa	Technological and Cultural	Motor	Cluster	qualitative case study based	1 cluster, 44
		Challenges in Local Innovation	Sport			on semi-	cluster
		Support Activities-emerging				structured	organisations
		Knowledge Interactions in				interviews in	
		Charlotte's Motor Sport Cluster				focus groups,	
	2004 Chetty	On the crest of a wave: the	Yachting Cluster	qualitative case study based	1 cluster, 10
		New Zealand boat-building				on semi-	manufacturers,
		cluster				structured	11 supporting
						interviews	organisations
	2001 Glass &	Innovation and	Yachting Innovative	qualitative/	Case study based	1 cluster, 71
	Hayward	Interdependencies in the New		milieu	quantitative	on survey, semi-	manufacturers
		Zealand Custom Boat-Building				structured	(survey), 10
		Industry				interviews	manufacturers
							(interviews)

Table 2 .

 2 Methodology review of select studies on interorganisational citizenship behaviour.

  study ICB in projects and networks. They develop the ICB concept further into project citizenship behaviour and network citizenship behaviour as new types of citizenship behaviour.[START_REF] Ferreira | Citizenship behavior in project-based organizing: comparing German and Portuguese project managers[END_REF] compares project citizenship behaviour in temporary organisations across two different cultures.Methods have been suggested for qualitative and quantitative measuring of ICB.[START_REF] Skinner | Some measures of interorganizational citizenship behaviors: Scale development and validation[END_REF] suggest categories, items, and scales to measure ICB and they test these in a quantitative study.In a follow-up study, the proposed methods are further developed and partially validated. Sydow (2011) also contributes to methods development in ICB by proposing categories, items, and scales to measure project and network citizenship behaviour.

Table 3 .

 3 Methodology review of select studies on organisational citizenship behaviour.

Table 4 .

 4 Methodology review of select studies on product innovation.

Table 5 .

 5 Cross-cluster table showing the volume of collected data.

Overview of Collected Primary Data SAILBRIT SURFAQUI SAILAUCK SURFTORQ TOTAL Total Number of Interviews 34 26 29 28 117

  

	In Person Video Conference Phone Formal Semi-structured Interviews Explorative Informal Interviews Total Recordings (hours) Average Length of Interview (minutes) Total Transcripts (pages) Average Length of Transcript (pages) Observation Reports 2 region. Figure 17 displays this information and also SAILBRIT's spatial distribution in Brittany 25 12 29 28 94 4 4 0 0 8 5 10 0 0 15 27 24 27 25 103 7 2 2 3 14 24 17 20 19 80 52 41 44 45 46 434 299 383 338 1454 16 13 14 14 14 8 3 4 (Eurolarge Innovation, 2012).

Table 7 .

 7 List of all observations conducted for SAILBRIT.

Table 8

 8 

	summarises organisational information that was reviewed for SAILBRIT. It includes
	organisation presentations, company presentations, product brochures, information flyers, and
	information brochures.

Table 8 .

 8 List of all organisational information analysed for SAILBRIT.

Table 9 .

 9 List of all archival data analysed for SAILBRIT.

	Twenty-seven formal semi-structured interviews were conducted and transcribed. Seven
	explorative interviews were conducted and summarised in meeting minutes or included in observation

.2 Data analysis -within-case exploration and description

  

	This section presents findings from the coding, content, and narrative analysis. Coding was
	conducted and documented in NVivo (see Appendix D). Frequency counts of coded references
	document content analysis. Appendix I shows a summary of frequency counts of coded references for
	interview data. The narrative analysis is documented in interview analysis reports (Appendix K) and in
	the following sections. Findings are presented according to research themes. First, location-specific
	factors (LSF) are discussed, followed by types of cluster organisations (CLOR), interorganisational
	links (IOL) and behaviours (IOB), and innovation themes. Definitions for each research theme were
	provided in Chapter Three.

  There are formal IOR between education/research institutes and private CLOR. Private CLOR have formal IOR with education/research institutes through joint funding of PhD theses (ME3). There are formal IOR through university-industry collaborations that are initiated by governing bodies. The

	(ER1)

may join forces to apply for larger tenders or for a joint research project. MS1 states, 'We will maybe put together a project with focus on research and development.' An integral part of these formalised partnerships are often public or private education/research institutes. These organisations permit CLOR to access public funding for collaborative research projects: 'They [CLOR] need to incorporate academic research laboratories to develop these projects, not only because the topic of the research project claims competencies that we will find in academic laboratories but also because often those research projects demand directly or indirectly important financial means in order to develop them.' design of formal IOR between education/research institutes and private CLOR depend also on the size of the industry partner. Formal agreements with SME will be different than those with large multinational enterprises regarding the university's interest in the intellectual property for example.

Table 15

 15 shows all archival data that was collected and analysed for SURFAQUI. Archival data includes cluster candidature documents, industry fact sheets, maps, and sport magazine articles.

	Observations (SURFAQUI)			
	N°Topic	Type of Event	Location	Date		Activity
	1 EuroSIMA Surf Smmit Workshop/ Seminar	Hossegor	27-28		Listening to talks,
				September 2012	presentations, and
						workshops for the
						EuroSIMA members,
						observation, EXI
	2 Quiksilver Pro France Surfing competition	Les Landes:	28 September-	Taking photographs and
			Hossegor, etc.	02 October		observation of CLOR
				2012		involvement in sport event
	3 Gliss Expo Seignosse Surf industry trade show	Seignosse	30 September-	Taking photographs and
		and exposition		02 October		observation of CLOR
				2012		involvement in industry
						event
		Non-digital Organisational Information (SURFAQUI)
		N°Source	Code Information Type Pages
		1 industry event	OI1 event programme 24
		2 Industry event	OI1 event programme 24
		3 Industry event	OI1 event programme 24
		4 industry event	OI2 exhibition programme 12
		5 governing body	OI3 activity report	24
		6 governing body	OI3 activity report	24
		7 governing body	OI3 activity report	24
		8 governing body	OI3 activity report	24
		9 governing body	OI3 activity report	24
		10 sport event	OI4 event flyer	4
		11 equipment specialist OI5 product flyer	2

Table 15 .

 15 List of all archival data analysed for SURFAQUI.

Table 16 .

 16 Turnover of surfing industry in the world, Europe, and in Aquitaine in 2005 in € million.

  Informal ION exist between homogenous and heterogeneous groups of CLOR. The CGB facilitates informal ION between homogenous groups of CLOR. For example a formal workshop on healthy manufacturing methods brings together designers/shapers (GB2). There are also informal ION of heterogeneous CLOR. BB5 refers to the informal ION that complements the commercial relationships between surf schools, surf retailers, and boardsport brands. The informal aspect concerns word-of-mouth marketing amongst the three CLOR towards potential new customers. BB5 explains, 'So we make sure that all the ties between the retailer, the shop, and the surf school is very strong. So they are always recommending each other.' SURFAQUI's informal ION benefit both established and aspiring CLOR. These are always boosted by co-location (SC1). While larger CLOR tend to act rationally and engage less in informal ION, SME rely on informal IOR and the resulting informal ION. MC1 explains 'we have small brands that are in innovation and which are smart that play more on relationships and image, and which take advantage or proximity of their relationships because it is like that they succeed.' Formal CGB-CLOR relationships emanate from informal ION. SC2 explains, 'That has started informally. It has started with discussions and exchanges and then there are more and more contracts.' The informal ION within SURFAQUI are both a strength and weakness. The CGB is powerful but suffers from inertia. SC2 explains: 'In fact the strength of the cluster is the federation of

	The CGB is instrumental for creating informal ION between complementary and competing

they want to develop project together, they go systematically via

[name of CGB] 

because they know that they will be able to get help by the institutions. Then, they know each other, they see and mix with each other, they work together.' CLOR (GB3). BB3 explains, '[name of CGB] will help to get the project going, being in contact with the right people, the manufacturer, the consultants in innovation, et cetera'. More precisely, CLOR participation in cluster commissions encourages informal exchange that can result in formalised (SC2/GB4). The CGB integrates education/research institutes into the cluster. The informal ION between education/research institutes and private CLOR puts 'companies in contact with research laboratories and education centre in the region of Aquitaine and also nationally' (GB5) and leads to formal projects. Education/research institutes initiate informal ION by inviting boardsport brands to participate in innovation workshops (SC2).

The surfing industry is considered a niche industry where people tend to know each other.

Staff advances their careers by working for different CLOR. This allows staff to develop extensive networks. This staff rotation amongst competing and complementary CLOR creates solidarity and is as strength of SURFAQUI. BB1 explains: 'So, we need other brands to be strong.' The interdependence of CLOR is analogous to the concept of 'family'. This is reinforced by the overlap between the private and professional activities of CLOR employees. The common passion for surfing leads to shared experiences related to leisure activities between people that are also professionally linked. BB5 explains: 'While they live here, they will be mates, they will hang out together, and they will have pretty good surfing together and then next door the same people probably work in one company, they leave to work for another surf company. They are all kind of interrelated.' companies but it is its weakness also. The weakness is the fact to be gathered all together and the slowness in meetings. The slowness in the procedures can tire certain companies.' CLOR benefit from each other's knowledge and experience (SC4). Cluster round table discussions are suggested to identify shared problems and find solutions. ES2 explains: 'I have suggested free round tables about environmental issues. That means that everyone that has a problem or a point of view submits it to the public body and maybe through mixing ideas and research will lead to solutions that we did not think of.' Similarly AC2 states that boardsport brands' interaction solved product development and marketing problems. AC2 explains: 'The interaction with the other brands. I would say that there is a natural emulation and a natural push in-between brands because it's like a small village. When a new product is out, when something is being developed, whatever it is in terms of

product, marketing, innovation, sales, strategy, whatever'. 

  And so the industry comes together and does clinics where we don't compete.' (BB5) CGB connects CLOR for collaborative projects. This can be two or more organisations that are linked to through the CGB. This can be for subcontracting services or manufacturing, to obtain funding to develop a project and to conduct research and development together (GB3/GB4). The CGB permits the quick identification of suitable partners or subcontractors, especially for research and development projects. GB4 states, 'The cluster allows us to find rapidly the right partners for our companies in order to go further in R&D, so the right laboratory, the right university'. An example for such a collaborative project is cited by GB3: 'We have put them in contact with a research There are informal IOR between professional sport and CLOR. Beyond the formal contract (e.g. sponsorship agreements) there are informal IOR between the sponsoring CLOR and professional teams. Athletes will informally visit the sponsors' head office or research and development department. AC1 explains, 'We have a very close relationship with our athletes. The athlete is a source of inspiration as soon as we talk about a technical product. They are also first ambassadors of fashion for us, so inevitably they tell us their opinion.'

	Informal interorganisational relationships are most referred to by service/consulting firms
	(n=9) and accessories/clothing firms (n=9), followed by boardsport brands (n=6).
	Informal IOR are based on interpersonal relationships. These informal IOR have different
	origins. For example CLOR employees attended the same university and maintained their
	relationships (SC2). Informal IOR and informal exchanges are unplanned and often occur at eateries
	during lunch time (SC2/SC3). Almost three quarters of interorganisational exchanges are informal,

are numerous examples of collective projects initiated and run through the different commissions. Projects include a training programme which integrates surf schools in SURFAQUI (SC2); finding alternatives or recycling solutions for highly polluting poly-bags used for clothing packaging (SC3); an online forum integrating several CLOR (SC3); and solutions for environmentally friendly recycling of neoprene wetsuits (SC4). Collective initiatives that happen without the CGB efforts are rare. One example is an initiative by a boardsport brand which invited surf shops, surf retailers, and equipment specialists to a workshop that teaches people how to use new surf products. BB5 explains: 'We developed this context for ten years now of going to the beach and doing a clinic, teaching people. Teaching not the average guy, teaching the shop. So you teach the shop and he says "that is interesting, now I see why it's like this, now I understand why you have done this, and it's interesting." So he can sell it to the end user. And we get someone like [nom du ES] for example. He would come along to the same demonstration or [nom du ES] with their bindings and their wakeboards. […]

laboratory, with a subcontractor, with the public authorities to finance the innovation project. It was

[name of BB], the project manager, who had asked the cluster [name of CGB] for help.'

The collective projects tend to exclude strategically important themes for individual enterprises. Topics that concern the individual competitiveness are managed in confidential collaboration with four to five CLOR (GB4). AD1 reveals that the creation of CGB is proof for the willingness of CLOR to augment interorganisational exchanges and to engage in collective projects.

AO1 argues that the SURFAQUI CGB was created to have a single voice of the surfing industry. AO1 explains, 'it is also an initiative that had been realised under the pressure of local delegates, the institutions because they were fed up with not having on single spokesperson representing [the cluster]'.

interpersonally exchanges (SC2). This informal exchange is often described as 'bon procédé'. It means also that even if there are departures from agreed contracts, these are managed informally. AC3 explains, 'If something deviates a bit from the contract, which can happen, we can continue working together in good relationships and we find an agreement with someone.'

  Our services, our studies, our added value of information, it is to serve our companies. They only thing that we ask for is being member in the association in order to help us progress in the research axis.' Advancement is evident amongst buyers and suppliers. There is advancement between boardsport brands and surf retailers and surf schools. BB5 seeks to improve IOR/ION with and amongst service suppliers by organising product clinics. BB5 invites numerous surf schools, retailers and equipment specialists to educate them about new material and foster exchange amongst CLOR.BB5 explains: 'So when we do the clinic we try to teach them and educate them. So that's one way of raising the standard of the industry, being more professional and also separating us from competitors.' This is not only important for BB5's business but also for service firms' business because good relationships result in word-of mouth marketing and mutual recommendation to new clients. BB5 tries to 'make sure that all the ties between the retailer, the shop and the surf school are Advancement is reflected in the CGB's mission statement: the improvement of knowledge bases in SURFAQUI. CGB pursues this by identifying innovation pathways. GB4 explains, 'So, today, our real role in terms of innovation is to identify innovation axis, put forward research studies, and find a solution, an application to recommend to firms.' The CGB creates handbooks for the CLOR.

	There are altruism examples amongst various CLOR. ES2 created a shared workshop for
	several designers/shapers with state-of-the-art equipment and work conditions. This workshop is
	shared amongst ES2 and a number of designers/shapers (GB2). SC2 helped other CLOR to participate
	in a CGB-managed innovation competition. There is a willingness to help small CLOR. SC2 explains,
	'The objective is to create, to enlarge the number of enterprises, so we have to help them to grow.'
	Altruism happens through knowledge sharing amongst CLOR. Knowledge sharing happens
	Advancement is evident in joint product development. For example, several CLOR
	Advancement is referred to most by boardsport brands and governing bodies (n=6 each), collaborated on a project to develop better surf leashes (or leg ropes) (BB6). BB5 worked with surf
	followed by amateur organisations (n=4) and accessories/clothing firms (n=3). schools to develop a wetsuits for beginner surfers. BB5 explains, 'We sell them, and design them

explains: 'For example [name of ES], we never asked for royalties or return on investment concerning

what we had given them.

regularly, occasionally amongst competitors depending on the subject. SC4 explains: 'We get together around different topics and everyone shares his experience with the others so that they benefit. I think that is a privilege for everyone that we can share our know-how with the others, even though we are competitors. There are topics that we share.' Altruism, in the form of knowledge sharing among CLOR, is more likely to occur on non-competitive issues. For example, there is an effort to replace environmentally damaging plastics bags that are used for clothing packaging. CLOR also inform each other about new environmental norms in a programme known as 'REACH' 8 (BB4). Several boardsport brands and accessories/clothing firms participated in a research project to recycle neoprene wetsuits. This was initiated by a big boardsport brand that realised that their research findings could benefit other cluster organisations without compromising their own competitiveness (BB1).

Altruism was evident in the IOL between boardsport brands and education/research institutions. The boardsport brands play a role in educating the next generations of SURFAQUI employees. CLOR employees teach in education/research institutions and provide internship opportunities (BB7/PS1). very strong. So they are always recommending each other.' AO1 emphasises the importance of advancement in their IOR with surf-equipment suppliers.

The needs of AO1 are incorporated into the product development and adaption. AO1 expects more than just a commercial buyer-supplier relationship. AO1 expects 'qualitative exchanges that permit us to develop the product together'. While AC3 works with their suppliers on material innovation, AC2 develop products with professional sport: 'We are in constant communication with them, sending them product feedback report to do and so on. I mean, they are always the first ones to test our products and to come back to us and telling us "this is good, this is not good, this can be improved, not improved" and so on.' Governing bodies and the CGB have federating capabilities that indicate advancement. IOR are improved because the CGB federates CLOR. This creates collective approaches, 'That is very federating because they succeed in bringing us all together in meetings and that we approach topics that concern us all together, so, that is still a good thing.' (BB6) specifically, so the people have a good experience going surfing. The schools like us. They are easy to use. It's hassle-free and it helps a school to be better and more professional.'

  In another case BB4 and its glass supplier developed a new ski mask. BB6 collaborates with suppliers across

different work phases of product to improve materials. BB6 explains, 'We work a lot with the R&D departments of our suppliers which are very good. So, we work in synergy with them. That means that they come to suggest new materials.' There is always potential for collaboration between buyers and suppliers: 'The work relationship "buyer-supplier" can develop into collaboration and modification of material' (AO1). AO1 explains, 'Things change and I think in the world of surfing there will be obligations to collaborate more, to listen better to what the clients want, to understand better the price that clients are prepared to pay for a product.' Next to bilateral collaboration there are multilateral collaborations. These are not without complications. GB4 explains: 'What we realised in the frame of the cluster is that the projects that work in a collective and collaborative way are non-strategic projects. So, they don't have an impact on sales or are directly linked to the market behind. Today, all the product innovation projects have a strategic character, so they are confidential. So, that are not projects that we can manage in a collective or collaborative way but individually, but the cluster can still carry them since the cluster can identify and direct to the right laboratory, the right consultant, the right engineer or the right university.' GB2 argues it is in the collective interest of CLOR to collaborate as it helps confronting external pressures (e.g. the global financial crisis) (GB2). Product collaborations benefit from a similar

  There is one contest for CGB-affiliated CLOR and another for non-CGB affiliated CLOR. It aims at getting businesses to diversify into the surfing sector or create new surf related businesses (GB4). Another CGB measure that supports innovation is permanent research and market observation resulting in reports that are made available to CLOR. These research reports allow CLOR to position themselves in the market and anticipate technological changes and market trends (GB4).GB3 explains that CLOR rely on external links as sources of innovation because they do not have a lot of internal resources. Traditionally the larger CLOR such as boardsport brands and there for the testing phase. On the other hand athletes are also involved in the prototype development process as AC1 makes clear: 'the athlete is integral part of the development'. Finally they contribute to commercialisation through promoting the products (AC1/AC2).

	Amateur organisations provide an effective testing site for surfing equipment. AO1 has many
	beginner surfers. Therefore AO1 explains, 'we are a very good testing ground with the quantity of
	clients that we have, the suppliers can discover new expectation and behaviours. So, in fact we
	communicate to the suppliers the reasons for which the material works well and why it does not
	function completely.'
	Links between CLOR and education/research institutes are a source of innovation. BB1 refers

accessories/clothing firms are more marketing oriented and do not necessarily employ engineers or product developers (GB3/GB5/AC3). GB3 explains that these CLOR will 'will work much more with their suppliers, with consulting agencies, with service providers because the internal services, like the product manager, are about to be reduced' Similarly a BB1 explains: 'We are not scientists, so as soon as we have a project, we go and look for external people that are experts.' Smaller CLOR utilise external expertise to access specialised know-how. SC1 explains: 'It is normal because

[SME] 

have less competence internally, and hence it is more interesting for them to work with someone external who will help them to put down a development strategy and to know how to finance innovation.'

Another external source for innovation for boardsport brands and accessories/clothing firms is the link to professional sport. Regular exchange with the sponsored athletes nurtures innovation and product development. BB4 states, 'The riders like to come here because they know they people and they know that they can come along whenever they want. They can sit down. They can give their feedback and we formalise the feedback and interpret it well. And then, we try to develop products depending on this feedback because in fact, who knows the technical products better than the rider?' BB4 values different external links to subcontracted factories, suppliers, and to professional sport such equally as expressed here: 'Yes, I can't say if it's the athlete or the factory, I'd say 50/50. We have quite some products that are generated from the athletes' needs and we have also quite some that are initiated because the factory brings in know-how or a new technique.' Professional sport is involved in different stages of innovation. The athlete influences the idea generation phase with product feedback and is to regular collaboration with education/research institutes for innovation and research and development projects. These organisations sought an alternative to neoprene rubber that is used in wetsuits (BB1). While there is industry-university collaboration during prototype development and testing, there are also links during the idea generation phase. ER1 offers creativity workshops to CLOR to generate ideas for new types of product innovation (ER1). Cluster candidature documents emphasise the potential for collaborative innovation due to the presence of education/research institutes. Numerous current collaborative innovation projects are mentioned (AD1).

  CGB and governing bodies help in commercialisation. AC2 expects support for commercialisation especially beyond the cluster. AC2 explains: 'This is what I am expecting from the cluster. It's more about opportunities that I couldn't find if I was staying here in the southwest of

	France. So, new markets, new territories, new ways of doing business, link with whatever actors in the
	main capitals, people like this.'
	For GB2, commercialisation is essential because an invention needs to find an industrial
	application to become an innovation. GB2 states: 'Because innovation without an economic prospect,
	that is an idea but no innovation.'
	Product innovation type. Product material innovation (n=45) is clearly referred to most often,
	followed by system/technology innovation (n=18) and use/design innovation (n=15).

Professional sport can provide this image and story. BB7/PS1 explains: 'In boardsport we are more in a market of image than in a technical market. That means when a consumer goes to buy a t-shirt or he goes buying a pair of shoes or a skateboard, he is going to buy an image before he is going to buy a product.'

  ).Then you have the aspect of security for the "mass market". So the security on the slopes, imagine! That means that you see people arriving almost from behind.' MC1 emphasises innovation in use/design innovation with respect to surfboard shapes (MC1).

	Another design-led product is the board shorts. MC1 states, 'so certain brands have tried to imagine
	forms of innovation in certain product, such as fashion and clothing, but especially in board shorts by
	proposing new materials, new cuts, and shorts without seams.'
	AC1 regards itself as a design-led company rather than a technology oriented company.
	Differentiation through distinctive and custom design is pursued. AC1 made a product collaboration
	with an audio equipment manufacturer. AC2 explains: 'We are more focusing on our distinctive
	BB4 refer to an example of use/design innovation for a snow mask which permits 40° more
	visibility. This new design was developed with a professional snowboarder. BB4 explains: 'We won
	40° of vision field. The vision -that is a key sense for riders. It is essential. They make many figures

backwards. So that allows them to turn their body less but they still have a panoramic vision field. design than the technology by itself. If we are looking at our products, our main aspect is the custombuilt design focus of the product.

[…] 

We are trying to get ourselves out of the box because of our design. I think that is one of the distinctive points of [name of AC], that is the design and the atmosphere about the brand.'

  projects on which CGB focuses. At the same time public authorities control the CGB and hence, oversee the joint work and achievements of the CGB together with boardsport brands. Governing bodies provide support for accessories/clothing firms. Accessories/clothing firms participate in cluster projects or contests initiated by governing bodies. Education/research institutes influence boardsport brands and accessories/clothing firms with research results and creativity workshops. Students and interns from education/research institutes can stimulate new ideas in boardsport brands or accessories/clothing firms. Governing bodies use education/research institutes for research projects and they put them in touch with CLOR for collaborative innovation projects. Media/communication firms have links to surf retailers (SC) firms because they use surf specialised retailers and shops for the distribution of their magazines. Services/consulting firms influence CGB and its activities.

Services/consulting firms are hired by CGB for project management or to conduct research. The research results, or the way in which cluster projects are managed and completed, influence CGB's evaluation by public authorities that fund the CGB. Equipment specialists use external designers/shapers for product development. Equipment specialists can develop cutting-edge products, notably with new materials. With this avant-gardist position they influence bigger, more risk adverse boardsport brands. Amateur organisations influence boardsport brands and equipment specialists in product development as they provide detailed feedback from a large group of customers and they buy a larger amount of products than normal customers.
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. Cross-coding frequency matrix linking types of interorganisational behaviours and links (SURFAQUI).
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. Cross-coding frequency matrix linking types of interorganisational behaviours with innovation dimensions (SURFAQUI).

Table 19 .

 19 List of all interviews conducted for SAILAUCK.
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 20 

	Interviews (SAILAUCK)						
	N°Type of Cluster	Code	No of	Year of	Location Sales in	Interviewees' Position	Minutes Pages
	Organisation		Employees	Inception	Sailing*		
	Formal Semi-structured Interviews					
	1 shipyard	SY1	50	1988	Auckland 100%	General Director	37:21
	2 shipyard	SY2	370	1985	Auckland 100%	Project Coordinator	51:33
	3 shipyard	SY3	20	1986	Auckland 100%	General Manager	41:15
	4 shipyard	SY4	10	1970	Auckland 60%	Associate Director	56:24
	5 naval architect	NA1	10	1978	Auckland 100%	Designer	38:42
	6 naval architect	NA2	1	1992	Auckland 100%	Naval Architect	35:47
	7 marine equipment	ME1	6	1992	Auckland 100%	Director	46:12
	8 marine equipment	ME2	9	1989	Auckland 100%	Sales Manager	31:19
	9 marine equipment	ME3	9	1904	Auckland 100%	Director	59:41
	10 sail maker/rigging	SR1	44	1957	Auckland 100%	Designer/ Technical crew	37:10
	11 sail maker/rigging	SR2	50	1989	Auckland 100%	General Manager	27:50
	12 sail maker/rigging	SR3/ER1 3	2010	Auckland 100%	Director	52:27
	13 sail maker/rigging	SR4	18	1997	Auckland 90%	Managing Director	59:38
	14 marine services	MS1	3	2008	Auckland 100%	Director	24:10
	15 marine services	MS2	1	1995	Auckland 100%	Director	45:07
	16 marine services	MS3	1	1996	Auckland 50%	Director	42:14
	17 marine services	MS4	5	N/A	Auckland 100%	General Manager	29:39
	18 media/communications MC1	2	1945	Auckland 100%	Editor	73:20
	19 professional sport	PS1	500	2011	Auckland 100%	Athlete Life Advisor	32:47
	20 professional sport	PS2	500	2011	Auckland 100%	Performance Analyst	44:35
	21 professional sport	PS3	122	1987	Auckland 100%	Design Performance Analyst 56:33
	22 education/research	ER2	2	1987	Auckland N/A	Professor/ Director	50:56
	23 governing body	GB1	18	1999	Auckland 100%	Director	52:00
	24 governing body	GB2	110	1990	Auckland N/A	Customer Manager	55:52
	25 governing body	GB3	110	1990	Auckland N/A	Programme Leader	53:33
	26 amateur organisation	AO1	1	N/A	Auckland 100%	Vice Commodore	36:23
	27 amateur organisation	AO2	30	1871	Auckland 100%	Marketing Manager	34:38
	Explorative Interviews						
	1 professional sport	PS4	500	2011	Auckland 100%	Performance Analyst	N/A
	2 governing body	GB4	18	1999	Auckland 100%	Director	N/A

displays key observation data including the topic, type, location, and date of event.

The table also shows the types of data collection activities conducted during the observations. * leisure and professional sport sailing and boating

Table 20 .

 20 List of all observations conducted for SAILAUCK.

Table 21

 21 

summarises secondary data reviewed for SAILAUCK. It includes company profiles, information brochures, strategic planning document, industry performance review, and industry association newsletters.

Table 21 .

 21 List of all organisational information analysed for SAILAUCK.Twenty-seven FSI were conducted and transcribed. Two EXI were conducted. These were either summarised in meeting minutes or included in observation reports. This produced 20 hours 6 minutes of recording and 383 pages of transcripts. Transcripts were sent to interviewees for verification. One third of participants confirmed or offered revisions of transcripts. Appendix G provides exemplary interview transcripts. Four observations were conducted at different events.

	Observations (SAILAUCK)				
	N°Topic	Type of Event	Location	Date	Activity
	1 Marine Trade Challenges Professional contest	Auckland,	16 February	Observation of
		for boat builders	Westhaven	2013	involvement of CLOR,
				Marina		photographs
	2 Millenium Cup 2013	Contest and Show case	Auckland,	14-17	Observation of
		of super yachts	Westhaven	February	involvement of CLOR,
				Marina	2013	photographs
	3 NZ Hutchwilco Boat	Marine industry trade	ASB	16-19 May	Observation of
	Show	show and exposition	Showgrounds,	2013	involvement of CLOR,
				Greenlance,		photographs, collecting
				Auckland		information/prospects
	4 Voyager New Zealand	Permanent exhibition Auckland/	08 May 2013 Visit of museum,
	Maritime Museum			CBD		photographs
	Digital Organisational Information (SAILAUCK)
	N°Source		Code Information Type	Pages
	1 marine service	OI1 company profile		5
	2 shipyard	OI2 company profile		11
	Non-digital Organisational Information (SAILAUCK)
	N°Source		Code Information Type	Pages
	1 governing body	OI3 information brochure	4
	2 governing body	OI4 information brochure	18
	3 governing body	OI5 information brochure	6
	4 governing body	OI6 strategic planning document 12
	5 governing body	OI7 industry performance review 36
	6 governing body	OI8 industry presentation	100
	7 governing body	OI9 industry association's	32
			newsletter autumn 2013
	8 governing body	OI10 industry association's	30
			newsletter autumn 2012
	9 governing body	OI11 industry association's	32
			newsletter spring 2012
	10 governing body	OI12 industry association's
			newsletter autumn 2011

There was only one document classified as archival document.

  New Zealand's population is generally closely linked to water and water-based activities. Per capita boat ownership is high and there are many marinas. The sailing industry is based on passion

	New Zealand's workforce is renowned as hard-working and innovative. New Zealand as
	country of origin is a respected brand for marine equipment: 'New Zealand and boats, it's a brand. The
	word New Zealand is of value to a boat builder as sure it is for selling sheep or milk or New Zealand
	wine.' (GB1)

So we are not restricted by routine or norms. We do just quite natural thinking. We defy rules, don't follow rules, don't follow regulations, and just do it.' While GB1 describes this cultural idiosyncrasy as a strength, the same aspect is viewed more critically by other CLOR. MC1 explains, 'So it's all very hands-on. I am not saying that there isn't a technical ability or intelligence. I am just saying that it is more of a hands-on approach.' which drives entrepreneurs and employees to work in SAILAUCK: 'You have got to be passionate about your business but it is channelling that passion into being a competitive commercial sustainable business and understanding where your limitations are.' (GB2)

A passion for sailing merges personal and professional interests: 'So I think people sort of live and breathe the industry a lot more here. It's a lot more passion about it.' (GB3) This leads to informal and voluntarily exchange between employees that can advance work-related issues. This exchange also happens between staff from different CLOR. GB3 explains, 'So socially it is quite a sort of a tight clique almost. A lot of the people in the companies also socialise together and go sailing together, so from a social level there is a lot of camaraderie within the industry.' (GB3).

The employees' personal involvement and passion for cruising, racing, or other marine based activities (e.g. fishing, motor boating, kayaking) represents a competitive advantage. There is an intrinsic motivation for continuous improvement of marine products as employees use the products themselves. Consequently they try to improve products and there is a permanent 'best practice' comparison through informal exchange. SY2 argues, 'Every single boat we build we are trying to do better than the previous.'

Next to the aspect of passion, there is the notion of national pride: 'We all want our products to be the best and we want to put them on the world stage and everybody will go wow, that is exceptional and the workmanship is fantastic. […] So I think everybody's attitude in this industry, in any industry in New Zealand, but especially in this one, everybody is always striving to do better.' (SY2)

  Physical closeness is important. Short delays for deliveries of parts and material are emphasised by SY1. Shipyards tend to source from local suppliers: 'We will source whatever we can locally.' (SY2). Local suppliers keep stock and assure instant delivery. This is essential for shipyards

	because any delay slows down production and costs money. Geographical proximity fosters the
	concentration of ideas and their diffusion. Partnerships are facilitated through personal contacts rather
	than exchange via communication technology (SY3). Being co-located allows networking and the
	organisation of meetings on short-notice: 'And also you get the opportunity to network, to talk to
	people.' (ME3)
	SAILAUCK is considered as a 'marine hub'. It is not only a business-to-consumer market but

The interpersonal links lead to interorganisational links and diffusion of knowledge. SY3 states, 'I think it's important and the fact that we all grew up together. There is so much communication and so much networking between us, I think that is a big part of it. You see each other around all the time, so you know what is going on there.' The high participation rate in sailing ensures a constant supply of skilled workforce in marine professions.

Geo-economic LSF are most often referred to by shipyards (n=18) and marine equipment firms (n=17), followed by naval architects and professional sport (n=12 each), governing bodies (n=11), sailmaker/rigging and marine service firms (n=10 each). also a business-to-business market. Some CLOR speak openly about their willingness to support their business customers: 'That is why the business philosophy is we are in business to make sure that our customers stay in business.' (ME3) Even though New Zealand has a nationwide marine industry, several interviewees point out that the central hub and the main part of economic and sport activities around sailing occur in and around Auckland. An estimated 60% of the marine companies are in Auckland and 80% of exports are from the Auckland region. GB1 points out, 'So, Auckland is a cluster of marine companies and within that there are some separate clusters at Wynyard Quarter which is downtown Auckland. We've got the largest marine cluster in the world of marine service companies, 100 companies within walking distance to the CBD.' A large range of different companies provide marine related services and products. Firms specialise in applying their services to boats or other marine related contexts (NA1). However, while geographical proximity is desirable, it is not always achievable: 'Location is definitely an element of it. It is easier to deal with people that you can just wander down the road and talk to them but the other side of that is depending on what we are looking at there is not always a huge amount of options.' (PS2) Professional sport entities acknowledge the abundance of marine expertise within specialised SME. There is a large variety of shipyards producing boats of different sizes and purposes and a huge range of suppliers of marine equipment and services (GB1). This diversity makes SAILAUCK an attractive location for a professional ocean racing team (PS3). Professional sport teams emphasise the importance of personal contacts, geographical proximity, and face-to-face. PS3 points out that New Zealand's isolation from other countries affected the development of SAILAUCK: 'You basically can build the entire boat in Auckland without having to bring in big parts from other places because it is just too far to bring anything in. So maybe actually being a bit far from other places, everybody has got to rely on each other rather than looking elsewhere.' (PS3).

  Quality relationships between professional sport and cluster companies are important. SR1 explains that sailing in Auckland has grown hand-in-hand with professional sailing. Designers play an important intermediary role between sailmaker/rigging firms and professional sport: 'At our level the innovation comes more at design level and having good designers who interact a lot with both other members of the industry but also with top clients, that are top racing people' (SR1). Professional sport drives cluster companies to strive for quality and performance. However, boundaries between cluster companies and sport organisations become blurred due to tight integration: 'Normally most of the sailmakers or the spar makers or the boat builders will be just so tightly integrated into those teams that you wouldn't know where one stops, where one starts and the other finishes' (GB3). Staff tend to

	Syndicates use inflatables provided by SY1 for weather reading, as support boats, and transfer boats
	for visitors.
	SY2 elaborates on the influence of professional sport on the super yacht segment. International
	regattas focus attention on a location. The professional teams are associated with a sponsor and also a

Ocean racing syndicates and organisations responsible for one-design yacht regattas source equipment from SR4. Shipyards also refer to professional sport as clients. SY1 has contracts with race organisers as well as race syndicates: 'We've got very strong alliances with

[…] 

Volvo Ocean Race, America's Cup, Farr 40 Race'. Race organisers use SY1's inflatable boats for mark setting, patrolling judging, security, and other race related activities. home country. SY2 argues that professional sport positively impacts super yacht business through product exposure and potential gain in reputation: 'Team New Zealand helps put New Zealand Yachting on the map which indirectly helps New Zealand's super yachting

[…]

'. circulate between professional sport entities and cluster companies: 'Quite a lot of the people that work at [name of PS] used to work here and we provided certain areas of the skill sets that they have' (SR2).

  firms. ER1 refers to sailmaker/rigging firms as partners in the creation of a sailtesting facility. Professional sailors develop direct links to sailmaker/rigging firms to source equipment and for sponsorship. Sailmaker/rigging firms are essential for ocean racing as they build essential parts of the boat.

	). For example, MS4 specialises in
	mast commissioning and maintenance, and works closely with their sister company, a rigging firm.

Sailmaker/rigging firms are involved with other CLOR. Shipyards are clients of sailmaker/rigging firms. Shipyard, sailmaker/rigging firm, and naval architects cooperate. AO2 sources sailing equipment for its youth programme from a local sailmaker/rigging firm. MC1 refers to sailmaker/rigging

  Shipyards have close links to naval architects. Shipyards request boat designs for serial models or the refinement of a design for a boat built for a standard boat class. Shipyards create strong links to institutes for new product development (AD1/GB3). Marine equipment firms are closely integrated with their clients. This allows joint product development and synergies (OI8).Media/Communications are only referred to in five references and are not further investigated.The movement of staff between CLOR diffuses technologies, skills, and capabilities amongst CLOR (SR3, SR4). People can have multiple roles in different CLOR. SR3 explains, 'When you become a sailor for one of these syndicates, you have to do more than just sail. One of them will be responsible for liaising with the sail designer and sort of managing the on-board inventory.' There tends to be not much formalisation in multilateral networks in SAILAUCK. According to GB3: 'I would say that probably a lot of the business in the marine industry doesn't have contracts anyway. So things are quite informal for better or worse in a lot of cases.' SY2 emphasises the Marine equipment firms, shipyards, and sailmaker/rigging firms have formal IOR to amateur organisations through sponsorship of regatta or youth teams. Amateur organisations are affiliated with the national sport organisation.

	Formal interorganisational relationships are most often referred to by shipyards (n=27),
	sailmaker/rigging firms (n=16), and marine equipment firms and research/education institutes (n=10
	Education/research institutes are most often referred to by sailmaker/rigging firms (n=10), each), followed by naval architects, governing bodies, amateur organisations and professional sport
	governing bodies (n=8), and media/communications (n=6), followed by shipyards and naval architects Interorganisational links. Data indicates informal interorganisational networks (ION) importance of good work relationships with other CLOR including marine equipment suppliers, (n=7 each), and marine service firms (n=5).
	(n=4 each). (n=133) and formal interorganisational relationships (IOR) (n=104) most often. There is less evidence GB1 describes New Zealand's marine industry as a big corporation. CLOR benefit from service and maintenance firms, professional racing teams, Olympic teams, universities, naval There are different forms of formal IOR. Shipyards, sailmaker/rigging firms, and marine
	Education/research institutes have close links to sailmaker/rigging firms for product for informal IOR (n=68), and least for formal ION (n=26). Informal ION and formal IOR are formal collaboration or informal exchange. However, they are not subject to restrictions and architects, and the boat project manager or boat owner's agent. Good work relationships are equipment firms mention contractual relationships with clients. Clients can be professional sport,
	development. SR1 worked with a research laboratory and a professional sailing team to construct a presented first, followed by informal IOR and formal ION. The focus is on evidence provided by obligations often imposed by corporate groups through company policy and regulations. GB1 characterised by 'frequent communication and the odd catch-up meeting around a table to discuss any private boat owners, or naval architects. There are alliances with special purchase conditions such as a
	sail-testing facility. GB1 perceived this to be an effective collaboration. However, this happened a few CLOR that refer most often to the respective IOR/ION. suggests, 'So, 50% of the gain is actual the informal connections that they make with other companies. issues or sharing of good ideas and then getting back to work with the attitude of: "No worries, I'll do reduced purchase price, the amount of boats, delivery time, and sometimes a buy-back-clause (SY1).
	decades ago, and there are no recent collaborations despite further collaboration opportunities (e.g. in Informal interorganisational networks are most often referred to by sailmaker/rigging firms So, it's a huge value, meeting companies that otherwise they wouldn't or in an environment that is that for you"' (SY2)
	(n=24), governing bodies (n=21), and shipyards (n=18), followed by marine equipment (n=15), marine
	services and naval architects (n=9 each), media/communications (n=8), and professional sport (n=7).
	Marine equipment firms are referred to by shipyards (n=10), marine equipment firms (n=6),
	and governing bodies (n=5).
	Shipyards have commercial links to marine equipment firms. Shipyards order or subcontract Amateur organisations are most often referred to by other amateur organisations (n=11),
	the production of marine equipment (e.g. motors, engines, navigation equipment, propulsion systems, media/communication (n=7), and marine equipment firms (n=6).
	communication and entertainment devices, marine paint, special marine resins and cloth, pontoon Amateur organisations link with other amateur organisations through regular meetings to
	systems, marine raw material) (SY2/SY3/SY4). Marine equipment firms are also linked through discuss regatta programmes, regatta organisation, and equipment sharing. AO2 states, 'we usually loan
	buyer-supplier relationships (ME2).

naval architects and often stay with the same naval architect over a longer term. SY3 emphasises, 'we have a naval architect nearby here with whom we have had a long relationship'.

Boat project managers works closely with naval architects (MS2). The choice of naval architect is the first important decision of a boat owner. There are strong links between boat owner, project manager, and naval architect: 'So, I am engaged by the client to work with the naval architects and designers to develop that project.

' (MS2) 

Other CLOR refer to naval architects. MC1 interviews naval architects to provide content for their magazine. GB1 organised an innovation conference and invited naval architects from all over the world. There are only few naval architects, especially in yacht racing, and they tend to know each other and to collaborate if needed (NA1/NA2).

Marine equipment firms have potential for international growth but not all get to that stage (GB1). Most stay SME and cater for the local market only. Marine equipment firms link with education/research composite materials). SR4 admits to underutilising education/research institutes, 'Other than that we have probably underutilised the university.' SR4 argues 'It seems very slow and inaccessible at times'.

Reasons for the lack of industry-university collaborations include motivations, slowness, and inaccessibility of education/research institutes (SR2/SR4).

A counter example is SR3 which is a spin-off company from ER1, and hence has maintained close links to ER1. There is daily collaboration happening between ER1 and SR3: 'We are building 3D surfaces of sail performance in real time. We use the [name of SR] system in the wind tunnel.

There is a big cross-over between

[name of SR] 

and the [name of ER]' (SR3/ER1). The advantages of industry-university collaborations for product development are access to testing and development facilities. This is especially important for SME that have limited resources. Furthermore, collaborations with research/education institutes provide additional resources (e.g. student researchers).

out our resources like our patrol boats or race management and things like that'. There are also links to former clubs that have been transferred into trusts that provide some funding for AO1. There are links between marine equipment firms and amateur organisations that source equipment and sponsorship from marine equipment firms. SR1 refers to CLOR interconnectedness created by boat construction projects. There are a number of essential components (e.g. hull, keel, radar, mast, sail, rigging) and accessories required to build a yacht. All those components require expertise from specialist CLOR. A holistic and integrated approach works best for high-performance boat construction projects. Those interorganisational projects create informal ION through integrating all CLOR: 'it is very, very important to actually engage the suppliers and make them part of the whole process' (SR1)

A reason for the extensive use of external knowledge (and consequently the need for CLOR integration) is the high cost of development (SR1). For example, shipyards and marine equipment firms use an auto-clave oven to fabricate composite parts. Shipyard and sailmaker/rigging firm need large production halls to produce very large hulls, sails, and masts. Sailmaker/rigging firms need knowledge about the latest sail fabric technology to make the light but strong sails. A boat project brings firms together on the same construction site (PS3). This creates an environment characterised by an in-depth expertise around boat building: 'Yes, it's like a big library. You sit in there. It's just a continuous cycle of building of knowledge. It's quite a unique sort of environment.' (SR1). The benefit of this pool of marine expertise is not only the harmonisation of marine components and equipment, but also the mutual stimulation of the CLOR. There is usually no formal link between the CLOR in a boat project. They are linked only through the same client who hires them (SR2).

conducive for them to talk about their problems or opportunities with competitors or maybe complementary companies.' (GB1) Informal ION develop often from arranged meetings and events (e.g. boat shows, conferences, or sailing regattas) (OI10-12, OR1-3). Face-to-face exchanges are crucial for informal sharing of experiences and knowledge and the creation of interorganisational collaborative or cooperative initiatives.

Personal connections are also a source of informal ION. These can stem from growing-up together, going through the same apprenticeships or university programme, participating in the same regattas or same race teams, having children in the same sailing club, or from social events (e.g. parties, bars, and coffee places) (GB2, SY3). The overlap between professional and personal sailing interests allows people to use their personal network for business purposes. The personal relationships of people belonging to different CLOR lead to informal ION and exchange. GB2 thinks that, 'you find

and you have already found that a lot of the people know each other at a personal level […] they know each other really well and, assuming they are not cutting their nose off to spite their face, they do work together.'

There are semi-formalised CLOR groups consisting of different marine equipment firms seeking to develop marine products and services. They integrate entertainment systems, wiring, control panels, GPS, navigation, and lighting into product packages jointly offered to clients (e.g. shipyards) or other clients (GB2). This group took on a common group name, which can be interpreted as first step of formalisation. Knowledge, information, and technology trickle down in informal ION from professional sport to amateur organisations (MS3). SY3 argues, 'I never really saw or saw very little that the other boats were using things that they would have got from the America's Cup or the Around-the-worldrace. I didn't see other boats doing that, other than us. We were always doing something different and people would ask why and no one understood at all what we were doing.' The cluster is a small community and company directors and employees know each other. Cluster companies' professionals are often involved in governing bodies (e.g. national sport organisation). The contacts that they create there are maintained after this assignment (SY3). These dynamics have allowed the creation of informal ION connecting professional sport and cluster companies.

Marine equipment and service firms refer to informal ION as part of their everyday work. It is common to ring up competitors to get information or to refer a client to a competitor if one cannot fulfil the customer's demand (MS1). Boat brokers send customers to each other and they rely on each other to get customer information. The clients are either private owners or also amateur and professional sport organisations (MS4). Marine equipment and service firms form informal ION. However MC1 notes, 'There are some instances because we haven't been part of that cliquey group it has been difficult to get information from some of the businesses.' (MC1)

Informal ION evolve naturally in a small industries like the marine industry. This is especially the case when the industry is geographically concentrated. Naval architects and project managers act as intermediary to connect different CLOR (NA1 and PS2).

SY4 refers to a great variety of clients: 'We have governments, local and international. Then we have the extremely wealthy people, so boat owners

[…]

. Then we have retail outlets, so guys who build much smaller boats we supply to […]'. Formal IOR can also take the form of subcontracting (e.g. between sailmaker/rigging firms and shipyard for the manufacturing of specific composite parts). MS4 explains that they formalise the product feedback received from clients. While SY4 confirms the presence of formal IOR, SY4 questions their relevance: 'We have done contracts and it never really changes the outcome.

' (SY4).

There are formal IOR between cluster companies and education research/institutes. SR2 refers to formal IOR with education/research institutes. However, SR2 remarks that the partnership is not currently active. There is another formal IOR between a sailmaker and a university. Similarly the activity in this partnership has decreased and is inactive. This partnership includes other CLOR such as governing bodies and professional sport.

There are more examples for formal IOR. Governing bodies have formal IOR with CLOR through funding programmes (GB3). Naval architects or boat project managers have formal IOR with marine service firms which are usually fixed prices for service agreements (NA1). The national high performance centre for sport has formal IOR with the national sport organisation (NSO): 'So it's very important that we understand what the NSO wants so that we then can help to reinforce those messages to the athletes as well so it enhances their understandings of where the NSO is as well. So I have that relationship with the Olympic director.' (PS1) AO2 has formal IOR to professional sport because the racing team is associated with them and is sailing under AO2's flag at competitions.

  Marine equipment firms refer to informal IOR with their clients and through sponsorship of amateur organisations. Naval architects refer to generally friendly relationships in SAILAUCK which includes informal IOR between naval architects and shipyards, marine equipment and service firms.

	Formal interorganisational networks are most often referred to by amateur organisations
	(n=6) and governing bodies (n=5).
	AO1 refers to formal ION with other amateur organisational. There are annual formal
	meetings with all other amateur organisations to plan the annual regatta programme: 'To get all the

). SY4 explains, 'So the relationship one is a tough one because it's the way you treat each other and business is 90% personality and 10% skill.' Sailmaker/rigging firms emphasise informal IOR to clients. This becomes evident in informal exchanges of information such as feedback on products: 'No they wander in and give me feedback there and then. The sailors are good so they understand. There is not really a formalised process […]' (SR4). The word-of-mouth communication by one sailmaker/rigging firm can provide the other one with work. There is a natural link between different elements provided by sailmakers/rigging firms which bring together complementary sailmaker/rigging firms. Amateur organisations refer to informal IOR with various CLOR in the context of sponsorship for the yachting club and its activities. They also refer to informal links to professional sport via their members that might be involved in professional sport (AO2).

ER1 refers to informal IOR with a sailmaker/rigging firm: 'So they will help us when we ask and we always get [name of SR] to make our sails for the wind tunnel because we need small sails for yacht models at about just over two meters high. But it's not like they are giving us a big research grant or things like that.' different clubs to sit down in the same room is actually quite a big deal.

[…] 

Last year there was a meeting with all the yacht clubs in Auckland.' (AO1) There is an initiative to federate amateur organisations for other reasons (e.g. share resources, create synergies). Professional sport teams are formally affiliated with amateur organisations to participate in races. Marine equipment firms are affiliated with amateur organisations through corporate membership.

  but if you have got some valuable information that can assist one of your loyal and faithful and friendly suppliers or people that you work alongside of, you do it, it happens all the time here.' SY2 shares advice with suppliers to improve business processes or production techniques. SY2 discovers those opportunities for improvement due to the fact that SY2 deals with many different suppliers.SR2 calls this 'fulcrum capacity' as CLOR cross-fertilise each other. SR2 associates altruism with cultural identity and explains: 'And kiwis are pretty good in sharing technologies and developments. I mean being here definitely helps and then you can always ring someone up who will go how we can do this or can you do that.'Altruism is evident in industry-university partnerships. Altruism is evident in helping to acquire new customers, lending test material to research centres, mutual cross-selling of products and services, sharing testing facilities and in turn running tests, and referring potential customers (SR3/ER1). SR4 describes this as 'to support everyone and give them ideas if you have any or opportunities that come in to me that we are not suitable for, we will recommend them on, of course to other people here.' Industry-university partnerships can also include professional sport. There is a multilateral project including a sailmaker/rigging firm, professional sport, and education/research institutes to create a testing facility for sails. ER1 provided the location for the testing facility. The sailmaker/rigging firm provides the sails and advice on research directions. The university owns the wind tunnel but no fee is charged to the participating CLOR for its use during the initial phase.

Hence, new trends and developments are discovered early.

Altruistic behaviour is evident between shipyards and clients. SY3 provides price discounts to the Olympic team and provides considerable technical advice. It is common to call upon another CLOR that is expert in a certain field to ask for advice. This can be a naval architect who is expert in a particular boat design or specialised consulting firms. SY3 explains, 'because we got so involved with them, you can pick up the phone anytime and talk to them and ask them for some ideas. So it's a network.' Shipyards help each other out. SY2 helped out another shipyard that had a fire in the factory. SY2 employed temporarily the other shipyard's staff that would have been made redundant otherwise.

There is also mutual helping behaviour through joint informal discussion and brainstorming to generate and evaluate ideas amongst CLOR in buyer-supplier relationships. SR2 states, 'we needed a bit of other ideas on how we might build the boom and we went out to some local boat builders because it's actually more like a boat than it is a boom and asked them how they do it. And they gave us some suggestions and various things and then we took it on from there.' However, SY4 is selective about who they help: 'Some people you are willing to give the advice to knowing he is going to have anything in return purely because of who they are and what they are trying to achieve.' Altruism can be observed in IOR between professional sport and sailmaker/rigging firms. A professional sport team works with several specialist firms in the same or similar area for the race boat building. Therefore they might be well positioned to discover new techniques, procedures or material.

Professional athletes participate in the testing without remuneration. The university provides additional human resources through student projects. ER1 describes the spirit and mind set of the participating CLOR as follows: 'They don't worry too much about the letter of the contract but it's more just trying to help each other because we know if we help them, they should help us.'

  ). MS4 confirms, 'So when you find someone that is good in what they do, then you try to keep hold of them and keep using them. We always try to use the NA2 needs the help of other CLOR to create a package of services and products offered to a potential customer. This requires some preparation by various CLOR to draft quotes and calculations. These work hours are only reimbursed if the bid is successful. However, loyal relationships between CLOR to the NA2 make this mode of functioning work. ME3 refers to loyalty between the industry and the 'fraternity' of active nonprofessional sailors. The importance of the communal goal of the cluster is emphasised in this quote:

same guys and keep a good team and everyone gets to know that we have got a good team which really helps.'

Many CLOR rely on mutual word-of-mouth recommendation for new business. Boat project managers and naval architects rely on the recommendations of shipyards for new contracts. The shipyard recommends also marine service and equipment firms to the project manager or boat owner (NA1). Marine equipment and sailmaker/rigging firms show loyalty through mutual word-of-mouth recommendation.

Loyalty is evident in boat construction projects. CLOR develop project loyalty that leads them to collaborate with competitors as long as it is good for the project. The project takesat least temporarily -priority over individual CLOR's interests (NA1/PS3). NA2 refers to a dependence on other CLOR: 'Yes, I couldn't keep the business without them.' 'And you really have to rank the common goal as much higher than you do your own self-interest. I think you can pursue the self-interest thing for a period of time but I don't think that should be the objective.

' (ME3) 

  After delivering their products sailmaker/rigging firms accompany shipyards for sea trials including long overnight trials. This goes beyond commercial service and can be explained as follows: 'A lot of what we do is not just good business but it's because we enjoy doing it.' (SY3). Cup race were a result of the efforts of professional sport team members. The sail designer of SR1 coordinated the wing sails development, but this was not originally part of his job. Conscientiousness is required to work in the super yacht segment because clients are extremely demanding. Products and service need to be flawless. Therefore shipyards tend to work with the same suppliers that fulfil these requirements. Sport incites conscientiousness as SR2 explains: 'I am sure that the fact that we are a sport-oriented product, lots Service suppliers and subcontractors go beyond requirements. NA1 refers to the 'goodwill' of marine service subcontractors in a boat project. NA2 says that suppliers and subcontractors give usually 110% of their time when they collaborate. Also PS2 states that their suppliers and subcontractors are very responsive and go usually beyond what is expected.

	Honesty

and taking responsibility is a form of conscientiousness (MS2). Conscientiousness is behaviour that takes initiative to find problem solutions rather than finger-pointing on occurring problems. New Zealand businesses try to exceed customers' requirements without charging extra fees for anything that goes beyond the agreed product or service. Also subcontractors take extra efforts beyond formal agreements: 'Once you have got a good relationship built with the sub-contractors, then they will go the extra mile to make sure that you are happy at the end of the day' (MS4) Suppliers are prepared to work extra hours if projects are urgent and need to be finished in time. It is typical for professional sailors to go beyond that: 'They are able do not just to do the job that they have been paid for but also to help out in other areas of the organisation.' (SR1) Conscientiousness means to be willing to take on new challenges (SR3/ER1). The revolutionary wing sails used in the last America's of the people here are sailors and they are not just passionate from a work point of view, they are passionate from a kind of personal interest point of view. So, in that case they go definitely over and beyond of what we might agree is normal service.'

  ). PS2 has worked with marine equipment firms on the design of a GPS tracking device to adapt it to the needs of Olympic sailors. The technology came originally from ocean racing boats and hence, was too bulky to be used in the 49er boat class 11 : 'So basically we worked with them in terms of shrinking the product so that it is more usable in the There are various examples for product innovation. Boats, sails, and masts have seen the most important changes in terms of materials used. The introduction of carbon fibre and other composite materials was the most revolutionary change in boat building. Sails were initially made of cloths with highly innovative weaving technologies. While most of the raw material is imported, CLOR have the know-how to make strong and light composite materials for boat building. Innovative material is key for both markets professional racing and super yachts. GB1 refers to the high demand of customers: that is why our[name of PS] will have this type of technology at the leading edge of that and that goes through to super yacht owners who want to go fast and have lighter equipment.'There is collaboration with the material science department of the local university for product material innovation. Composite materials are a crossover technology utilised in many types of sport equipment and other fields. Therefore, there is a larger interest in innovation in this field across different industries including marine and aviation. NA2 mentions nanotechnology: 'In resins for instances, you can mix carbon into it and it becomes a stronger resin.' (NA2). It is revolutionising material because 'with nanotechnology you can really compress it and make it either smaller or stronger or both which means less windage.' (NA2).

Olympic class boats which are a lot smaller than the America's Cup boats.' (PS2) PS3 illustrates design/use innovation in dagger boards. One dagger board goes through each hull in order to take the boat out of the water at very high speeds. This is called 'foiling'. The dagger boards are crucial for the current America's cup boat class AC72 and hence, a lot of design innovation, especially creating prototypes and testing them, has gone into it (PS3). Professional teams are heavily involved in the design of dagger boards: 'They get practice sailing with this type of dagger board and the whole team and people involved will have a meeting with the sailors and the designers and engineers and we will get feedback basically saying this was good, this was bad, here is a new idea of how you can change the dagger board.' (PS3) Product material innovation is been referred to by governing bodies (n=6) and naval architects (n=3).

10 Spinnaker is a special type of sail with a large surface used for sailing off the wind courses. 11 49er are an Olympic boat class of high performance skiff-style sailing dinghies. '
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 24 List of all interviews conducted for SURFTORQ.

Table 25

 25 displays the key observation data including the topic, type, location, and date of event. The table also shows the types of data collection activities conducted during the observations.

	Interviews (SURFTORQ)					
	N°Type of Cluster	Code No of Em-	Year of	Location Sales in	Interviewees' Position	Minutes Pages
	Organisation	ployees*	Inception		Board-	
					sports**	
	Formal semi-structured interviews				
	1 boardsport brand	BB1 130	1969	Torquay 100%	R&D and Sourcing Manager	54:03
	2 boardsport brand	BB2 160	1970	Torquay 100%	Marketing Manager	47:56
	3 boardsport brand	BB3 10	1973	Torquay 75%	Marketing/Develop. Manager	42:10
	4 accessories/fashion brand AC1 15	2000	Torquay 100%	Director	54:44
	5 accessories/fashion brand AC2 1	2010	Torquay 75%	Director	33:03
	6 equipment specialist	ES1 5	2000	Torquay 100%	Director	42:51
	7 equipment specialist	ES2 9	1998	Torquay 100%	Director	62:55
	8 services/consulting	SC1 15	1987	Anglesea 100%	Associate Director	46:40
	9 services/consulting	SC2 6	2007	Torquay 100%	Director	35:49
	10 services/consulting	SC3 25	1976	Torquay 100%	Director	42:48
	11 services/consulting	SC4 2	2012	Torquay 100%	Director	32:07
	12 professional sport	PS1 6	1969	Torquay 100%	Manager Girls' Team/Intern. Events 32:43
	13 education/research	ER1 3600	1974	Geelong N/A	Lecturer Sports Technologies	55:58
	14 education/research	ER2 10	1993	Torquay 100%	Curator	29:09
	15 education/research	ER3 150	2007	Torquay 10%	Teacher	44:12
	16 governing body	GB1 50+	1994	Torquay N/A	Coordinator Econ. Develop./Tourism 41:49
	17 governing body	GB2 50+	1994	Torquay N/A	Grant Officer	28:16
	18 governing body	GB3 50+	1994	Torquay N/A	Manager Env./Community Safety	35:39
	19 governing body	GB4 250+	1901	Geelong N/A	Senior Business Develop. Manager 40:08
	20 governing body	GB5 250+	1901	Geelong N/A	Ex-Cluster Programme Manager	58:04
	21 governing body	GB6 8	1963	Torquay 100%	General Manager	35:12
	22 governing body	GB7 4	2012	Geelong N/A	Chief Executive Officer	80:34
	23 governing body	GB8 12	N/A	Geelong N/A	Business Manager	31:44
	24 amateur organisation	AO1 0	1978	Torquay 100%	President	37:03
	25 designer/shaper	DS1 1	2010	Torquay 100%	Director	40:02
	Explorative Interviews					
	1 accessories/fashion brand AC3 1	2010	Torquay 75%	Designer/ Developer	21:31
	2 equipment specialist	ES3 9	1998	Torquay 100%	Director	47:07
	3 education/research	ER4 3600	1974	Geelong N/A	Professor in Sport Management	37:28
	4 services/consulting	SC5 2		N/A	N/A	Director	45:00

** includes employees in the cluster region only * including fashion and technical equipment
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 26 List of all organisational information analysed for SURFTORQ.

Table 27

 27 

	Observations (SURFTORQ)			
	N°Topic	Type of Event		Location Date	Activity
	1 Surf City history and	Permanent and		Torquay,	23-24 May 2013	Visiting museum and
	geographics	temporary exhibition	Australia		precinct, guided tour and
						EXI with curator
	2 Surf board	Surf board factory	Torquay,	Rip Curl: 27 May 2013;	Visiting and observing the
	manufacturing	visit		Australia	GBoards: 29 May 2013;	surf board manufacturing
					Moonlight: 06 June 2013,	process, EXI with
					Surfer's Shed: 28 May 2013	shapers
	Digital Organisational Information (SURFTORQ)
	N°Source	Code Information Type	Pages
	1 governing body	OI1 Sports Tech Pitching	1
				Competition Flyer
	2 governing body	OI2a Conference Program	8
	3 governing body	OI2b Conference Program	8
	4 governing body	OI3 Industry event programme	4
	5 governing body	OI4 Membership brochure	8
	6 governing body	OI5 Media Release	1
	7 governing body	OI6 Destination Management Plan 263
	8 governing body	OI7 Council Plan (Extract)

shows all archival data analysed for SURFTORQ. This data includes online articles, a showcase, brochures, industry reports government programmes, project reports, cluster candidature documents, and magazine articles.

Table 27 .

 27 List of all archival data analysed for SURFTORQ.

specific factors of sport clusters

  Coding was conducted and documented in NVivo (seeAppendix D). Frequency counts of coded references document content analysis. Appendix I shows a summary of frequency counts. The narrative analysis is documented in interview analysis reports (Appendix K) and in the following sections. Findings are presented according to research themes. First, location-specific factors (LSF) are discussed, followed by types of cluster organisations (CLOR), interorganisational links (IOL) and behaviours (IOB), and innovation themes. Definitions for each research theme were given in Chapter Three. . SURFTORQ data refers to socio-economic LSF (n=99) and geo-economic LSF (n=82) most, followed by sport-related LSF (n=64). Political LSF (n=42), geographical LSF (n=24), and historical LSF (n=22) are less often referred to.

	Digital archival data (SURFTORQ) N°Source Code Information Type 1 Surf Business Magazine AD1 Online Article 2 Surf Business Magazine AD2 Online Article 3 University AD3 Research Showcase Location-Socio-economic LSF are referred to most by governing bodies (n=32), followed with pages 1 2 2
	4 governing body significantly fewer references by equipment specialists (n=13), services/consulting firms (n=12), AD4 Extract Brochure 1
	5 governing body	AD5.a Call from National Government for Industry	1
	Cooperative Innovation Programs education/research institutes (n=11), and boardsport brands, accessories/clothing firms, and
	6 consulting firm report designers/shapers (n=7 each).	AD5.b Feasibility study about Geelong Surf Industry Manufacturing Cluster	21
	7 governing body	AD5.c Application for cluster programme	6
	8 governing body	AD6 Cluster member list	1
	9 consulting firm report	AD7.a Cluster implementation project final report	71
	10 governing body	AD7.b Cluster project evaluation report	4
	11 governing body	AD8 Extract from surf industry article	1

  Tourism has increased in the local community. This includes general tourism but also surf tourism. The growth in surf tourism is attributed to technology that permits better and easier forecasts concerning surfing conditions (using the internet) which enables more distant and less experienced surfers to identify good conditions (ES2). This has created tensions between different stakeholders such local and foreign surfers, environment groups, tourism agencies, surf event organisers, surf clubs, and surf schools. This is somewhat ironical because the local people benefit from the tourism life and now it is very crowded here, I don't grudge the people that come here.[…] Because it's a beautiful spot, you can't just keep it to yourself forever, even though we tried.[…]. A lot of things have come with it too. You have got much better boards. You have got much better wetsuits.'

Maybe they don't think that they need any help.' Participants' opinions vary concerning SURFTORQ's openness towards new members. While GB1 argues SURFTORQ is open to new businesses, GB2 and ES3 describe it is a closed and inaccessible group. ES2 points out that SURFTORQ provides a sort of 'cocoon', a sheltered environment to test new products or processes. ES2 argues, 'you feel like you are sort of

cocooned by all of these other surf factories that you can make decision and know whether they are going to work very quickly through the feedback that you get through the stores.' commercially but are often the same who complain about crowded surf spots. However, some recognise the necessity and the positive aspects of this development. SC2 states, 'My attitude has changed a fair bit towards the whole situation, growing up here and surfing uncrowded waves for most of my

  SC3, for example, is co-located in Torquay's 'surf precinct' with the two major boardsport brands just across the road and many other CLOR nearby (ES2) as illustrated in Appendix H. SURFTORQ started with two boardsport brands that have since grown into MNE. GB6 explains, 'Torquay is seen as the home of surfing because that is where two of the big companies were started. Obviously this town was built around the surf industry and it is what it is today because of the companies that are here.' Other boardsport brands have either originated in Torquay or have been brought over by licensees from North America or other parts of Australia (BB2).SURFTORQ was heavily stimulated by surfing and the region's surf culture (GB4). The regions possibilities for surfing drove the development of surf-related businesses and associations. Some CLOR introduce new people to the sport while others focus on high performance athletes and competitions (GB6).SURFTORQ has drastically grown since its inception. Whilst there are positive aspects of SURFTORQ's growth (e.g. research, development, and innovation) some can identify negative consequences: 'And it is definitely dramatically changing now. It's losing what we grew up with. It's losing a lot of the village feel because it is getting bigger.' (ES2). There are more and more nonsurfers coming to live in Torquay who disapprove of surfing and surfing businesses (ES2/ES3).

	Sport-related LSF are referred to most by governing bodies (n=17), followed by
	education/research institutes (n=12), equipment specialists (n=7), and services/consulting firms (n=6).
	Surfing was key in the creation of SURFTORQ. The CLOR are usually managed by surfers
	(GB1/ER1/BB2). Surfing attracted many people to live in Torquay who then developed surfing
	businesses (ER2). SC3 makes an analogy between behaviour of surfers and behaviour between CLOR

It is important for any surf equipment company to be closely located to its market place and suppliers (GB3). It is the idea of 'Silicon Valley' transferred into surfing industry (GB3/AC1). A physical hub of like-minded firms co-locates manufacturers, suppliers, and associated institutions.

Certain local demand is also necessary (GB5/SC1/ES1). ES1 only use non-local suppliers if the product is not locally available. Also ES2 and DS1 prefer local suppliers.

Physical proximity amongst CLOR is important for collaboration. There is university-industry collaboration. ER1 works with boardsport brands for product material research and development. Even though most of manufacturing is offshore, research and development is undertaken locally (ER1).

Offshore manufacturing constrains collaboration (BB1

). There is a lack of personal contact with the manufacturer and travel costs are high. Collaboration is more difficult. staff. SC3 argues: 'you have got a passion, a sport underneath it. So even though I am really competitive with that guy, I respect him because he is into what I like to do. I like to go surfing and he likes to go surfing and we have got a very strong common interest.'

  /research institutes refer to partnerships with boardsport brands. ER1 is a university and has an exclusive research and development partnership with a boardsport brand. The partnership's objective is to work jointly on the development of materials for boardsport products. This partnership has resulted in a scientific study analysing and comparing eight different wetsuits from different brands. Results have been published in a scientific paper. This study provides, 'hard data about what is the best wetsuit in the market, how do their wetsuits stack up to the [names of other boardsport brands]' (ER1). ER1 has worked with other boardsport brands on product innovation but only as one-SC1 argues, 'We were getting wetsuits from [name of BB] but we were not really getting anything else so they were not sort of working with us where [name of BB] was quite keen to work with us.' SC2 works with a boardsport brand because the owner was sponsored by them. Even though SC2 has kept close links to the former sponsor, SC2 has also changed the wetsuit supplier because of more competitive pricing. Surf retail shops have customer-supplier relationships to boardsport brands. Boardsport brands sell surf products via surf shops (SC3). Surf retailers influence boardsport brands' product ranges as they decide what to stock and what not to stock. SC3 refers to a boardsport brand that seeks SC3's opinion on changes in the product range.

	off projects.
	functional surfing equipment (OR1).
	ER3 is an education institute that offers education programmes for different professions in the
	surfing industry. They have a strong partnership with boardsport brands through internships for ER3's
	students.
	Surf schools as service/consulting firms refer to boardsport brands as suppliers of surfing

ER2 is a museum for surfing that exhibits both surfing and the surfing industry. It has a longstanding partnership with one particular boardsport brand. They are dependent upon donations of memorabilia from CLOR. Boardsport brands are amongst the biggest donors of exhibition material. ER2's curator has been working for boardsport brands over decades and hence, assures good relationships to them and access to exhibition material. ER2 states, 'I spent 26 years painting surfboards for

[name of BB]

. So I have a lot of contacts in the surfing industry and with a lot of the businesses, I could just walk through the door and talk to them and ask them if they have got anything interesting or if I have got problems that needs to be solved or boards that need fixing.' ER2 emphasise the importance of boardsport brands for the surfing industry and for SURFTORQ. ER2 underlines boardsport brands' legacy which is the development and production of high quality equipment (SC1). SC1 emphasises the need for good relationships with suppliers that go beyond simple buyer-supplier relationships. SC1 points out that physical closeness to suppliers is also important for repairs. Both has been achieved with the surfboard supplier but not so good with the wetsuit supplier.

Equipment specialists have links to boardsport brands. Equipment specialists' owners often have previously worked for boardsport brands before opening up their own business (ES1). Others have personal relationships to boardsport brands' owners and employees. ES2 has commercial relationships with boardsport brands through product cooperation. ES2 is original equipment manufacturer for a boardsport brand but the products are co-branded with both logos.

  Boardsport brands have conducted research projects with national research institutes (SC3). SC5 emphasises education/research institutes as key for knowledge production in clusters. BB1 confirms, 'yes, if we think that the project is important enough and if we think that the project requires some external assistance from some research organisations, one a number of occasions we have used the likes of [name of ER], we have used the [name of ER] to assist us with projects that we may be working on.' GB3 assigns a special role to the surfing museum (ER3). It is an opportunity to show the richness of surfing culture to locals and tourists. GB8 has a strong interest in the surfing museum and emphasises the relationships between the surfing museum and private CLOR. This physical connectedness needs to be preserved according to GB8.Service/consulting firms are most often referred to by governing bodies (n=10), followed by equipment specialists (n=9 each) and service/consulting firms (n=6). Governing bodies refer to various surf retailers, surf schools, screen printers, and surf equipment repair workshops as services/consulting firms (GB1-3). Whilst GB3 highlights the variety of services/consulting firms, SC3 emphasises the high number co-located firms in a small area. GB4 is more conservative: 'But if you look what you have really got there, you have got a whole lot of retailers and a couple, maybe three to four medium to large companies doing things that have got a reach broader than Torquay.' SC1 refers to other surf schools located in the same street. SC1 explain that each surf school focuses on a different target group and hence, there is not a lot of competition. Equipment specialists refer to surf schools (70%)

). GB1 argues that bigger CLOR invest more readily in university-industry partnerships than SME. GB1 explains, 'I think nowadays the bigger companies and the ones that have got some money to spend on research and development stuff are using the more technical things like [name of ER] and fabric development and things like that.'

  This early informal ION has continued. Children of CLOR staff grow up together, go to school together, and surf together (ES2).The informal ION in SURFTORQ is reinforced through joint surfing practice by many CLOR employees and managers. It is common practice for all CLOR employees and managers to surf at lunchtime or even during work hours. If the surf conditions are good, you can find CEO, product developers, marketing managers, shop assistants, and others surfing at the same beach. This creates a casual environment and provides opportunities to talk about business issues (GB3/BB2). Hierarchical differences or loyalty to the employer are reduced because affiliation to the surfing community is perceived as stronger than company affiliation (GB3/BB2). Furthermore informal exchange happens in eateries that are co-located with CLOR (SC3). BB2 summarises the surfing community as a 'tribe'.ES2 states, 'So, it's a business but it is more than that. It's more of a friendship base and business relationship rather than monetary relationships.' (ES2)The regional sport organisation contributes to building informal ION. GB6 organises an annual fair for different CLOR such as boardsport brands, equipment specialists, and services/consulting firms to present products and talk about product performance and development.ER2, the surfing museum, plays a similar role. The surf museum's location in the Surf City precinct provides space for CLOR to meet, interact, and exchange. ER2's curator has been involved in surfing and the surfing industry over decades and is hence, a very good intermediary between CLOR. GB8

Torquay and started surfing businesses. Over time these original links broke up and former business partners continued with two different surf companies focussing on different product niches or target groups. However, former business partners usually stayed friends and informal links were maintained across different CLOR (GB5/BB2/BB3/ES2/SC2). This explains the formation of a dense informal ION. GB1 explains, 'the guys that started that were the guys that built up a part of the company and then split apart and did something slightly different or started a new company.' explains informal ION as follows, 'Some of those people have worked together 15, 20, 30 years and lived in that area as well or lived in other surfing areas. So it's sort of, I suppose, not like a cult but very closely knit community, both industry and community.' ES2 argues that the informal ION prevalent in SURFTORQ provides a sheltered environment for new CLOR and for extant CLOR to test new products. It is a good testing environment to see whether new ideas will work on the global market. CLOR have realised that it is better to work together rather than compete against each other as there are much bigger competitors outside of SURFTORQ: 'What they have figured out is that one standing alone is going to get his head cut off but three or four or five or six standing together is going to be stronger for each brand and then at the same time stronger for the entire surfing community.' (ES2) GB5 refers to mutual trust amongst CLOR in informal ION, 'you have got to build up the relationships amongst the clusters members. So eventually you would trust [name] and [name] will trust you. And you will have confidence in each other.' (GB5) CLOR and attitudes can change 'as trust develops and as open communications develop

  Formal IOR between boardsport brands and surf shops or surf schools can go beyond the pure delivery of surf products (e.g. joint marketing communication or product development). In that case there are non-disclosure and exclusivity agreements. There are commercial agreements with service/consulting providers and education/research institutes for research and development. Confidentiality agreements are put in place with professional sport and amateur organisations for product testing. /consulting firms and equipment specialists refer to informal IOR that develop from formal buyer-supplier relationships. IOR can go beyond simple purchase agreements and contain additional mutual beneficial elements. This can be, for example, joint promotion activities (SC1).Overall, IOR tend to be informal in SURFTORQ. CLOR work with people they trust and hence, there is little need for written agreements: 'It's just verbal. It's not even an agreement. It's just the way it is.It's just the way it works.' (SC4) SC5 emphasises trust, honesty, engagement, and social comfort as key factors of successful, informal IOR within SURFTORQ. This accounts especially for IOR at top management level. Informal IOR at top management level have often grown out of friendships and joint personal experiences (ES2/ES3/BB2). ES3 explains, 'Nowadays those bosses are still friends and go on holidays together.'

	Services

Some boardsport brands have diversified into distribution through buying multi-brand surf retailers. Other boardsport brands use those multi-brand retailers as distribution channel. Therefore competing boardsport brands have formal IOR through distribution agreements (ER3/BB2). BB2 states, 'It's sort of tricky because even

[name of BB], they own a lot of retailers, multi-brand retailers that we talk to every day.' (BB2)

There are a number of buyer-supplier relationships between boardsport brands and other CLOR. Boardsport brands supply products to surf schools, whilst equipment specialists supply products to boardsport brands (SC2).

Informal interorganisational relationships are most often referred to by services/consulting firms (n=10), governing bodies, and equipment specialists (n=6 each), followed by education/research institutes and boardsport brands (n=5 each), and designers/shapers (n=4 each).

  ). SC5 identifies professional athletes as a key factor in product development. The co-location of professional sport with manufacturing CLOR is crucial because 'clusters are the leading edge in terms of the customers, the sports people, the services/consulting firms. GB6 states, 'So we basically just filter all the information straight down to the clubs where appropriate.' Also, the regional authorities provide examples of how they permanently improve CLOR operations (GB5) by creating a cluster website, providing cluster newsletters, organising cluster functions, attending trade shows, and representing the cluster externally. BB3 aims at improving SURFTORQ operations by using only organic cotton in their clothing and having developed an environment-friendly surfboard. With these actions BB3 intends not only to act environmentally friendly, but to encourage other CLOR to imitate them. BB3 is happy to share knowledge about sustainable production techniques with other CLOR.

technology. These different ingredients come together through the athletes.' (SC5)

Advancement means improving relationships amongst CLOR. This includes closing the gap between research and industry and building close IOR between the two (GB7). This can be achieved by understanding for each other's objectives better. The education/research institutes need to better understand and think about how research and inventions can be usefully applied in real life situations.

Private CLOR should think about more long-term oriented collaborations with education/research institutes because short-term results are difficult to obtain in scientific research. This should help improving IOR between education/research institutes and private CLOR, and creating better innovation processes integrating universities in private CLOR's research and development. GB7 refers to industry-university collaborations from a national sport technology: 'The [name of GB] is a not-forprofit member-based organisation comprising leaders across the entire "sports eco-system" in Australia, including sports tech firms, national sporting organisations, sports retailers and marketers,

universities, researchers, and investors.'

There is evidence for advancement through measures undertaken by CLOR to improve knowledge bases. The regional sport organisation (GB6) informs its members about training programmes, event schedules, and funding opportunities. GB6 improves IORs by organising an annual seminar for CLOR where boardsport brands, equipment specialists, and accessories/clothing firms meet with

  ). SC1 states, 'So when we employed him[name of ES] offered to train him up to learn the skills to repair the board which is a win for them because they don't have to pay their own are co-located in the same shop and serve each other's customers when one of them is busy/away (SC2/SC4). Several co-located equipment specialists help each other with material if one is running out of some product but also with labour if one has orders that he cannot serve alone

	(SC3/ES1/AC2). SC3 argues, 'Competition in business, it's very aggressive competition and yet we
	help each other out at the same time.'

wages to get it repaired.' Surf schools provide product feedback on free test material (SC2).

Service/consulting providers help each other through the mutual recommendation of complementary products, e.g. surf schools and surf retailers (SC1). A skate shop and surf school/retailer

  Also equipment specialists are loyal towards their suppliers (ES2). Even though ES2 has worked with suppliersalso called 'mates' -for over 14 years, there are almost no contractual agreements.

	Loyalty is a precondition for joint product development across CLOR. BB1 maintains trustful,
	long-term relationships with suppliers that include joint product development (BB1). Loyalty is also
	evident between boardsport brands and their clients (e.g. surf schools). Loyal clients have been used
	for product testing and development for about 20-30 years (SC2). There is also evidence for
	formalised loyalty through university-industry partnership contracts (ER1/BB2). The partnership is
	about continued joint product development in an exclusive partnership. ER1 explains, 'I think loyalty

). Local suppliers are favoured because shipment and repairs are easier to handle and personnel contact facilitates collaboration (SC1). SC1 explains, 'We tend to use the same suppliers because you build up a relationship and you are trying to develop that product and you work together with the company if you have any issues, hopefully they come and fix it.' is definitely a key thing and citizenship. I think it is as long as we treat each other with good respect and we say "Look this is where we go." […] Loyalty is never going to be a hindrance. In my view it is not a hindrance, I think it is quite a good thing. I can't see us working with other surf wear companies just yet. I can't see it in the future because we have had such good success with [name of BB].' Boardsport brands have been loyal partners of surf specialised education and training programmes by providing internships (SC3).

Equipment specialists and designers/shapers tend to be SME and therefore loyal towards each other (ES1). Informal connections between CLOR permit the flow of tacit information which eventually creates trust and familiarity amongst CLOR (SC5). Trust leads to loyalty and CLOR will mentor the next generation of CLOR staff to ensure a long-term perspective of the cluster. The question of identity plays an important role in the development of loyalty amongst CLOR because 'there are still a lot of surfers in the surfing industry and we probably see ourselves as surfers first and employees of the [name of] or [name of BB] or [name of BB] second. We probably see the surfing thing is probably stronger element of our personality than who we work for.

  ). The leading CLOR set the pace and others must follow. SC3 compares this behaviour to a cycle competition, 'If you are riding on your are better than others and they move forward more. And the others feel pressured and run a bit faster and keep up. So that is what happens.'

own, you are going this fast, but if you are in a pack of 20 bikes, you go the speed of the pack and obviously there will be one person in the pack who is a better athlete. So he goes to the front. And then all the rest has to speed up to keep up with him and that is kind of what happens here. I mean some of the companies

  So we are happy to fit in and work with them on that product but they have to let us know what theywant to work on because we don't make board shorts. We don't make wetsuits. It's up to them to say

	what is going to sell and what they want to develop.' The university can bring in ideas from other
	research areas (ER1). It is the open-mindedness from the market, combined with the universities'
	academic rigour that can generate new ideas (ER1).

explains, 'The real focus in the agreement is not that we only evaluate and propose products but we can continuously develop new products to go forwards. So what is that next idea, what is the next concept? What is the next fabric or the next garment? How is it going to perform and in what

conditions is it going to perform?' Often it is the boardsport brand that suggests new research areas in response to market needs and competitors' products (BB1). This market-driven approach to innovation assures applicability of research results. ER1 argues, 'They are experts in their own product line-up.

  ES2 used professional surfers to develop a tow surfing sled. There was product development for surf lifesaving equipment, which faced some difficulties. ES2 explains, 'We developed the rescue board in 2001. We started the recue board in 2001. It took us four years or three

	years because it was such a new product. It was completely out of the box. For what Surf Life Saving
	has got in the railway tracks of their parameters, anything outside that is outside that. Never, ever,
	ever enter into it. It took us three years to get them to even look at our products.' Surf schools and surf
	retailers (SC) conduct product tests with different consumer groups. Their clients are surfing beginners
	that might use surf equipment differently than experienced or professional surfers.
	Commercialisation. Governing bodies (n=11) refer most often to commercialisation, followed
	by equipment specialists (n=4), boardsport brands and education/research institutes (n=3 each).
	). BB2's designers
	work directly with ER1's researchers. Product material research, tests, and comparison of properties
	are run in the university laboratory facilities. In the next stage, both BB2 and ER2 staff test prototypes
	(BB2). Finally professional surfers test the final product. ER1's students may also be involved. ER1
	explains, 'And because we have got that vested interest I have been making those smaller projects
	inside, that concept testing. It makes it a lot easier and a lot more agreeable. You never know with
	research where it is going to end up.'

Accessories/clothing firms and equipment specialists also use the cluster as testing environment. AC2 uses clients or friends to test, for example, new leg ropes. AC3 uses internal staff to test new product developments. ES1 relies on the local surfing community and friends for product testing and feedback.

There is a recently established industry-driven national sports technology governing body that integrates SURFTORQ (GB7). One of its main objectives is to facilitate and foster commercialisation of sport technology developed for high performance sport in the non-professional mass market. There has been a lack of mutual understanding and connection process between the high performance sport and the sports technology industry. GB7 states, 'So they need to understand that although the goal of [name of GB] is to commercialise sports technology.

[…] 

when we are getting to a consumer market, the stuff that they are doing at that level isn't really what the consumer wants. By the time it actually gets to the consumer market, it is probably three years away anyway and there is a new elite solution anyway, that is what they have got to understand and that is what we need to understand with them.'

  sports. GB4 argues, 'Yes, what we really needed to do was probably to define what the cluster is. Is it around the R&D? Torquay is a special place for culture but if you look at it and if

	environmentally friendly surfboards and manufacturing processes. Also board shorts have been
	improved through material innovation. A new fabric reduces painful rashes from board shorts rubbing
	on legs (BB2). it's around design. […] I think there is something in design and certainly in R&D and innovation
	Education/research institutes play an important role in material innovation as they have testing around the technology of sports.'
	laboratories, research skills, knowledge, and trained people to develop and test new material and their Product systems/technology innovation is most referred to by governing bodies (n=5). Most of
	properties. ER1 can apply those resources across different sports to enrich knowledge. ER1 explains, the examples for system/technology innovation do not specifically relate to surfing equipment but to
	'my role is as far as innovation goes being on top of what is the new materials, what are the new sport technology in general (e.g. wearable devices, protective wear, mobile applications, smart
	techniques for testing materials or how do we quantify properties. And quantifying properties for say clothing) (GB7). Few example of system/technology innovation in surfing equipment are evident in
	yachting industry versus cycling industry versus surfing industry, is very different. They are all looking data (e.g. the heat vest (ER1) or a connecting part of the surf leg rope (SC3)).
	for different things.' For example, ER1 has conducted structural analyses on new compression
	garments and a detailed analysis of properties across eight different wetsuits.
	ER2 argues that a range of design innovations for technical surf products is the legacy of the
	early, successful CLOR. The future CLOR should build on this legacy of continued innovation in
	technical products. GB7 highlights the wide array of potential future design or use-related sport
	technology innovations beyond surfing products (e.g. sport applications for mobile phones and sport
	(BB1) specific nutrition products). Expanding into this area via university-industry collaborations could be an
	Sport products require typically mutual exclusive properties (e.g. more warmth but higher opportunity for SURFTORQ.

E for Elasto, so we started off with Elasto 1, Elasto 2, Elasto 3, Elasto Max 4. So basically each time we have brought out a new range of Elasto Max materials, it has been stretchier or lighter and softer. So the E4 is the premium material that is available out there in the market place right now.' flexibility, or lighter but stronger). Product material innovation has seen an increasing trend towards environmentally friendly materials (BB1). For example, BB3 uses only organic cotton and they produce an environmentally friendly surfboard. Equipment specialists have developed Product use/design innovation is most referred to by governing bodies, equipment specialists, and education/research institutes (n=6 each).

Design is an important area of innovation in surfing equipment. Much of design/use innovation has concentrated on the surfboard and was developed by shapers or expert users through experience and trial-and-error (DS1/ES1). Design/use innovation in neoprene wetsuits and technical clothing is often conducted through university-industry collaborations. There are design and fashion colleges in SURFTORQ that collaborate with boardsport brands for innovation of clothing and garment designs for example (ER1).

However, GB4 argues that design innovation in surfing products has not been fully exploited because most of the manufacturing has moved overseas (ER1). GB4 suggests creating the future of SURFTORQ and of the wider sports industry around design, research and development, innovation, and technology in

Table 28 .

 28 Cross-coding frequency matrix linking types of interorganisational behaviours and links (SURFTORQ).

	Cross-coding Matrix of Interorganisational Behaviour and Links (SURFTORQ)	
		iIOR	fIOR IO R total	iION	fION IO N total	Total
	Competitive	0	0	0	2	0	2	2
	Coopetitive	1	2	3	2	1	3	6
	Cooperative	3	0	3	1	1	2	5
	Collaborative	2	1	3	7	7	14	17
	Citizenship	16	11	27	22	18	40	67
	Tolerance	0	0	0	0	0	0	0
	Loyalty	4	3	7	10	2	12	19
	Constructiveness	0	0	0	1	2	3	3
	Conscientiousness	2	2	4	0	1	1	5
	Compliance	0	0	0	0	0	0	0
	Altruism	6	1	7	9	3	12	19
	Advancement	4	5	9	2	10	12	21
	TOTAL	22	14	36	34	27	61	95

  labour and the capabilities to produce knowledge, technology, and products.Passion for sailing generates ideas from CLOR's employees, managers, and customers. Local residents' that work in CLOR have friendly attitudes towards each other. They share the objective of

	advancing the sport. This induces them to jointly generate ideas by exchanging, discussing, and
	producing new knowledge through knowledge sharing. All indicators for socio-economic LSF are
	confirmed in the case of SAILBRIT.
	There is evidence that local residents' contribute to SAILAUCK's and its CLOR's success. A
	pragmatic culture of 'trial and error' combined with open-mindedness for unorthodox solutions
	produces new problem solutions. However, this approach seems to stand in contrast to producing
	Attitudes and perceptions of people
	in CLOR, especially governing bodies, had to change to allow the development of SAILBRIT. The
	economic potential and contribution of SAILBRIT was not perceived initially. The interest of the local
	population in sailing created local demand and fostered SAILBRIT's growth based on a stable home
	market. Entrepreneurs' willingness to move to SAILBRIT and takeover businesses from retiring
	business owner assured sustainability of SAILBRIT. Some family businesses (e.g. shipyards) have

grown into medium-size companies and need new owners take over since the founding generations have often no followers. The presence of professional sport stimulates new ideas, prototype development and testing, and commercialisation of inventions. Local residents' involvement in sailing produces new skilled scientific knowledge and techniques. The cultural aspect of proud hardworking labour and ambitious working attitudes combined with good training schemes assures the availability of skilled labour in SAILAUCK. Local residents' positive attitudes towards water and water-based activities have fostered the growth of local demand, encouraged the development of skilled labour, and generated potential for new ideas through local end consumers. New knowledge is produced through informal exchanges amongst CLOR during recreational and competitive sailing and associated social events. Links between sailing community and sailing industry leverage new ideas through connecting market needs with firm's capabilities. Social integration of sailing as sport and means of education in school programmes ensures a sustained strong connection of local residents' to sailing and SAILBRIT. This is the basis for the development of skilled labour, new knowledge, ideas, and hence advanced equipment and technology around sailing. All indicators for socio-economic LSF are confirmed in the case of SAILAUCK. Overall, sailing clusters confirm all aspects of socio-economic LSF that are suggested in previous research

  also studies LSF but relates them to competition. Competition relates to actors in a cluster that compete for resources, more specifically LSF.Porter (2008a) emphasises the role of economic and other associated organisations in a cluster. Those actors are important because not only LSF determine the prosperity of an economy but more so what actors choose to do with resources and how. Before behaviours of CLOR can be

	examined the different types of actors need to be determined. Various theoretical approaches inform a
	possible CLOR typology.
	Porter (2008a, p. 215) defines actors in a cluster as 'interconnected companies and associated
	institutions in a particular field, linked by commonalities and complementarities'. In Porter's (2008c)

Five Forces model four different types of actors are identified: customers, suppliers, potential entrants,

  Table 32 summarises the different CLOR typologies. or technologies can become a threat for those using extant materials or technology as the new product replaces the extant ones (e.g. eco-boards versus traditional boards).

	using new materials		
	Typologies of Cluster Organisations across Sport Clusters	
		Generic Sport Cluster	Sailing Cluster	Surfing Cluster
	1	core equipment manufacturer	shipyard	surf/boardsport brand
	2	system supplier	sailmaker/rigging firm	surf equipment specialist
	3	accessory supplier	marine equipment firm	surf accessories and clothing
	4	services provider/consulting	marine services/consulting	surf services/consulting
	5	media/communications	marine media/communications	surf media/communications
	6	designer/architect	naval architect	surf board designer/shaper
	7 professional sport	professional sport	professional sport
	8 amateur organisation	amateur organisation	amateur organisation
	9 education/research institution	education/research institution education/research institution
	10	governing body	governing body	governing body
		profit		
		non-profit		
	core equipment manufacturers, can chose to hire internal engineers and conduct research and
	development internally rather than through core equipment manufacturers or research institutes. This
	is different in surfing as core equipment manufacturers are usually suppliers to professional sport
	athletes through sponsorship but not as commercial supplier. There is little risk that professional sport
	athletes will invest in research and development outside the sponsoring partnership. New forms of

Five Forces model.

Porter (2008c) 

considers two categories in terms of competitors, potential entrants and manufacturers of substitute products. There are potential entrants through downstream integration. Firms integrate value-added steps of the value chain that precede their own valued-added step. Core equipment manufacturers can be potential entrants in designer/architect's market segments if they decide to develop the design and concept internally. Similarly, core equipment manufacturers can internalise the manufacturing of equipment (e.g. sails, rigs, or surf pads), and therefore be potential entrants for system suppliers and accessory suppliers. Professional sport teams, as clients of design and use results in differently specialised core equipment manufacturers which can be competitors because they provide substitute products (e.g. multihull versus monohull-specialised shipyard). CLOR can target each other's markets and become competitors through substitutes. Firms

  . Hence, this thesis suggests links between external factors and the evolution from IOR to ION (or inversely). Much research has focussed on inter-firm relationships, especially supplier-buyer relationships(Autry et al., 2008;[START_REF] Della Corte | Why strategic networks often fail: Some empirical evidence from the area of Naples[END_REF] 

	Alignment of Different Models of Typologies for Cluster Stakeholders	
	Proposed Sport Cluster Model Freeman's Stakeholder Model Porter's Five Forces model	Shilbury's Sport Cluster Model
	core equipment manufacturer competitors accessory supplier supplier system supplier	competitors supplier	strong interest
	services provider/consulting			medium interest
	media/communications	media		
	designer/architect			
	professional sport amateur organisation	customers/ consumer advocates	customers	strong interest
	education/research institution			
	governing body	governing bodies		
		+ local community organisations	low interest
		+SIG		
		+ environmentalists		

  Interorganisational links in SAILAUCK. The most common IOL in SAILAUCK are informal ION and formal IOR as in SAILBRIT. The central starting point for the development of informal ION is boat construction projects for professional sport entities or private owners. Boat building projects bring together diverse CLOR for months, even years. Boat construction projects are located in SAILAUCK because of the favourable conditions for sailing but also due to the co-location of many diverse CLOR that provide necessary ancillary services or products for boat building. The permanent co-location with other CLOR on the construction site and the integrated nature of a boat and its parts imposes an informal ION of CLOR. The informal ION leads CLOR to form informal IOR by collaborating, integrating, and sharing resources on the construction site. Boat building projects create an informal ION over time which leads to the development of informal IOR. This contrasts the findings in SAILBRIT. The informal IOR from boat building projects merge eventually into the wider in response to market demands. Geo-economic LSF through co-location of CLOR facilitates IOL in both cases. Political LSF are more important in SAILBRIT where a CGB acts as important intermediary across CLOR. In SAILAUCK there is a bigger, but less specialised marine industry association. The association seems important only for specific issues and CLOR (e.g. training and apprenticeship programmes, promotional activities). Explanations for the differences between SAILBRIT and SAILAUCK are a traditionally different role of the state and government in the private sector. There are differing attitudes and expectations of industry and firms towards the government and their interventions. In SAILBRIT the government is expected to support the industry and firms accept the help. This is less the case in SAILAUCK. Second, there are socio-cultural differences CLOR involvement and commitment to IOL might be weaker if there is an immediate and direct involvement in formal links rather than a step-by-step evolutionary process from informal to formal and from relationship to network. During this stage-process partners would seek incrementally

	stronger and more formalised involvement which strengthens the IOR or ION. Informal ION resulting
	Third, this research identified which CLOR are typically from formal ION might be weaker because it is more a 'forced' network set up through political LSF
	involved in IOR and ION. While previous research has analysed the developmental process of and powerful CLOR rather than a naturally developed network. The process of developing linkages
	cooperative IOR (Ring & Van De Ven, 1994), this thesis investigated the evolutional process of IOL driven by several CLOR jointly rather by single CGB seems to provide a more sustainable platform
	in sport clusters. The identification of IOR and ION sets the context to investigate interorganisational leading to interorganisational interaction and collaboration.
	behaviour in sport clusters. However, strong CGB support and political LSF provide a solid financial basis and
	proximity of CLOR. Political actors became interested in the increasing concentration of CLOR and Interorganisational links in SURFAQUI. The most common IOL in SURFAQUI are formal
	their activities. Political LSF provided favourable conditions and infrastructure for CLOR, especially Interorganisational links in sailing clusters. Across both sailing clusters, informal ION are the IOR, followed by informal ION and formal ION. Within SURFAQUI there is a member-based CGB
	professional sport entities, sport related businesses, and amateur organisations. Private and public predominant IOL, closely followed by formal IOR. The origin of informal ION through informal IOR creating formal ION. Formal IOR and informal IOR exist within the CGB. CGB is industry-driven but
	CLOR created a formal ION through founding a CGB primarily financed by public authorities. The is similar in both sailing clusters but informal ION can also develop more artificially from boat supported by the government to almost equal terms. Membership agreements, subcontracted services
	CGB provides assistance and fosters the creation of formal IOR and ION for research and construction projects. Informal ION resulting from boat building projects provide opportunities for by the CGB to specialised consulting firms, government funding and subsidies for manufacturers and

Interorganisational links in SAILBRIT. The most evident IOL in SAILBRIT are informal ION and formal IOR. It is suggested that historically developed, informal IOR underpinned wider informal ION. Socio-economic LSF (e.g. inter-personal relationships amongst owner/entrepreneurs and employees) and sport-related LSF (e.g. socialising in amateur organisations or unorganised sport) fostered the initial creation of informal IOR. CLOR of the same type and size but different specialisations developed informal ION. They benefitted from mutual assistance in complementary services or products across shared customers. Sport-related LSF stimulated the creation of new businesses and non-profit organisations around sailing. Attractive geographical LSF drew an increasing number of entrepreneurs and employees to Southern Brittany. Sport-related non-profit organisations (e.g. museum, training centres, amateur clubs, and professional teams) developed alongside sport-related companies. This creates geo-economic LSF through co-location and spatial development, innovation, and joint promotion and marketing activities. Furthermore, the CGB supports development of informal IOR by providing occasions to exchange and interact informally.

These informal IOR feed back into the informal ION.

informal ION of the cluster beyond the boat building project. The informal ION of the cluster is activated in the everyday work of CLOR and is the basis for future boat building projects.

Next to boat building projects, there are other drivers for relationship and network building in SAILAUCK. Informal IOR develop also from socio-economic, historical, and sport-related LSF.

Informal IOR develop through friendships, family bonds, sport activities, education, and other social contexts. The various informal IOR of CLOR's staff -often based on interpersonal relationshipscreate an informal ION across CLOR. Complementary CLOR create formal IOR or ION to integrate their products and offer an integrated package to clients. Only little initiative and support is evident through political LSF, but an industry-led initiative has created a nationwide larger industry body that acts as an intermediary between CLOR. informal IOR to develop so it is a mutually reinforcing cycle between informal ION and IOR. However, formal ION and IOR might result from informal ION. This can be formal IOR or smaller informal ION comprising few complementary firms with product collaborations. It can also be competitors sharing labour between the locations. SAILAUCK has a strong foundation through maritime education and training programmes. This allows better access to consumers and renewal of skilled labour. There is a more pragmatic 'hands-on' approach in SAILAUCK's culture that might constrain state interventions and subsidies. The discussion shows that external factors influence the creation of IOR and ION

[START_REF] Dickson | League Expansion and Interorganisational Power[END_REF]

. The notion that formalisation is a necessary step to advance collaboration

[START_REF] Vlaar | Coping with Problems of Understanding in Interorganizational Relationships: Using Formalization as a Means to Make Sense[END_REF] 

is confirmed in SAILBRIT but not in SAILAUCK. The differing role of political LSF and governing bodies is explained through mainly socio-cultural differences and differences in attitudes to governments. IOR and ION exists not only between complementary firms but also between competitors. Next to business-to-business relationships, there are more interesting IOL including nonprofit organisations (e.g. professional sport entities, education/research institutes, governing bodies, and private companies). suppliers, university-industry partnerships, sponsorship agreements, and supplier-buyer relationships amongst CLOR create a sophisticated formal ION amongst CLOR. Many of these formal IOR develop initially as formal link rather than evolving from informal relations. This can be considered as a weakness.

encourages favourable infrastructure and environment decisions by political actors. Different external factors can lead to the development of IOL. Political and geo-economic LSF lead to direct formal IOL

  . This is necessary to examine how to capture the behaviour of an organisation as opposed to an individual and what are the drivers and outcomes for this organisational behaviour. CLOR behaviour is either dependant on the individual owner/entrepreneur if it is a SME or on the shareholders if it is a stock company. CLOR are often

small companies. Decisions and actions are usually determined by one or several owners/entrepreneurs of the business. It is the owner/entrepreneur who engages mostly in interorganisational links, and hence coordinates interorganisational activities. The decisions and behaviour of CGB are determined through members, commissions, and boards based on a consensus approach. Behaviour results from the cluster members' joint decision and attitudes. Education/research institutes' decisions are represented by boundary personnel whose mission is to link university with the private sector. They act on behalf of and in accordance with the education/research institution's objectives and policies.

  Advancement is mostly associated with boardsport brands and governing bodies. Boardsport brands work with service/consulting firms for product improvement and new product development. receive mentoring from bigger boardsport brands in the commercialisation process. SME benefit from the supplier network and skilled labour in the cluster. Suppliers have been attracted by boardsport brands and their demand initially. Surf school and retailers engage in

	Boardsport brands ensure good links with their clients in order to assure feedback and knowledge
	sharing about their products' performance. This is done through clinics to which boardsport brands advancement when collaborating with boardsport brands as suppliers of surfing equipment (e.g.
	invite service/consulting firms in order to present and explain new products. These clinics are also surfboards, wetsuits). There is close collaboration for product improvement and new product
	occasion for networking, improving, and creating new interorganisational links. Word-of-mouth development according to retailers and schools' feedback. Also boardsport brands collaborate with
	marketing is crucial in this business. Not only boardsport brands have an interest in collaboration with their suppliers for material innovation (e.g. glue for wetsuits). Advancement is evident at the back end
	clients for product innovation. Boardsport brands' business clients are surf schools and retailers. They of the value chain (e.g. recycling of surfing equipment). A collective project found solutions for
	have an interest in working with equipment manufacturers to customise products. Also the CGB wetsuit recycling. Collaboration with professional sport is a means to advance product development as
	facilitates research and development projects; improves interorganisational links through organising
	networking events and connecting individual CLOR; and provides information regarding new
	environmental guidelines and funding opportunities.
	Interorganisational behaviours in SURFTORQ. ICB and collaboration are the most often
	indicated behaviours in SURFTORQ. Advancement, altruism, and loyalty are the most common ICB.
	Advancement is mostly associated with governing bodies, service/consulting firms, boardsport

The CGB helps CLOR to find funding, export opportunities, research partners, real estate, and constructing buildings for office space or manufacturing. The CGB provides individualised assistance and collective projects. CGB helps newly arriving firms and start-ups with market information and access to SURFAQUI's network. While it can be argued that these are services paid for by membership fees, it can also be argued that CGB's commitment and engagement to help CLOR and SURFAQUI overall goes beyond the value of membership fees. Furthermore CGB provides additional free services (e.g. a recruitment platform for sector specific personnel, free access to research report summaries for all members). SME can access the synthesised results of research projects even if they did not participate. This is particularly helpful for smaller without internal research and development capabilities. Altruism happens furthermore through knowledge sharing amongst CLOR (e.g. in recycling of surf equipment, in the treatment of environmental norms). There are also examples of altruism through sharing facilities and manufacturing materials. This is usually between SME that share work space such as equipment specialists and designer/shapers.

Loyalty is mostly associated with service/consulting firms, accessories/clothing brands, and amateur organisations. Service/consulting firms might invest more time in a service than initially agreed without compensation due to loyalty to the client. Boardsport brands and professional sport have loyal long-term relationships through sponsorship. Accessories/clothing firms are loyal to media/communications firms in which they advertise. They tend to stay with the same media. There is mutual loyalty in the entire informal network of the cluster through mutual recommendation to new clients and regular communication and exchange about common issues. ICB is rooted in socioeconomic and sport-related LSF which means that different CLOR's employees have a good mutual understanding of problems, needs, and capabilities. Therefore, collaboration is relatively easy and efficient. brands, and education/research institutes. There are collaborative mid-term length university-industry partnerships that aim at developing new material, technology, and design for surfing equipment and clothing. There is also advancement between smaller and bigger manufacturing CLOR. Small start-up equipment specialists well. A wider sports technology network with a nationwide scope across all types of sports has been set up. This could be a lever for advancement through more industry-university-government partnerships and collaborations with other sport sectors.

  the most evident interorganisational link, equally followed by informal and formal networks. However, in the Australian surfing cluster only informal networks are relevant. This can be explained through the differing historical development and anchorage of surfing in each location as well as a differing roles of and attitude towards governments. The most common interorganisational

	Socio-economic, sport-related, and historical LSF create the necessary socio-economic basis for sport
	clusters. Geographical and geo-economic LSF generate a concentration of organisations in one
	location. Political LSF can leverage the full potential of the sport cluster if applied at the right time
	and if it integrates present organisations. Typical CLOR are: core equipment manufacturer, system
	suppliers, accessory supplier, media/communications, services/consulting, designer/architect,

each case collaboration is indicated as next strongest interorganisational behaviour. Antecedents of interorganisational behaviour in surfing cluster are strong, informal networks based on socio-economic and sport-related LSF. This is stronger in SURFTORQ as the sport of surfing is more deeply embedded in the culture and location than in SURFAQUI. This strong socio-economic anchor results in altruism and loyalty because there are interpersonal relationships underlying professional relationships. Altruism and loyalty are pre-conditions for collaborative research and innovation Interorganisational behaviours in sport clusters. The most evident IOB across all sport clusters is ICB with the dimensions advancement, altruism, and loyalty. In each case collaboration is indicated as next strongest interorganisational behaviour. Altruism and loyalty are antecedents of collaboration which can lead to advancement. Summary to CRQ1. Overall, LSF are relevant for clusters and sport clusters in particular. professional sport, amateur sport, education/research institutes, and governing bodies. In both sailing clusters, informal networks and formal relationships are the prevailing forms of interorganisational links, while in surfing cluster it varies. In the French surfing cluster formal interorganisational relationships are behaviour across all sport clusters is interorganisational citizenship behaviour with the dimensions advancement, altruism, and loyalty. In each case collaboration is indicated as next strongest interorganisational behaviour. Altruism and loyalty are antecedents of collaboration which can lead to advancement.

Figure

  Table33provide strong support for Proposition 1a, weak support for Proposition 1b, and no support for Proposition 1c. Frequency counts of cross-coding provide only a tentative indication of whether proposition can be confirmed or not. Therefore content that was cross-coded needs to be analysed. Instant debriefing and feedback after product testing nurture direct idea generation. Quality relationships and integrated processes linking CLOR assure continuous communication flows.Informal links and exchanges facilitate discussion and the exchange of ideas. Advancement is primarily enacted by professional sport through collecting information and ideas for product improvement and sharing it with cluster companies. Companies benefit most from this because it provides them with ideas for how to improve products, and with future customers of those products.Education /research institutes contribute ideas generated from other research areas for product development or improvement. In return, companies ask questions that can be turned into ideas for new research projects for education/research institutes. Buyers advance product development by providing ideas for improvement to their suppliers. Improved relationships and better integrated processes through formal or informal networks generate ideas. End consumers' feedback and requirements can

	designers.				
	Frequency Matrix Relating Interorganisational
	Behaviour to Innovation Phases			
		Idea generation	Invention	Commercialisation	Innovation Phases
	Competitive	1	0	1	2
	Coopetitive	1	0	0	1
	Cooperative	1	1	0	2
	Collaborative	6	2	3	11
	Citizenship	27	26	13	66
		Tolerance 0	0	0	0
		Loyalty 2	5	1	8
	Constructiveness 0	0	2	2
	Conscientiousness 1	2	0	3
	Compliance 0	0	0	0
		Altruism 5	8	1	14
	Advancement 19	11	9	39
	TOTAL	36	29	17	82

Proposition1a. Most cross-coding was found between idea generation and the ICB dimensions advancement, collaboration, and altruism. Professional sport generates ideas for new product development or product improvement. This happens through design suggestions or advice to

Table 34 .

 34 Frequency counts showing types of product innovation per sport cluster case.

  Proposition 2b is confirmed. Material innovation is twice as evident in surfing clusters as compared to sailing clusters. However, across sailing and across surfing clusters, material innovation is evidenced to a similar extent. Examples for product material innovation in surfing clusters are primarily related to material used in wetsuits, board shorts, and surfboards. Different material innovations are related to wetsuit properties like elasticity, weight, warmth, softness, and Proposition 2c. Design and use innovation is the second most prevailing type of product innovation in sport clusters across all cases. Therefore Proposition 2c is confirmed partly. Design and use innovation is twice as evident in Australian and New Zealand based sport clusters compared to in French sport clusters. Examples for use and design innovation in SURFTORQ are zipless wetsuit design, nation-specific designs for fashion products, new surfboard designs (e.g. cut-off noses, bottom lines, rails, gradient of the curve), number and set-up of fins, cut and design of boots and hoods for winter surfing, board short design that avoids rubbing, different stitching in functional clothing, and surf wear for women. Examples for use and design innovation in SAILAUCK are hull, sail, mast, and

	collaborative online platforms, customer management systems, oceanographic buoy, new boat
	construction technologies, and lean manufacturing systems 13 . Innovation in technology and systems is
	primarily conducted by sailing marine equipment manufacturers in collaboration with professional
	sport teams and universities/research institutes.
	Proposition 2b. Material innovation is the predominant type of product innovation across all
	Frequency Count of Type of Product Innovation per Case SAILBRIT SAILAUCK SURFAQUI SURFTORQ TOTAL Technology/System Innovation 38 18 18 10 84 Material Innovation 21 19 45 44 129 Design/Use Innovation 15 30 14 35 94 All Types of Product Innovation 74 67 77 89 307 cases. Therefore, manufacturing processes change as well. Other boardsports like skateboarding have seen material
	innovation in shoes. Accessory and fashion firms have advanced material innovation in technical
	underwear and compression garments. Material innovation has made surfing safer for beginners. The
	introduction of soft boards decreased injuries and surf accidents amongst surf beginners. Material
	innovation is mostly initiated by boardsport brands and equipment specialists and conducted in
	collaboration with universities/research institutes or suppliers.

hydrophobicity. Examples for material innovation are fast-drying inner lining of wetsuits, isolating glue for wetsuits, and anti-microbial material to stop bad smell of neoprene products. The recycling of wetsuit rubber is material innovation focussing on the back end of the product life-cycle. Innovative board short materials reduce rubbing and rashes on surfers' skin by changing the fabric's structure in a way that the fabric's surface touching the skin is reduced. In surfboards there is material innovation through the use of primarily biodegradable, environmentally friendly material for surfboard production replacing synthetics (e.g. epoxy and fibre glass). There are environmentally alternatives in other specialised surf equipment such as surf wax, wax remover, and surf pads. This trend towards 'biomaterials' impacts also on the production process of surf equipment which is traditionally quite polluting and toxic. With the trend towards the use of bio-sourced natural resources in surf equipment,

13 

Boat construction technologies and lean management concern process innovation but are included here for completeness.

Table 35 .

 35 Frequency counts showing different sources of innovation per sport cluster case.

Table 35

 35 Interorganisational links between supplier and buyer provide a source of innovation for the idea generation phase. Core equipment manufacturer can team up with professional sport entities and universities/research institutes. The professional sport entity provides an idea for innovation. The research institute makes the prototype in collaboration with the core equipment manufacturer. The university/research institute tests the product in collaboration with the professional sport entity. The core equipment manufacturer creates an industrial production process for the invention and commercialises it with the help of the professional sport entity. Interorganisational links between Proposition 3b. A matrix showing references parallel coded for interorganisational links/behaviours and innovation is used to evaluate the validity of Proposition 3b (Table

	Frequency Count of Sources of Innovation per Sport Clusters Case	
		SAILBRIT SAILAUCK SURFAQUI SURFTORQ TOTAL
	Internal Resources	42	46	26	28	142
	External Links	151	99	103	96	449
	Consumer	10	19	15	18	62
	Innovation Sources	203	164	144	142	653

shows that external links are most often cited as a source of innovation across all cases. Therefore Proposition 3a is confirmed. To clarify how external links can be sources of innovation a few examples are presented. Interorganisational links between complementary cluster organisations can be source of innovation. The interorganisational network of diverse cluster organisations working on the same project provides an important source of innovation as these organisations' products have interfaces that create potential for innovation and improvement.

  Previous research has studied elements of what is studied in this thesis. However, no previous research integrates different elements and aspects of interorganisational links (e.g. formal versus informal, bilateral versus multilateral) and behaviours (positive versus negative behaviours) into a coherent model. No research has applied it to the context of clusters.

	3.1.1 What are the outcomes (benefits/problems) of being part of the cluster?
	3.1.2 What role do the O/Fs and their interorganisational relations and behaviours in the cluster
		play for these outcomes?
	3.2	What is the role of (product) innovation in your organisation and in the cluster?
		(CRQ2b)
	3.2.1 How would you define innovation?
	3.2.2 Do you consider yourself as innovative organisation?
	3.2.3 Do you consider the cluster as innovative as a whole?
	3.2.4 What sort of innovation (product, process, organisational innovation) is most important to
		you and why? How important is product innovation to you?
	3.2.5 Why do you innovate and who are the drivers for (product) innovation (e.g. clients,
		employees, R&D team, CEO)?
	3.2.6 Who are you working with in order to innovate, e.g. create new products?
	3.3	What linkages exist between interorganisational relationships/behaviour and innovation
		as an outcome? (CRQ 2c)
	3.3.1 Can this cluster reach its potential (in terms of innovation) if organisations only meet the bare
		minimum of contractual requirements/ if everybody fulfils only the minimum requirements of
		the contract?

Third, innovation research as part of strategy research is advanced through investigating interorganisational links and behaviours as source of innovation in clusters. This is interesting and original, as previous research has focussed on the consumer as source of innovation or resources internal to the firm. Furthermore other aspects of innovation such as the innovation process and different types of product innovation are illuminated.

Last but not least, this research contributes to the field of sport management. All issues aforementioned are studied in a sport-specific context. Therefore it can be argued that all this new knowledge is idiosyncratic to the field of sport and sport management. If this is true, knowledge resulting from this thesis contributes to the body of knowledge in sport management. If it is not true, knowledge provided in this thesis contributes to the aforementioned fields of research. As is often the case things are not always black and white. Further research is needed to judge the extent this thesis advances sport management as compared to other areas of research.

3.3.2 To what extent is innovation in your O/E the outcome and consequence of interorganisationel relationships and behaviours? Can you give examples of recent innovations in the past

that resulted from a collaborative effort/ that resulted/have emerged from interorganisational collaboration in the cluster? 3.3.3 To what extent do interorganisational relations and behaviours and their outcomes influence or are related to innovation in your O/F and in the cluster? 3.3.4 To what extent do you use your relationships with partner O/F in order to innovate? Do you purposely collaborate with other O/F in the pursuit of innovation? 3.3.5 Do you think your innovation is the result of individual effort or the effort of the cluster or parts of the cluster? 3.3.6 Could you do be as innovative if you and your business partners would only do what is required?

of Case Analysis SAILAUCK Screenshot of Case Analysis SAILBRIT Appendix G: Interview Transcripts

  

	Code CRQ 1b: What relationships exist between organisations within a sport cluster? Name Definition Interorganisational links (IOL) IOR Interorganisational relationships are any form of link between two different cluster organisations. Screenshot  Interview Transcripts Examples SAILBRIT	Sources Babiak, 2007
	fIOR	Formalised interorganisational o Entretien avec le Directeur d'une entreprise de l'équipement maritime spécialisée dans la are links between two different CLOR with a legal or formal status that gives the relationships a definite structure or shape. Babiak, 2007
	iIOR		relationships Informal peinture maritime et la planche à voile (ME3) are links between two CLOR that have a voluntary, lose, relaxed, friendly,	Babiak, 2007
		interorganisational o Entretien avec le Directeur d'un cabinet de service et conseil spécialisée dans l'expertise unofficial nature and that aim at serving mutually beneficial purposes in a problem
	LSF-ECO		Geo-Economic LSF relate to location, distribution, and spatial organisation of economic activities in a relationships domain.	Marshall, 2000
	ION		cluster. are any form of interorganisational links between more than two cluster maritime (MS1) Interorganisational	Provan, Fish and
	LSF-GEO fION	Geographical LSF refer to the cluster environment and determining conditions such as geography, topography, weather, and climate. networks organisations. Formalised are a group of at least three CLOR that are interconnected through a legal or o Entretien avec l'Ingénieur d'innovation d'une équipe professionnelle de course au large Marshall, 2000 Sydow, 2007 Provan, Fish and
	LSF-HIS		Historical LSF interorganisational networks (PS1)	relate events and persons that have influenced the development of the cluster in the past. formal status or structure which aims at facilitating the achievement of common goals.	derived from data Sydow, 2007
	LSF-POL iION  Interview Transcripts Examples SURFAQUI Political LSF relate to local politics, rules, legislation and government decisions that impact on a Informal are links between more than two different CLOR of relaxed, friendly, or unofficial	derived from data Provan, Fish and
	LSF-SOC	cluster. are economic activities affecting social processes and vice versa in a cluster. nature that facilitate the achievement of a common goal. o Entretien avec le Directeur mondial pour les produits techniques dans la division Socio-Economic Marshall, 2000 interorganisational networks Sydow, 2007
	LSF Sport related LSF relate to professional or amateur sport in a cluster. Cluster are any type of organisation including companies, suppliers, associations, CRQ 1c: How do these organisations behave towards each other? LSF-SPO CLOR CRQ1d: To what extent can we speak about interorganisational citizenship behaviours (ICB) in sport cluster? technique d'une grande marque de glisse (BB4)	derived from data Porter, 2008
	organisations Interorganisational behaviour (IOB) institutions, universities, sport teams, etc. that are part of the cluster, i.e. that have
	IOB-ICB		Interorganisational	an interest in the cluster and its field ("cluster stakeholders"). are interfirm behavioural tactics, generally enacted by boundary personnel, that	Autry, Skinner
	Sailing cluster organisations citizenship	are discretionary, not directly or explicitly included in formal agreements, and that	and Lamb, 2008
	SY		Shipyard behaviours	are firms concerned with the construction of boats/ hulls. in the aggregate promote the effective functioning of the cluster.	Chetty, 2004
	ICB-ADV	Interorganisational	is taking steps to improve relationships, knowledge bases, and integrated	Autry, Skinner
	SR ME ICB-ALT NA ICB-TOL MS MC ICB-LOY  Interview Transcripts Examples SURFTORQ Sailmaker/rigging are firms concerned with the design and/or manufacturing of sails and rigging. Advancement processes linking one or more cluster organisation. Marine equipment are firms concerned with the design and/or manufacturing of marine equipment/ Interorganisational is behaviour directed at helping a cluster organisation in solving problems or Altruism acquiring needed skills/ knowledge. raw material for marine sector. Naval architect are firms concerned with the conception and design of vessels. Interorganisational is identification and tolerance of inevitable delays/ impositions/ inconveniences Marine services are firms concerned with services related to sailing/boating. Tolerance associated with interorganisational exchange without retribution. Media/ are firms concerned with media and communication related to sailing/boating. Interorganisational Loyalty is allegiance to cluster organisation and the cluster as a whole, sometimes sacrifying the interests of the cluster organisations for the greater good. communications ER Education/ research body are profit or non-profit organisations concerned with education or research related ICB-CONSC Interorganisational Conscientiousness is performing cross-organisational tasks with higher than normal levels of forethought and effort. o Interview with University Lecturer from the Faculty of Science, Engineering and Built and Lamb, 2008 Chetty, 2004 Autry, Skinner Chetty, 2004 and Lamb, 2008 Autry, Skinner Chetty, 2004 and Lamb, 2008 derived from data derived from data Autry, Skinner and Lamb, 2008 Chetty, 2004 Autry, Skinner and Lamb, 2008 to sailing/ boating. GB Governing body are government agencies or non-profit organisations that control, influence, or ICB-COM Interorganisational is orientation toward the rules, policies, and processes of cluster organisations Autry, Skinner Environment (ER1) Chetty, 2004 Compliance as well as the focal organisation in the course of interorganisational exchange; and Lamb, 2008 regulate a cluster or parts of the cluster with authority. PS Professional sport are profit or non-profit-organisations concerned with managing professional sport teams in yacht racing. compliance with cluster behavioural norms. o Interview with International Event and Girls Team Manager from a big Boardsport Brand derived from data AO Amateur organisation are profit or non-profit organisations concerned with sailing/ boating on amateur level. ICB-CONST Interorganisational Constructiveness is interest and activity in interorganisational affairs affecting the relationships between exchange cluster organisation. Autry, Skinner (PS1/BB4) and Lamb, 2008 derived from data Surfing cluster organisations IOBE-COL Collaborative behaviour is any form of interorganisational exchange that involves two or more CLOR working jointly towards a common goal. Dyer & Singh (1998) o Interview with Surfboard Shaper from a local workshop (DS1)
	BB IOBE-COOPERCooperative Boardsport brand firms that design, manufactures, markets, and/or sells technical core equipment in is any form of interorganisational assistance between more than two different	Stewart, Skinner, Astley &
			behaviour	surfing or other boardsports. Usually these companies sell also fashion or cluster organisations working independently towards a common goal.	& Edwards 2008 Fombrun 1983
	IOBE-COOPETCoopetitive	technical clothes and accessories. indicates behaviour between two CLOR combining competitive and cooperative	Bengtsson &
	ES		Equipment behaviour	are craftsmen or SME that produce specialised surf equipment such as board fins, aspects at the same time.	Stewart, Skinner, Kock (2000)
	IOBE-COM	specialist Competitive	wax, leashes, or also specialised surfboard on a small scale. is to document for negative behaviour such as being hostile, dishonest, not helpful,	& Edwards 2008 Astley &
	AC		Accessories/ behaviour	are companies that design, manufactures, and/or markets accessories and clothing indicated by interviewees as opposed to ICB.	Stewart, Skinner, Fombrun 1983
			clothing firms	products for boardsports that are not essential.	& Edwards 2008
	DS		Designer/shaper	are craftsmen or SMEs that specialise in primarily designing surf or boardsport	derived from the
				related products.	field/data
	SC		Service/consulting	are firms providing services or consulting related to surfing and surfing industry. derived from the
			firms		field/data
	MC		Media/	are firms providing services or products in media and communication specialised	Stewart, Skinner,
			communications	for surfing.	& Edwards 2008
	ER		Education/ research	are profit or non-profit organisations concerned with education or research related	derived from the
			bodies	to surfing.	field/data
	GB		Governing body	are government agencies or non-profit organisations that control, influence, or	Stewart, Skinner,
				regulate a cluster or parts of the cluster with authority.	& Edwards 2008
	PS		Professional sport	are profit or non-profit organisations concerned with managing professional sport	derived from data
			entities	teams in surfing.
	AO		Amateur organisation	Signature are profit or non-profit organisations concerned with surfing on amateur level. Date	Stewart, Skinner, & Edwards 2008

o Entretien avec le Directeur du Pôle de Glisse (CGB) (GB4) o Entretien avec l'Editeur d'un magazine spécialisé dans les sports de glisse (MC1)  Interview Transcripts Examples SAILAUCK o Interview with University Professor and Research Unit Director (ER1) o Interview with the General Manager of a Shipyard specialised in race yachts (SY3) o Interview with Director of a Rigging Company, specialised in Ocean Racing (SR4)

Interview Transcripts Examples SAILBRIT Entretien avec le Directeur d'une entreprise de l'équipement maritime spécialisé dans la peinture maritime et la planche à voile (ME3)

  

	de la voile on fait aussi de l'injection plastique pour	
	des gens comme Incidence. Je ne sais pas si vous le	
	connaissez ?	Vous êtes les deux anciens employés ?
	Oui, ils font des voiles ?	Non, moi, non. Mon associé oui. Mon associé est
	(21 Mars 2012, 08:00-09:00h, en personne à Lorient) Oui, ils font des voiles. Et on fait des pièces plastiques pour les voiles pour les lattes, en bout des lattes. Partie 1 : Introduction Donc les pièces en composite sont fait que pour la	dans l'entreprise depuis 12 ans. Moi, je suis arrivé il y a deux ans. Donc, ça c'est pour l'histoire. Je ne sais pas si on va tout de suite rentrer dans le sujet, mais juste un point la peinture a réussi à se développer en dix ans, c'est grâce au fait que
	L'entretien est divisé dans trois parties : planche à voile pas pour le bateau ?	Lorient s'est aussi développé en termes de course,
	l'introduction, la partie sur le cluster et les relations entre organisations du cluster, et la troisième partie est sur l'innovation dans le cluster. Est-ce pouvez-vous présenter votre organisation et Ca dépend. Indifféremment pour les gens du nautisme et de gens hors nautisme. Nous, on n'a pas de préférence particulière.	d'image et en dix ans Lorient a réussi de se placer au centre de la course en France et d'ailleurs on voit des grandes équipes qui sont basées ici. ME3 a certainement profité de ça.
	votre rôle dans l'organisation ?	Vous êtes quand même à Guidel, ça ne fait pas une
	En fait, ME3 a démarré il y a trente ans. Ça a	différence, Guidel -Lorient ?
	démarré sur le marché du windsurf.	Ce n'est pas une grosse différence. On n'est pas
		aussi près de l'action que des gens come Lorima
		justement qui sont vraiment au centre du cluster
		mais comme l'entreprise est là depuis 30 ans, elle
		est très connue ici. Les gens viennent facilement à
		Guidel, au moins de toute façon, j'habite juste à
		côté, donc c'est facile pour moi à venir. L'ancien
		propriétaire, l'ancien patron, c'était pareil, il
		n'habitait pas très loin d'ici. Donc, moi, je viens ici
		dix fois par semaine. Donc, je viens assez souvent
		ici.
	Donc tout ?	Vous avez mentionné les deux activités mais sur le site il y a une troisième, est-ce qu'elle est
	Donc tout ce qui permet de faire un gréement, de	importante ?
	faire un…	C'est une activité de complément. C'est l'injection
	Planche à voile ?	plastique. On utilise les machines et le savoir-faire
	Une voile, parce qu'on ne fait jamais la planche. ME3 n'a jamais fabriqué des planches. Ça n'était jamais été l'objectif, parce que ça aussi, c'est très particulier, c'est différent. Donc ils ont développé des techniques pour travailler l'aluminium, faire une injection plastique et pendant 15 ans, c'est vraiment le marché de ME3 et à la fin des années	autour l'injection plastique pour faire la sous-traitance pour fabriquer des pièces en fait pour d'autres entreprises. Là, il y a un lien avec la voile souvent parce qu'en sous-traitance on fait beaucoup sous-traitance pour BIC, les planches à voile, BIC sport qui est à Vannes, pas très loin. On fait par exemple des embouts des lattes.
	80s, début des années 90s ils ont commencé à voir	Vous faites sous-traitance pour eux ou eux pour
	le marché décliné parce que le marché de la planche	vous ?
	à voile était mur. Ils ont cherché à faire autre chose. Ils ont essayé plusieurs choses et ce qui a marché, c'est la peinture. Donc maintenant la peinture, au bout de, ça fait pratiquement 20 ans, ça fait 18 ans ils ont commencé la peinture, maintenant la peinture est plus important que la planche à voile dans le chiffre d'affaires de ME3. On fait toujours	Nous, on leur vend du matériel. On vend des inserts pour les footstraps, des inserts pour les environs des poignées. On fait beaucoup des petites pièces plastiques les nez du surf, les nez protections souples. Donc on fait ça pour eux. Ils sont dans le top trois, BIC, pour nous.
	du matériel pour la planche à voile, c'est 30% de	Dans ça, c'est une nouvelle activité ?
	chiffre d'affaires. Donc, maintenant la peinture est vraiment le marché numéro 1. Et pour finir avec l'historique, moi je suis directeur général de la	Non, non c'était longtemps, depuis toujours. BIC y a toujours été. BIC a toujours été un gros client pour nous, pour leur vendre des wishbones et du
		matériel pour leurs lignes de fabrication, pour la
		fabrication planche à voile et là, c'est la sous-
		traitance. On vend des produits planche à voile et
		des produits sous-traitance à BIC. Et dans le milieu

Interruption

Le premier marché du ME3 il y a 30 ans c'est le windsurf et le matériel pour le gréement, le principal ça reste le « wishbone », la bôme. Et en fait ensuite ils ont commencé de faire des mâts, les pieds de mâts, et puis finalement faire pratiquement tout le gréement sauf la voile qui est acheté en général parce que c'est une spécialité (c'est surtout trop cher en Europe, en raison de la part importante de main d'oeuvre) de fabriquer les voiles. société, je suis associé à un ancien employé de ME3 qui était commercial qui lui maintenant est directeur commercial. Moi, je m'occupe de la partie technique, lui il s'occupe de la partie commerciale et on pilote à deux l'entreprise.

  Par contre, c'est très important en termes d'image.Je pense que oui. Les paramètres qui sont importants, même si les clients sont exigeants, je ne pense pas qu'ils sont plus tolérants, nous avec eux et eux avec nous. Par contre ils sont conscients du fait que ça ne sert à rien de se battre et qu'il vaut mieux essayer défendre tous ensemble nos emplois en fait, le milieu du nautisme, plutôt que se tirer dessus. Donc, d'un côté les clients sont assez exigeants, ils veulent quelque chose qui fonctionne, ils veulent de bons prix, donc les relations sont parfois un peu dures mais il y a du respect et le respect fait que la relation peut se développer dans la durée et les clients avec qui on travaille en général on a travaillé avec eux depuis longtemps. C'est très stable.

		Partie 2 : Le cluster en général
		La question pour rentrer dans le sujet cluster, est-
	Interruption.	ce que vous pouvez imaginer de déménager votre
	Donc vous avez vos clients partout mais quand même la proximité aux clients est importante ?	entreprise d'ailleurs ? Est-ce que vous pourriez faire votre activité dans un autre endroit par exemple, Paris ou Marseille ?
	On ne peut pas tous…, donc nos commerciales vont les voir mais d'un point de vue technique on ne peut pas tous les voir mais ce qui est bien est d'en avoir beaucoup autour de nous. Et même s'ils ne sont pas tous autour de nous, on en a quand même suffisamment pour comprendre les attentes de nos clients parce qu'ici à Lorient on va avoir des magasins, des petits chantiers, des gros chantiers, des chantiers anciens, des chantiers nouveaux, des gens qui travaillent avec le concurrent numéro 1, les gens qui travaillaient avec le concurrent numéro 2, on trouve de tout en fait. Je dirais Lorient on a une vue sur le marché qui est quand même assez précise et assez large. Si on fait des choses qui fonctionnent à Lorient il y a des chances que ça marche partout en France parce que Lorient est vraiment devenu un centre assez important dans la plaisance dans une manière générale.	Non, ça serait dur. Fin, Marseille, pourquoi pas ? Mais l'entreprise s'est développée grâce au réseau. Je dirais ce n'est pas grâce au cluster course uniquement. Je dirais le cluster large du nautisme, c'est plaisance et course au même temps. Les premiers produits qui ont été développés par ME3 en peinture, ont été développés pour la course donc l'image de la marque est une image course mais le chiffre d'affaires n'est pas du tout course. C'est-à-dire qu'on vend très, très peu à la course en volume et les partenariats parce qu'on donne aussi des produits à des équipes dont on est partenaires. Les partenariats et les chiffres d'affaires en gros ça s'est en équilibré. Mais par contre, le fait d'être dans la course nous permet de faire la publicité en utilisant par exemple Michel Desjoyeaux, donc ce sont des gens qui travaillent avec nous depuis longtemps et de toucher le grand public. Donc, ça c'est vraiment
	Est-ce que vous pouvez décrire vos relations avec	notre image mais à côté de ça, on est aussi très
	vos clients et si vous avez des relations avec des	implanté sur le terrain chez des clients qui sont des
	autres acteurs du cluster, pouvez-vous décrire eux	clients plaisance, qui ne sont pas des clients course,
	aussi ?	des chantiers, des magasins. On est même en
	Alors, avec les clients, enfin, ceux qui achètent, avec qui on a un acte d'achat, ils n'achètent pas chez nous parce qu'on est du coin, parce qu'on est voisin. Je pense ils achètent chez nous surtout parce que c'est pratique pour eux aussi d'avoir la fabrication pas loin. Ça leur fait du service, délai des livraisons très court. S'il y a un problème on	contact direct avec les particuliers. C'est très souvent on va voir le bateau pour voir quand il y eu un problème ou quand ils ont besoin de conseils. Et donc pour ça, il faut la proximité. Donc je dirais c'est le deuxième avantage d'être ici par rapport à région parisienne ou dans le centre parce qu'on est proche de clients.
	peut vite aller les voir. Il y a pleins d'avantages à	Donc après la course au large, le deuxième
	ça. Et le fait d'être-parce que là je voyais, vous	avantage est d'être proche de clients ?
	Après ça dépend des produits. Mais en Allemagne par exemple on vend à VDWS. Je ne sais pas comment vous les appelez-vous… parlez d'acte citoyen -je dirais ce n'est pas la première raison d'acheter et ça on se rend compte, enfin, vous avez noté qu'on va bientôt changer notre président, fin les élections présidentielles, et un des thèmes principaux, c'est produire en Europe, produire en France. Et donc, on essaie de voir si nos clients sont réceptifs à ça parce que c'est quelque chose qui est beaucoup dans des journaux. Et en fait il y a assez peu qui disent « ouais, ouais, mais	Oui, c'est les deux en même temps. Mais la course c'est pour l'image, et, pour progresser aussi. On en parlera peut-être toute à l'heure mais on utilise notre implantation dans la course pour l'image et pour progresser, pour faire l'innovation mais notre cible principale, note cible business reste la plaisance, les bateaux qu'on voit là-bas, les bateaux normaux.
	VDWS d'abord il faut que le produit marche », il faut	Par rapport de chiffre d'affaires ?
	Donc, ça c'est planche, mais en peinture on travaille aussi avec des chantiers ou distributeurs. On vend en Chili, pas en Australie ou Nouvelle-Zélande à cause de la réglementation qui est un peu rendre un service, il faut qu'il soit bon, donc c'est d'abord produit, prix, et ensuite si on a le produit et prix, peut-être on va choisir local. Mais ce n'est pas la première raison, je pense, moi.	C'est le chiffre d'affaires, pour nous. En peinture, c'est 98% ou 95% de chiffre d'affaires, il est sur les bateaux normaux. Donc notre cible est « Monsieur tout le monde ». C'est les 500 000 bateaux qu'il y a
	particulière. Ils sont très protectionnistes comme les Donc peut-être ce n'est pas la raison pour choisir États-Unis aussi, c'est pareil, très dur de rentrer vous mais après ils vous ont choisi pour acheter,	en France.
	dans ces marchés-là. Mais on vend à Singapour, on	
	vend à Russie, on vend un peu partout.	

Dans toute la France ?

Oui. Et ils ne sont pas tous à l'eau mais en gros c'est ça qu'on a, à peu près 500 000 et donc ce qui nous intéresse, c'est clairement ça. La course est en peinture vendue, en chiffre d'affaires, c'est tout petit. est-ce qu'il y a peut-être un comportement citoyen ? Par exemple s'ils ont beaucoup d'aide, s'il y a des délais, est-ce qu'il y a une loyauté ?

  Mais les chantiers sont des professionnels. De toute façon on vend qu'à des professionnels. Ça c'est sûr.Je ne connais pas tous les clusters, mais je connais d'autres villes en France qui aimeraient bien faire pareil et qui ont du mal à faire pareil. Et je pense que si Lorient a réussi à faire quelque chose, ce a en fait de tout, pas dans la façon de leaders mondiaux dans chaque catégorie mais si on veut fabriquer un mât on a tout ce qu'il faut, si on veut fabriquer un petit bateau, il y a des petits chantiers, pour des gros bateaux, il y a des gros chantiers, il y a du carbone, de l'aluminium, il y a des gens qui

	Professionnels ?	
	Oui, soit des distributeurs, soit des chantiers, mais	
	jamais directement aux particuliers. On ne vend	
	jamais directement à la personne…	travaillent le 'stainless', il y a des gens qui font du
	Qui utilise le bateau ?	gréement, il y a des voiliers, en fait on peut tout faire, à Lorient parce que toutes les spécialités sont
	Ouais.	là, et c'est vraiment ce qu'ils ont réussi à faire c'est
	Dans la course au large, ce sont des équipes ?	consolidé les entreprises existantes et amener de nouvelles et maintenant en fait lorsqu'on a un
	Oui. Ce sont des équipes. On travaille normalement	bateau de course, on vient à Lorient, on a tout, on a
	avec le responsable technique des équipes.	tout sur la main.
	Pour reprendre le sujet du cluster, qu'est-ce que	Et l'avantage est d'être plus vite ?
	pensez-vous sont les particularités du cluster en Bretagne en comparaison avec des autres endroits par exemple Auckland ou d'autres endroits en France?	Oui, pour les équipes, ça leur permet d'être très efficaces dans leur préparation. Et le fait aussi d'avoir beaucoup de coureurs ici, fait les entrainements aussi très efficaces parce que par
		exemple dans le classe « mini » chez les 6 mètres
		25 ou en classe figaro, quand ils font des
		entrainements, ils sont 5, 6, 10, 12 sur l'eau et
		l'entrainement est très efficace parce qu'ils
		s'entrainent pas tout seul chacun dans son coin.
	Oui, c'était difficile de faire quelque chose avec les	
	bâtiments, non ?	Oui, tous les ans les choses fonctionnent à peu près
	Oui, les bâtiments, mais tout l'espace, toute ça était	dans la même façon parce qu'en fait la peinture
	militaire. Il y avait beaucoup d'espace vide. Il y a	dans la plaisance est très saisonnier. En ce moment-
	beaucoup des choses complétement vides. Donc il	là, c'est maintenant quand tout le monde repeint
	fallait faire quelque chose avec ça. Donc ils ont dit,	son bateau. Donc, en général on essaie de travailler
	« la course, la plaisance » et ils ont vraiment eu la	avec nos grands clients autour de Noel pour définir
	volonté de le faire et ils ont mis les moyens pour le	ce qui ils vont avoir besoin pendant l'année et
	faire et je pense que ça c'est un facteur important	ensuite on les livre peu à peu, au fur et à mesure de
	parce que je connais bien Brest aussi, à l'Ouest. Je	leurs besoins. Mais justement grâce au fait qu'on
	ne sais pas si vous y êtes déjà allée… ?	est stable, on est capable d'amener à nos clients une
	Oui mais il y a longtemps.	statistique parce qu'eux souvent ne prennent pas le temps de le faire. Nous, on est capable de leur
	A Brest ils ont essayé de faire un peu pareil mais	donner une statistique, disons, « voilà, sur cette
	sans jamais vraiment mettre les moyens-	gamme-là, t'as moins vendu cette couleur il faut
	Par rapport l'état ?	peut-être en prendre moins, par contre là on t'a réapprovisionné trois fois pendant l'année, ça veut
	Oui, et ça n'a jamais vraiment marché. Donc, là, ils	dire que dans la première commande il faut en
	réessaient, je sais, il y a une équipe par exemple,	prendre plus ». On est capable de les aider à faire
	une équipe qui était pratiquement inventée, une	ça.
	équipe 60 pieds, Bernard Stamm. Il a un 60 pied,	

Donc les clients sont des distributeurs ou des utilisateurs ?

On a les deux. Les distributeurs vendent aux particuliers et on vend aussi aux chantiers et les chantiers, eux, ils utilisent. Donc on a les deux. n'est pas parfait. Je pense qu'on est quand même parfois un peu fragile mais c'est-à-dire en 15 ans ils ont vraiment réussi à faire quelque chose. Je pense que c'est lié à deux choses. L'endroit, c'est très pratique comme endroit et deuxièmement la volonté en fait. Il y eu clairement une volonté du maire, d'équipe qui dirige Lorient de faire quelque chose avec ce site. Parce qu'avant vous connaissez l'histoire, c'était une base des sous-marins. tout neuf, en carbone, un truc très chouette. En fait ce qui est bien en Lorient, la particularité de Lorient par rapport des autres villes françaises, je ne sais pas, par rapport des autres villes dans le monde, mais par rapport des autres villes françaises ce qu'on Donc, ça, rend le pôle Lorient très attirant.

Pour la planche à voile, est-ce que le cluster est aussi important ?

Non, le cluster tel qu'on soit ici à Lorient, c'est surtout la course, surtout le bateau.

  Et nous pour le gréement et mât, on est aussi le dernier en France fabriquant industriel. Nos concurrents directs en planche à voile sont en Taiwan et en Chine. Il y en a deux principalement. Ici on a aussi North Sails mais qui fabrique en Pologne et les voiles sont faites en Sri Lanka. On ne considère pas qu'ils soient implantés, ils ont un peu délocalisé leur production. En Angleterre il n'y a plus personne, il y avait « eyefly » avant. C'est terminé. Donc, en fait il n'y a plus grand monde en Europe. On peut discuter d'une façon très concrète et puis notre souplesse. On est une petite boîte et donc on est très souple.Oui, on est 25. Si on était plus gros, ça serait peutêtre plus dur de travailler avec nous. Donc, ils viennent chercher ça, ils viennent dû au service.

		25 personnes, non ?
	Donc par rapport à la planche voile on ne peut pas	
	vraiment parler d'une intégration dans le cluster ?	
	Nous, on utilise de temps en temps, pour les équipes de course, on utilise notre savoir-faire dans	Partie 3 : L'innovation dans le cluster
	le carbone ou dans l'injection plastique pour	Quel rôle joue l'innovation dans votre entreprise et
	trouver des solutions pour le skippeur. Souvent les	quel type d'innovation particulier ?
	coureurs, ils nous passent voir à Guidel pour discuter parce qu'on a beaucoup de tube aluminium pour fabriquer le wishbone. On a beaucoup de carbones aussi. Donc ils viennent nous voir pour discuter comment faire des systèmes à l'intérieur du bateau. On les aide souvent à bricoler des choses	Alors, quel type ? Je dirais qu'on a deux niveaux. L'optimisation des gammes actuels, fin des produits actuels et le deuxième niveau c'est le futur. Et là on travaille sur des produits pour dans dix ans, on pourrait dire.
	par exemple Groupama qui est en train de faire la	
	Volvo actuellement. Le système qui tient les deux	
	écrans de navigation à l'intérieur, c'est une poignée	
	de wishbone en fait. Donc on a utilisé du matériel	
	de la planche à voile pour pouvoir faire un cadre	
	léger, solide pour raccrocher les écrans de	
	navigation. Donc, il y pleins de petites choses	
	comme ça. Groupama on a aussi fait le gainage de	
	la barre en haut. On l'a fait dans la même matière	
	que le wishbone.	
	Comment ?	
	La barre on a mis la même matière sur le tube que	
	sur le wishbone de la planche à voile parce que	
	c'est une très bon « grip » et puis quand on a les	
	mains froides, c'est très agréable par rapport à du	
	carbone ou du cuir. C'est plus chaud au contact	
	surtout quand tu es dans les mers très froides.	
	Des choses comme ça, comment vous y arrivez ?	
	On discute. Ça veut dire, là, par exemple pour	
	Groupama, on discute peinture parce qu'on fait	
	aussi la peinture sur la carène et puis dans la	
	discussion il y en a un qui vient, en fait, il faudrait	
	que je passe à Guidel pour regarder, parce qu'on a	
	une idée mais on n'est pas sûr de pouvoir le faire,	
	donc il vienne à Guidel pour regarder notre	
	matériel. On discute et puis en général au bout de	
	deux, trois semaines, l'idée devient plus précise et	
	puis finalement on arrive à faire quelque chose.	
	Et ça se passe tout le temps ?	
	Oui, oui, ce n'est pas tous les jours, mais c'est assez	
	régulier.	
	Et ce avec qui ? C'est qu'avec les équipes de	
	course au large ?	

Oui c'est surtout en course au large ça parce que c'est beaucoup de prototypes, et là, ce qu'ils viennent chercher chez nous c'est la proximité. Ça veut dire on peut très facilement discuter et s'il y a jamais quelque chose un peu compliqué, moi, je peux passer sur le bateau.

Pour la grande masse ?

De toute façon, l'essentiel de notre vent et fait dans la masse, chez les particuliers. Donc pour l'optimisation des produits actuels c'est là qu'on utilise les équipes de course au large parce que ce sont des gens très exigeants. Ils veulent des choses parfois très particulières qui soient très performantes, donc ils veulent tout. Ils sont vraiment très exigeants. Le fait d'être en contact avec ces gens-là, nous fait progresser. Mais là, ce n'est pas la recherche pure, c'est des essais, … Trial and error?

  Oui, mais c'est global, ce n'est pas uniquement composite ou biochimie, c'est global, du transfert.

	Sa mission, c'est la valorisation…
	De la recherche ?
	Ils ont aussi travaillé sur la marque Bretagne.
	Donc, nous, en fait, on travaille avec les universités
	de Bretagne depuis 20 ans maintenant. En fait dès
	le début quand ME3 a commencé à faire la
	peinture, de début ils ont commencé une
	collaboration avec l'université de Bretagne. Au
	début c'était avec Rennes et puis ensuite il y a un
	laboratoire de chimie-marine qui était implanté à
	Lorient, donc on a commencé à travailler avec eux.
	Et en vingt ans on a, là, en fait on démarre la 6 ième
	thèse, le 6 ième doctorat sur le sujet peinture marine.
	Donc le doctorant est affilié avec vous, avec ME3 ?
	Alors, ça dépend des doctorants, parfois la région
	ou l'état a financé la thèse entièrement, parfois c'est
	ME3 qui a financé seul. Là, actuellement, on a un
	thésard qui a commencé en janvier et on est à
	50/50. C'est 50% financement Bretagne et 50
	financement ME3.
	Oui, c'est vraiment l'idée.
	Nous, on travaille avec deux départements très
	importants. C'est le composite et la biochimie.
	Nous on travaille surtout avec les chimistes sur la
	peinture. Mais il y a beaucoup d'entreprises ici qui
	travaillent le composite avec l'équipe de LIMAT Et
	Gwenaël il connait les deux.
	Et lui, il fait partie de quelle équipe ?

  recherche ont atterri dans la peau. Mais c'est petit à petit que se fait ça.Oui, oui, et en fait, et je pense il faut le mentionner aussi, c'était un projet labéliser par le Pôle mer. Si vous avez entendu parler de Pôle mer Bretagne ? aimerait travailler sur ce thème-là, vous vous ne travaillez pas dessus, est-ce que ça vous embête ? Donc, nous, on a dit ok, parce qu'ils cherchaient des financements. Mais sur les composites je pense qu'il y a des relations similaires mais je ne les connais pas bien, mais je pense qu'il y a des entreprises qui ont des relations similaires avec l'UBS.

		bio et le deuxième est des substances peu
		impactant, « faible impact », donc ça c'est un projet
	Oui.	où on est arrivé à avoir un premier résultat qui n'est Est-ce que l'innovation comme ça se diffuse ? Vous avez peut-être des concurrents en Bretagne ? pas encore vendable et donc maintenant actuellement on démarre deux projets parallèles, un
	Donc, c'est un projet qui répondait aux critères du	En Bretagne, non. Nos concurrents principaux sont dont j'ai juste parlé avec le thésard sur les
	Pôle mer Bretagne donc on a eu le label Pôle mer	étrangers. Donc en France on a des distributeurs de « polymères bio », et un s'appelle « bio paintrop »
	Bretagne. Et ce qui a permis d'obtenir un	cette marque-là. Il y a des fabricants en France, nos qui travaille sur les substances. Et dans ces trois
	financement de ministère. Et dans les critères du Pôle mer Bretagne il y a l'obligation d'avoir des entreprises du territoire dans le consortium. Donc, c'est très favorable au cluster breton d'avoir le Pôle mer comme ça, d'avoir accès au financement Est-ce qu'il y a encore quelque chose que vous aimeriez ajouter par rapport la question comment le cluster, et les relations entre ses acteurs influencent l'innovation ? important. Alors d'une manière générale, le Pôle Je ne pense pas, mais je dirais que les deux volets	deux compétiteurs en France, c'est un à La Rochelle et un en région parisienne, mais en Bretagne non. Quand même vos innovations, vous les protégez, ou projets, celui qui a démarré en 2007 et ceux qui démarrent actuellement, la colonne vertébrale c'est ME3 -UBS. C'est ME3 est UBS. Sur ces sujets-là, tous se reposent sur ça. Et on va venir proposer à d'autres de se joindre à nous parce qu'on a besoin est-ce qu'ils se diffusent ? de leurs compétences et ou ça leur ouvre aussi des
	mer Bretagne parce que le temps quand il était créé dans l'innovation pour nous c'est le court terme, et	Oui, c'est protégé naturellement dans le sens que horizons et on va donc proposer aux autres de nous
	là-bas, c'était en 2006, ça fait 6 ans maintenant, là c'est plutôt avec la course, et le long terme et là,	l'équipe qui travaille sur ce sujet-là est la seule en rejoindre et par exemple « paint clean » Ifremer
	sont plutôt Brestoises. Donc globalement il y a plus c'est avec l'UBS. Donc c'est vraiment les deux	France à le faire. Et on a un accord avec eux, donc était dedans, « bio paintrop », ils ne sont pas. Par
	des entreprises Brestoises qui bénéficient du soutien schémas qu'on a actuellement.	il n'y a pas de risque qu'ils travaillent pour contre IPL l'institut qui est à côté, ils sont dans les
	Pôle mer que d'autres entreprises Lorientaises. Et ça se concentre sur les produits, pas des processus ?	quelqu'un d'autre. Et qui fait partie de cette équipe ? deux. Donc, je dirais qu'on a une colonne vertébrale qui est l'UBS et ME3 parce qu'eux, ils ont besoin de nous pour avoir une justification à
	On a des procès de fabrication de la peinture assez	C'est eux, nous, c'est UBS, c'est nous, on se voit leurs travaux. Il ne faut pas qu'ils cherchent dans le
	simples. La valeur ajoutée n'est pas là. La valeur	souvent. vide, sinon ils ne seraient jamais financés et nous
	ajoutée est dans la formule essentiellement et dans	étant une petite entreprise, on n'a pas le moyen
	le service.	
	Et NKE c'est un bon exemple d'une entreprise qui a	
	bénéficié, je pense ça serait intéressant de les écouter, parce qu'ils, comme nous, ont bénéficié de la course et du pôle Lorientais pour se développer et	Oui, c'est une organisation qui s'occupe du cluster, non ? Un technopôle ?
	souvent d'ailleurs on se retrouve sur des bateaux partenaires de mêmes skippers. On se voit très Et dans le service, comment vous innovez là ?	Oui, c'est ça, c'est payé par l'Etat et ils font de la recherche sur tous les domaines liés à la mer. Ils ont
	souvent avec NKE. D'ailleurs on travaille un peu Là, il n'y a pas d'innovation, on profite de notre	un département composite qui travaille beaucoup
	pour eux aussi. On leur fait des perches en carbone pour les girouettes. Donc eux, ils font l'instrument. Nous on fait la perche. On l'appelle un taille d'être petit pour être très souple et s'adapter aux clients. Et je dirais c'est un service-on n'a pas une offre nouvelle mais on essaie de s'adapter à	avec LIMAT d'UBS et qui travaille aussi beaucoup avec des équipes de course dans le même but que nous, c'est-à-dire progresser, être en contact avec Là, est-ce qu'on pourrait parler d'un comportement citoyen ?
	anémomètre. Donc nous, on fait la perche, eux ils chaque client. On essaie d'offrir quelque chose très	des gens qui sont vraiment très exigeants pour Là, oui, entre nous deux, l'UBS et ME3 ?
	font l'instrument et on fait aussi des caps au plastique pour le matériel électronique, de choses personnalisé pour qu'ils se sentent bien pour qu'ils aient envie de travailler avec nous. On essaie d'être	progresser. Moi, je considère qu'Ifremer fait partie du cluster Bretagne, du cluster un peu large et nous-Ouais.
	comme ça. Donc on se voit souvent. Et souvent sur très souple et de faciliter la tâche. Un exemple,	mêmes, ME3, on travaille de temps en temps avec Oui, une fidélité. Je ne sais pas si c'est citoyen mais
	les bateaux on voit le sticker ME3 à côté de NKE. BIC, qui est un très grand client pour nous. Ce	Ifremer. Si non, en plus, localement, on a IPL qui c'est plus une fidélité. ME3 se développait grâce à
	pratiquement nous qui lui fait son prévisionnel de Alors vous avez vraiment un réseau local ? production. On regarde la consommation, on	est un laboratoire, donc il a fait partie du projet de recherche et eux ils font des essais de toxicité. Ça, l'UBS mais le laboratoire donc LBCM s'est aussi développé grâce à ME3 parce que la directrice du
	Oui regarde ce qu'ils ont pris et on prépare le stock pour	c'est pratique aussi, d'avoir un laboratoire qui sait laboratoire a fait sa thèse, c'était en fait la première
	Par contre la connaissance acquise dans ce projet a permis d'optimiser la gamme existante et donc l'optimisation consiste à avoir des produits qui sont plus efficaces et commandent moins de substances. Donc ça permet eux pour qu'eux ne tombent jamais en rupture, ce J'aimerais bien revenir au projet avec trois qui fait que si un jour on arrête de faire ça, ils sont acteurs ? Comment pensez-vous, avez-vous réussi à perdus. Ils auraient un problème parce qu'ils le faire marcher ? Est-ce qu'il y avait un comportement entre des acteurs qui a dépassé le comportement demandé dans les contrats ? passent un coup de fil, on voudrait ça, on voudrait ça, mais si jamais on ne l'a pas nous et qu'on est obligé de produire, ça peut prendre trois semaines et	analyser la toxicité dans l'eau. Et il n'y en a pas beaucoup qui savent le faire parce qu'il y a des normes ISO. Il y en a un ici à Lorient, il y en a un à Hollande, il y en a un en Angleterre mais il n'y en a pas partout un laboratoire, capable de faire ça. thèse en 1992, c'était elle. Donc c'est grâce à ça qu'elle a pu ouvrir un laboratoire et commencer une spécialité ici. Est-ce que vous êtes la seule entreprise qui collabore si extensif avec l'UBS ?
	ça, ça n'arrive jamais en fait.	

de réduire les coûts, enfin ça permet pleins de choses, c'est l'optimisation. Mais ce n'est pas quelque chose qui est arrivée d'une façon nouvelle sur un marché. C'est petit à petit, des connaissances acquises en Donc soit vous et l'UBS, soit vous et les équipe de course au large? Ou est-ce qu'il y aussi des projets avec plusieurs acteurs ? De temps en temps qu'on a un financement, on construit ce qu'on appelle un consortium et là de 2007 à 2010 on a été dans un projet avec donc l'UBS, ME3, il y a eu l'Ifremer qui était dedans, vous avez entendu parler d'Ifremer ? Parce qu'ils travaillent souvent avec des équipes de Lorient. Donc, un savoir-faire très spécialisé ? Oui Du coup, le projet s'est bien déroulé ? C'est un peu présenté comme ça sur l'internet. Oui, oui, mais ça c'est historique parce que les gens qui ont porté le projet sont de Brest mais ce qu'on a dit l'ouverture existe et moi par exemple, je suis dans le Conseil d'Administration du Pôle mer et on est deux, il y a NKE. Je ne sais pas si vous allez rencontrer NKE ? Oui, je crois. Il y a NKE qui est aussi dans le Conseil d'Administration du Pôle mer, donc il y a quand même des Lorientaises dans le Pôle mer Bretagne. Dans ce projet là ; parce qu'on est en train de démarrer un autre qui est la suite, en fait ce projetlà, il s'appelait « paint clean » et il avait deux objectifs, deux volets. Le premier c'est le polymère d'avoir un centre R&D. Donc on est dépendante. Si un jour on arrête de faire la peinture l'UBS, ils seraient bien embêtés parce qu'il leur manquera un partenaire industriel qui justifie l'existence même du sujet sur lequel ils travaillent sauf s'ils trouvent quelqu'un d'autre. Il faudrait continuer à travailler avec quelqu'un pour être sûr que travailler dans la bonne direction telle que dont on a besoin. Parce que sinon c'est assez facile pour la R&D, pour la recherche de tourner en rond et puis d'inventer des choses qui ne serviront pas. Donc je dirais que l'axe central de ces projets-là, c'est la dépendance, l'interdépendance entre eux et nous. On a besoin d'eux et ils ont besoin de nous et donc on s'entend bien et ça c'est l'axe central. Non, il y en a d'autres mais avec d'autres équipes. Mais l'équipe du LBCM travaille aussi avec un de nos concurrents mais sur des produits différents donc ils se sont un peu ouverts et ils nous ont dit, on Service ? Ça veut dire la capacité de ME3 à livrer de la qualité dans le temps en bon prix. C'est qu'on appelle le CQD Coûts Qualité Délais. Si vous avez qualité, coûts et délais on considère que vous avez un bon service. Donc notre procès est plus orienté vers ça. Ça veut dire essayer de faire de l'innovation dans les formules et du service auprès du client. Mais la fabrication des peintures, ce n'est pas quelque chose de très compliqué.

  des matières qui coûtent chère. Donc c'est pour ça que le chiffre d'affaires est le nombre de personnes ne sont pas proportionnels. Non, je pense qu'on a fait le tour. Je dirais qu'on n'est pas obligatoirement impliqué, on est impliqué à Lorient soit dans la course ou chez des clients normaux mais on n'est pas obligatoirement représentatif de toutes les entreprises du cluster voile parce que certaines dans le cluster voile sont vraiment course, ne sont que course, alors que nous sommes plutôt grande public avec un pied dans la course mais cela dit notre image course est très importante. Nous, on a une image peut-être un peu différente par rapport à la réalité. Les gens quand ils pensent ME3, ils pensent à la course, ça soit le bateau Desjoyeaux, on est sur le bateau Virbac qui est juste en face, on est sur le Groupama, donc on est visible dans le course. Donc les gens pensent que c'est une grande partie du chiffre d'affaires.

	Et le volume de chiffre d'affaires ?
	On est à €4 million.
	C'est déjà une bonne taille ?
	Oui, c'est une bonne taille
	Si vous avez encore quelque chose en général par
	rapport le cluster ?

a 60% peinture et 40% planche à voile/ soustraitance et le personnel c'est 5 -15 dans l'autre sens. Mais ça c'est parce dans le matériel de planche à voile il y a plus de main d'oeuvres alors que dans la peinture ce qui coute cher c'est la matière. Il y a peu de manoeuvre, le procès est simple. Il y a assez peu de temps homme, par contre ce sont Donc en fait c'est une partie de l'image mais en termes de chiffre d'affaires c'est très, très peu. Donc c'est sans doute une différence à avoir en tête par rapport à d'autres sociétés comme Lorima par exemple qui font beaucoup de course. Ils font aussi des mâts pour des bateaux de plaisance mais en général de gros bateaux de plaisance donc c'est presque petit. Ils ne font pas du tout le grand public. Ils ne font pas de mâts pour Bénéteau. Ils font des mâts pour des grands bateaux. Donc eux ils sont différents de nous dans ce sens-là.

  La différence est, je pense, que déjà très tôt il y a eu des gens à naviguer et puis être bon là-dedans quelque part avec plusieurs navigateurs, connus et reconnus. Tout ça, c'est vrai que, et puis aussi les concepteurs qui se sont installés sur le territoire et puis des constructeurs aussi qu'immigraient à l'époque où la course au large s'est développée. C'est vrai que sur le territoire il y a eu toute de suite de gens à travailler là-dedans. J'ai des moyens en interne déjà. Ca ils peuvent éventuellement bouger avec moi. J'utilise aussi pas mal des gros moyens d'essai à Ifremer. Le fait de bouger serait un peu canalisé pour ça parce qu'ils représentent un investissement qui est assez grand, qu'aujourd'hui ne sont pas réalistes pour mon activité. Donc, ça c'est sûr, le fait d'être à Brest et proche aussi du centre Ifremer est un plus pour moi.

	Entretien avec le Directeur d'un cabinet de	est un exemple intéressant parce que jusqu'à il y a stagiaires par année. Ils suivent l'école d'ingénieur
	service et conseil spécialisé dans l'expertise	5-6 ans, c'était uniquement course, que de grands ou d'IUT. Et autrement ce qui, je pense, est
	maritime (MS1)	bateaux. C'était une somme des projets prototypes important pour vous est ce que je collabore
	(19 Mars 2012, 15-16h via Phone)	et depuis quelques années ils ont de nouveaux marchés, notamment dans le domaine des radars. Ils beaucoup avec des indépendantes comme moi qui sont experts maritime principalement. Donc, on a
	Partie 1 : Introduction	utilisent leur savoir-faire carbones développé en créé un groupement d'experts qui s'appelle «All
	C'est vrai que ayant été doctorant quelques années ça me fait plaisir de vous aider dans votre recherche. Je ne suis pas sûr si je suis la personne la plus à même à vous répondre. Ne vous inquiétez pas par rapport aux questions, vous êtes bien dans l'échantillon de recherche. J'en Pourriez-vous imaginer de déménager à un autre endroit avec votre entreprise, par exemple Paris, ou sera-t-il problématique?	course au large qui finalement est un niveau plus élevé que les sous-traitants habituels d'aéronautique donc on fait la course pour certaines applications a dépassé le niveau technologique de l'aéronautique puisque l'aéronautique, ils cherchent maintenant de faire des avions moins chers plus dans les années 1970 quand on cherchait à faire performance. Là, Ships», il y a maintenant un an et demie et qui regroupe les compétences complémentaires pour tout ce qui est expertise maritime. Egalement je Est-ce que vous pouvez décrire la nature des gardais des fortes relations avec le centre Ifremer de relations entre votre organisation et autres dans le Brest, un centre de recherche, dans quel j'ai pu cluster? réaliser mes travaux de thèse. C'est vrai pour tout qui est gros, moyens, petits, … je continue à aller à Avec certains qui sont présents dans le cluster ça
	ai bien discuté avec Yann Dollo. Ce n'est pas par Oui, ça serait éventuellement problématique pour	on est rentré dans une logique automobile dans Ifremer en louant… pour réaliser mes essais. peut être variable. C'est vrai que ça peut tourner
	hasard que je vous appelle. une partie de mon activité parce que c'est vrai que,	l'industrie, dans l'aéronautique, ce qui fait qu'on Autrement j'ai des moyens en interne dans mon autour du projet, également pour certains autres ils
	il arrive que on est, quand même, assez proche des L'entretien est divisé dans trois parties. La clients pour faire des contrôles sur les bateaux première partie est l'introduction, deuxième partie même si ce n'est pas la grande majorité de mon et le cluster et les relations inter-organisationnelles activité. Mais toute même c'est vrai que cette dans le cluster, troisième partie est sur proximité là qu'on peut avoir avec des équipes de l'innovation. course au large on la perdrait, c'est sans doute un	cherche des procédés moins chers plus que des procédés performants. Donc quand on a besoin de performance maintenant, c'est un peu comme le Formule 1 en fait. La Formule 1 a dépassé l'aéronautique. Quand on cherche de la performance pure on va voir les gens comme des cabinet, pour tout ce qui touche plutôt biochimie sont un petit peu plus loin à travers la réflexion du analyses. Pour répondre à votre question, oui, je projet, d'innovation financée par la région Bretagne collabore avec des indépendantes qui ont des par exemple. C'est vrai que quand même activités complémentaires de la mienne. globalement aujourd'hui lorsqu'il y a des projets le timing est assez serré et tout le monde est un peu «le nez dans le guillaume». Là aussi, c'est variable
	J'ai créé mon cabinet il y a moins de cinq ans suite petit peu problématique pour continuer à travailler	bateaux de Formule 1 et donc grâce à ça, grâce à en fait. C'est surtout une question de personne et
	à des études techniques de génie mécanique puis ensemble et puis de leur proposer des solutions un	cette technique Multiplast est en train de décrocher d'habitude de travailler ensemble.
	une spécialisation dans les matériaux composites et petit peu innovantes.	un contrat avec Thales, et ça sera un contrat sur 10
	appliqué aux matériaux en construction navale de	ans. Ce sont de choses complètement nouvelles
	plaisance. C'est un cabinet, MS1 c'est un cabinet	pour eux parce qu'eux ils ont des projets d'un an et
	d'expertise maritime course pour faire large, auprès	demie, un bateau et puis avec un peu de
	des clients, je dirais, assez diverses, ça peut être soit	chevauchement mais c'est un peu un fil bateau
	des équipes au course au large, soit des chantiers Cette partie de votre activité et quelles est l'autre? navals, et dans le cadre d'expertise, soit d'autres cabinets d'experts indépendantes, soit des Elles ont quelles proportions?	après bateau. Là, ça sera un programme pour dix ans, deux radars par mois. Ils feront des grands radars des 3-4 mètres, et ce qui est dur dans le
	assureurs, soit des avocats, et depuis également C'est un petit peu difficile, je n'ai pas mesuré	composite de faire des choses qui soient parfaites à
	deux ans je suis expert auprès des tribunaux, près la cour d'appel de Rennes, donc on intervient également dans le cadre d'expertise judicaire effectivement au moment, cette partie de mon activité doit être proche de 20 à 30 pourcent. C'est typiquement des prestations contrôles où on est	chaque fois et eux ils y arrivent, quelque chose de très haute technologie. Et eux ils sont en train de réussir à sortir un peu de la dépendance de la course Est-ce que vous avez des clients qu'en Bretagne ou aussi dehors la Bretagne?
	lorsque on est missionné par la juridiction. La amené à aller chez le client et puis on se rend aussi	parce que le problème de la course ce sont les J'ai quelques clients à l'étranger, autrement des
	spécialité du cabinet, je dirais, c'est plutôt tout ce disponible en fonction de la mise à l'eau de bateau	budgets. Et en ce moment-là, avec la crise il y a clients français qui sont situés dépendant de leurs
	qui touche à la mesure, en fait, sur les matériaux et du planning des équipes. C'est vrai que là-dessus il	moins de budget. Donc c'est dur à vivre dans la secteurs d'activités. J'ai des clients à Paris, dans le
	des structures, et spécifiquement les matériaux faut être assez réactif.	course au large. Nord-Ouest de la France, dans le Sud de la France,
	composites. On est amené à réaliser des analyses sur ces matériaux et cette structure, notamment voir si dans le cadre de contrôle qualité ça se passe bien, Qui sont les organisations avec qui vous travaillez pour cette partie de votre entreprise?	Si on est que dans la course au large ? Oui. un petit peu partout. Je dirais, la grande partie est Ouest. Si on partage toute la France en deux, toute la partie Ouest.
	Oui, toujours nautisme, NKE aussi. Mais NKE, ils sont sur le même schéma que nous. Ça veut dire qu'ils utilisent la course pour l'image mais la cible c'est Monsieur tout le monde. Donc, je dirais, dans le cluster il y a les deux types de schéma. Et en général plus une entreprise est spécialisée course, plus elle va être petite parce que le marché est petit. ou également dans le cadre d'expertise pour voir si, je dirais, pour la recherche des causes d'avarie, un Pour cette partie c'est surtout les équipes de course au large. certain nombre de qualité des matériaux et structures sont là pour les produits expertisés. C'est quoi exactement l'autre partie ? Egalement on développe des moyens de contrôle … L'autre partie, ça va être plutôt des projets caractère basés sur des analyses vibratoires, pour les structures notamment le câble, le câble d'étirement pour le bateau, et puis on effectue aussi des contrôles pour la jauge IMOCA, les bateaux du Vendée Globe. On va regarder le comportement vibratoire avec qui s'équipent les bateaux. Quand vous parlez de «nous», c'est qui? Est-ce vous avez des autres relations sauf avec vos recherche et développement, on va faire des analyses, les essais sur des matériaux. Si on veut, on se fait livrer des échantillons par exemple, c'est-à-dire la même chose dans le cadre d'expertise où on se fait livrer des pièces à expertiser. Donc ça nécessite moins de proximité ou lors qu'il y a des réunions, on se déplace. On est moins contraint par rapport au planning des équipes par exemple.	Donc Multiplast est un exemple très intéressant Partie 2 : Le cluster en général parce qu'ils ont développé leur savoir-faire grâce au cluster et maintenant ils arrivent à le vendre à Quelles sont les caractéristiques particulières du cluster en Bretagne, soit le cluster course au large, l'extérieur du cluster et ça c'est vraiment soit le cluster nautique plus large ? intéressant. (Edité à Orsay, Juin 2012) Je pense que la Bretagne regroupe quand même quasiment la totalité, du moins la grande majorité des compétences course au large en France. Il y a, quand même, pas mal des indépendants qui dessinent conçoivent les bateaux. Il y a aussi des constructeurs de forte renommée sur le territoire et puis surtout d'équipes. C'est vrai que ça fait une concentration de compétences importantes sur la
	clients?	Bretagne.
	Oui, toute à fait. Moi, je suis indépendant, je	
	travaille seul avec des stagiaires, et puis, donc	
	généralement on a à peu près entre un et deux	

Mais Lorima est grand, non ?

Oui, parce qu'ils font des choses chères, des choses assez importantes. Non, c'est une boîte intéressante. Mais il y a une boîte aussi qui est intéressante mais qui n'est pas à Lorient. C'est Multiplast. Multiplast

Est-ce que vous faites ça pour trouver des solutions ou est-ce qu'ils sont aussi vos clients?

Ça peut être dans le cadre de contrôle qualité globale ou d'expertise ou effectivement chacun a sa spécialité. Ça peut être variable. Ça peut être moi qui a le dossier à ce moment-là sur des points, ou je suis mois compétent, je fais appel à mes collègues indépendants pour répondre à des questions précises et je cherche le dossier ou ça peut être l'envers. C'est eux qui font appel à moi pour répondre à des questions précises là où je suis plus compétent.

Quels sont les facteurs clés pour le cluster en Bretagne qui font la différence si on la compare avec des autres endroits par exemple Marseille?

Ça veut dire qu'une proximité physique est importante?

Oui, pour une partie de mon activité oui, c'est clair.

Par rapport la technologie que vous utilisez pour votre travail? Est-ce que vous êtes dépendant des centres de recherche en Bretagne?

  , ça s'est fait aussi, c'est-à-dire que pour des choses que moi, je peux proposer, il y a certaines clients qui vont éventuellement répercuter mes coordonnées à des personnes qui seraient intéressées. Oui, toute à fait, ça peut aussi arriver. prend du temps pour pouvoir répondre à peutêtre des marchés plus gros. Ça, c'est peut-être ce que s'empêche un peu.Ecoutez, moi, déjà avec ma société, j'ai le statut de jeune entreprise innovante. Ça, c'est une première chose. Ce qu'il fait que dans ce cadre-là, j'effectue un certain nombre de mes travaux en recherche et développement où on a pu développer en interne un certain nombre des choses, notamment de nouveaux moyens de contrôle, je dirais de solutions aussi de mesure un petit peu innovante, et puis récemment un produit qu'on va lancer prochainement. Le... du cluster est sur la partie qui je connais mieux, tout ce qui est matériaux, structure, on touche un domaine un peu sensible ou notamment les constructeurs ont leur savoir-faire, ont leurs relations avec leurs fournisseurs, etc. et donc quand on commence à parler de qualité, de procédé de fabrication, etc. ,

		Est-ce que ça veut dire que la Bretagne n'est peut-
		être pas encore prête pour une expansion
	Par rapport une tolérance entre vous, s'il y a des	internationale?
	problèmes, des inconforts, des inconvenances associées, avec votre partenaire, est-ce que vous êtes tolérant par rapport cela?	Elle serait prête, mais moi, je pense, j'ai l'impression, que effectivement au niveau des pays anglo-saxons on n'est toutes pas encore
	Je pense que n'importe comment dans un projet il	suffisamment visible.
	peut y avoir des moments ou effectivement les délais sont serrés, ça peut être compliqué. Aujourd'hui les projets course au large sont quand	Quel rôle joue l'innovation pour vous et dans le cluster en général?
	même des plus en plus complexes. Ce sont quand	
	même les équipes ou les chantiers qui mettent tout	
	ça en musique. Généralement les personnes comme	
	moi sont là pour leurs faciliter la tâche ou du moins	
	pas compliquer la tâche. Là-dessus, c'est vrai qu'il	
	est important que tout le monde met un peu de	
	bonne volonté pour que les choses avancent.	
	Est-ce que vous êtes loyaux par rapport vos	
	partenaires ? Est-ce que vous sacrifierez votre	
	propre intérêt pour le projet?	
	C'est vraiment cas par cas.	
	Partie 3 : l'innovation dans le cluster	
	Quelles sont les conséquences, les résultats, les	
	avantages suivant ou résultant ce cluster et ses	
	relations internes en général et pour vous	
	particulier?	
	Je pense que principalement l'avantage est d'avoir	
	un regroupement de compétences sur un territoire	
	qui n'est pas très grand. Comme ça, ça permet aussi	
	de pouvoir facilement discuter avec des gens et	
	pouvoir aller chercher des compétences pas trop	
	loin. Ça, c'est vrai, ça facilite pas mal. Après en	
	terme de synergies entre différents acteurs de même	
	filière, Eurolarge organise des journées et puis aussi	
	ce font le relais entre les différents partenaires, donc là-dessus je pense c'est bien mis en place et efficace, il me semble.	On va peut-être monter un projet ensemble à caractère de recherche et développement. Au ce moment-là ça va être un
	Comment vous percevez le rôle d'Eurolarge dans le	sujet ouvert qui amène à la discussion. Après au
	cluster?	niveau commercial les gens savent ce que je fais, il
	Ecoutez, moi, je trouve ça positif, déjà des journées au niveau technique qu'ils organisent. Ça permet à	y a un besoin, bon, une discussion classique commerciale qui s'engage.
	réfléchir à des problèmes. Il y a souvent des	Je vais vous poser quelques questions avec des
	intervenants de qualité. Ça aide aussi pour faire	exemples pour préciser cette question. Comment
	rencontrer des gens. Tout ça, c'est plus tôt positive	réagiriez-vous si un de vos partenaires/ clients a
	et puis aussi de structurer un ensemble des acteurs,	besoin d'aide pour résoudre un problème mais il
	même si, il me semble, que pour les gros projets	n'y a pas une relation commerciale pour ce
	internationaux pour aller chercher des nouveaux	problème? Vous vous aidez?

Oui, ça dépend, avec certains clients ça peut arriver effectivement qu'on discute également dehors les relations purement commerciales et puis peut-être aussi lors qu'ils ont des problèmes à résoudre, les aiguiller vers les personnes que je peux connaître et puis inversementmarchés, j'ai l'impression qu'on n'est pas encore suffisamment bien organisés quand même, en Bretagne. Chacun a sa petite chose dans son coin mais il n'y a pas vraiment… fin, moi, ce que j'essaie à faire avec certains indépendants ou certaines sociétés comme la mienne, mais c'est vrai, ça c'est quand même compliqué de trouver des gens qui vont, qui peuvent être potentiellement concurrents et de faire travailler sur le projet de recherche, là-dessus ce n'est pas forcément évident.

  Et du coup mon métier, c'est vraiment de faire la relation entre les entreprises, entre PS1 et d'autres entreprises de Bretagne ou autre, ou des universités sur la problématique R&D. Donc, c'est exactement votre sujet. Donc, en fait, nous, on est parti de l'idée d'avoir des partenariats technologiques pour que la performance du bateau soit la meilleure possible en fait. C'est vraiment important d'avoirde la performance derrière. Parce que c'est aussi d'être capable de répondre aux problèmes tout de suite, de la façon la plus instantanée possible. Parce qu'on a un projet course au large, même si on a un projet comme le Vendée du Monde, le projet, ça dure trois ans. Mais trois ans, c'est très court quand même pour concevoir le bateau, construire le bateau, naviguer avec le bateau, le fiabiliser, ça prend... trois ans, c'est très court. Donc en fait, si on a les compétences en interne dans l'entreprise et ça permet d'aller plus rapidement et en plus d'avoir quelque chose de meilleure qualité. Et ensuite pendant la course ça permet de faire de la "hotline" avec le skipper. Le skipper, il a quelqu'un de vraiment compétent, il a une référence de vraiment compétente de l'autre côté du téléphone, de l'autre côté d'internet pour répondre aux questions. Et en plus la même personne consulte le bateau, construit le bateau et navigue avec le bateau, elle est vraiment la plus à même à répondre aux problèmes.Je vais vous donner des exemples. Moi, je suis responsable de la partie R&D en électronique et informatique et aérodynamique aussi, voilà. Donc, par exemple en informatique on a un partenariat avec MaxSea, c'est un logiciel de navigation. Ça fait cinq ans qu'on a le partenariat. Ça fait même plus longtemps. Là, depuis cinq ans le partenariat est très structuré. C'est-à-dire que tous les ans on leur fait un cahier des charges, un cahier des charges de nos besoins, de qu'est-ce qu'on aimerait comme-quel logiciel de navigation qu'on aimerait bien utiliser et qu'est-ce qu'on aimerait avoir comme fonctionnalité, comme interface. Et tous les ans l'équipe de R&D de MaxSea travaille sur notre problème et nous envoie des nouvelles "updates" en fait. Du coup en général on garde cet avantage pendant au moins un an. En suite ça passe dans le grand public, utilisateur Monsieur tout le monde peut utiliser ça en achetant le logiciel. On a ça mais il y a toujours des choses qu'on n'a pas parce que c'est la R&D. On n'arrive jamais au bout de nos idées, ça serait trop merveilleux. Les ressources qui sont allouées sont quand même utiles, les ressources en ingénieur, en journée ingénieur, c'est quand même en unité parce que c'est des petites entreprises, ce n'est pas Microsoft qui décide de développer le truc. Si c'était Microsoft, c'était peutêtre une semaine, on aurait tout, mais PS1, ça représente 13 personnes et MaxSea ça représente 40-50 personnes. Il y peut-être que 10 personnes qui travaillent comme ingénieur en développement. Donc, c'est la R&D en fait par des petites entreprises. Les moyens sont plus limités. Mais on peut quand même faire beaucoup des choses.Non, c'est un partenaire normalement. On avait par exemple avec NKE, c'est une entreprise qui fait de l'électronique marine. Pour nous l'électronique sur un bateau, c'est super important, surtout en solitaire parce qu'en fait les informations de vent, de vitesse du bateau, toutes les informations qu'on obtient avec des capteurs en fait, on l'utilise pour le pilote automatique. Et comment on fait de la course au large en solitaire? Le pilote automatique, il travaille 80% du temps au moins et ça veut dire qu'il fasse au moins 6-7 heures à régler le bateau, ça fait déjà beaucoup. Donc, le pilote automatique, 80%, c'est vraiment, si vous avez un mauvais pilote automatique, sur un cours de Vendée Globe qui dure 80 jours, ça fait des différences monstrueuses. Le skipper doit avoir confiance dans son pilote automatique pour pouvoir pousser son bateau le plus possible. Et en plus le pilote automatique doit être capable de barrer le mieux possible. , on a fait vraiment des contrats, avant on n'avait pas de contrats, il y a dix ans, maintenant il y a vraiment des contrats.Non, des fois, les intérêts avec les partenaires techniques évoluent parce que l'économie évolue parce qu'ils ont d'autres objectifs et ils ont moins de moyens financiers pour réaliser le projet et du coup le partenariat ralenti ou s'arrête. Ça peut arriver.

		Des cahiers des charges?
		Oui, des cahiers des charges avec la partie business,
		la partie technique, la partie communication aussi
		parce qu'on est en fait des bateaux de course sur
		lesquels on peut mettre des sponsors. Si vous
		regardez un bateau de PS1, par exemple Foncia, le
		baume, il y a tous les partenaires techniques. Il y a
		une liste des partenaires techniques. Vous pouvez
		vitrer votre rapport avec ça. Je vous enverrai une
		photo, vous le verriez sur la photo.
		D'accord.
	Avez-vous un autre exemple, avec peut-être plusieurs partenaires?	Est-ce qu'il y a des situations dans lesquelles vous sacrifieriez vos objectives pour le projet en
		général?
	Interruption.	
	Du coup l'idée, c'était d'augmenter la performance	
	du sportif avec les partenariats technologiques.	
	Donc, tous les domaines qui tournent autour du	
	bateau de course que ça soit la partie moteur, la	
	partie électronique, la partie composite, la partie	Donc, on pourrait dire les partenariats marchent si
	informatique. On essaie d'avoir des partenariats	bien parce que vous avez le même intérêt, un
	technologiques, comme ça du coup on a des	bateau qui marche?
	derniers produits, les innovantes. Et on participe aux cahiers des charges du produit. Qu'est-ce qu'on a besoin nous en termes des coureurs, en terme du course au large. Et en général le « deal » est qu'on est le premier à l'avoir pendant un an ou deux et ensuite ce produit-là passe dans le grand public. Et comment est-ce que ça a commencé? Oui, en fait c'est Michel Desjoyeaux, le chef d'entreprise PS1 et qui est aussi skipper de PS1. C'est sa démarche depuis vingt ans, depuis qu'il a fait la course au large. Il y a douze ans maintenant qu'il a créé l'entreprise PS1 pour avoir justement comme une "tool box" pour faire de la course au large en fait. L'idée était de l'intégrer toutes les compétences dans l'entreprise. Et c'est complètement clair d'avoir des relations avec des entreprises extérieures mais maitriser le plus possible des compétences dans l'entreprise pour autre endroit, par exemple Paris ou Marseille, ou est-ce que ça serait problématique? Ça serait sûrement possible, en fait, c'était toujours possible, mais c'est vrai qu'on a beaucoup du monde en fait dans le domaine de la course au large en solitaire…en fait les les villes en France qui sont importantes sont Lorient, Port-de-la-Forêt et un tout petit peu Brest, un peu la Trinité-sur-mer. Voilà, c'est d'abord Lorient et Port-de-la-Forêt. C'est les grandes villes en France. Donc, c'est sûr si vous n'êtes pas tout près-la proximité géographique est vraiment importante. Par exemple, l'exemple de NKE, c'est un partenariat que fait 20 ans. Ils sont à Lorient, nous, on est à Port-de-la-Forêt. Ça fait 45 minutes de voiture. C'est assez facile d'aller les voir. C'est d'abord des relations des humains. C'est avoir en action Donc vous avez un an pour développer des Un an en général c'est ça. Donc, c'est des relations structurées avec des contrats, est-ce que vous faites souvent quelque chose qui n'est pas dans le contrat? En fait au début c'est d'abord des hommes qui se connaissent. C'est d'abord, Michel, il connait Brice Prizo, le patron de MaxSea depuis 25 ans. Donc, ils ont l'habitude de communiquer, de donner des idées, « tient, ça serait bien, si on avait ça,... ça c'est une super idée, ça serait bien de la mettre en application ». Et après, pour que les équipes de R&D travaillent vraiment et arrivent à sortir un produit, à faire quelque chose à la fin d'année. Le mieux c'est de mettre en forme et de rédiger un cahier des charges. En général dans les cahiers des charges, tout n'est pas... on n'a pas toutes les Oui. C'est d'abord le même intérêt. C'est d'abord un nouveaux produits ? Est-ce que ça serait possible de déménager à un intérêt technique.

options. La nouvelle génération arrive en général vers Noël mais on n'a pas tous les jouets qu'on a demandés. Du coup ce qu'on n'a pas eu, ça peut être poussé dans l'année suivante. Du coup il y a toujours une charge de travail qui arrive. d'abord il faut connaître les gens vraiment. C'est vraiment important, je trouve. C'est un trait important du développement. L'autre exemple qui va illustrer aussi est, donc NKE, c'est un, ça fait 20 ans que Michel travaille avec eux. Et c'est pareil le développement a été…

Mais ça arrive si vous avez plus des sponsors?

Non, ça arrive avec le partenaire technique. Nous, on a toujours des sponsors jusqu'à maintenant mais c'est quand le partenaire technique a des autres objectives par exemple. Par exemple il ne veut plus investir plus dans la voile, il veut investir dans une autre activité. Ça peut arriver.

  Dans les contrats écrits on met des deadlines pour livrer le produit. Et c'est ça qui est plus dur à respecter parce que les gens, quand ils s'engagent techniquement, ils savent qu'ils sont techniquement capables de le faire. Après c'est juste la question de temps, parce que ça ne rapporte pas vraiment beaucoup d'argent, la recherche et développement, ça ne rapporte pas d'argent tout de suite c'est pour le futur. On essaie de travailler sur des choses qui rapportent de l'argent tout de suite, c'est d'abord ça les priorités et c'est peut-être des fois ça décale dans le temps. La notion de temps qui se décale. Non, on est embêté, on est...c'est très compliqué...c'est les deux, ça dépend. Ça dépend si en fait le sujet sur lequel on travaille, il est indispensable à la course parce que nous, nos deadlines en général c'est une course au large. Le bateau qui doit faire une course au large. Donc, si le produit est indispensable, oui là on est très embêté, mais s'il n'est pas vraiment indispensable, c'est moins grave. Et ensuite la responsabilité sur l'hydro générateur par exemple, c'était la solution de ce cours pour fabriquer de l'énergie à bord. Donc, ça c'est sacré important, ça c'est très important. Et du coup l'autre partenaire technique, c'est aussi très important pour nous, il le sait forcément. Donc du coup, ils se mettent la pression tout seul, de façon autonome, ils savent que c'est vraiment important. Si, pour avoir des... par exemple on a découpé un penon électronique. Je vous enverrai une plaquette. Ça, c'est quelque chose qu'on a vraiment fait à PS1. C'est une innovation qui nous seul, on l'a fait. C'est un penon électronique, ça permet de caractériser l'écoulement sur une voile, si ça l'allure ou tordre. Je vous enverrai une plaquette d'information sur ça pour vous voyez à quoi ça semble. Et en fait c'est quelque chose qu'on a utilisé dans la course au large, dans la voile depuis cinq ans, c'est sur les voiles. En fait, c'est un petit fil, qui bouge avec le vent, vous voyez ce que c'est ? Et on en a fait une version électronique. Donc c'était quelque chose qui était vraiment liée à faire la voile et le fait d'être justement dans un cluster, d'être dans un environnement avec des entreprises liées à la mer,

	automobile, qui font qu'on a toutes les entreprises	
	qui sont importantes.	
	Important pour la voile?	
	Disons, il y a beaucoup des ressources humaines,	
	des personnes qui techniquement en matériel	
	composite, en mécanique, en électronique qui	
	peuvent travailler dans la voile comme un autre secteur.	Quand quelqu'un ne garde pas le deadline, vous êtes embêté ou tolérant?
	Est-ce qu'il y a d'autres avantages pour vous du fait	
	d'être basé ici en Bretagne?	
		Partie 2 : Le cluster en général
		Quels sont les particularités du cluster en
		Bretagne?
		C'est sûrement dans l'histoire. Je ne sais pas si on
		est meilleur, je ne peux pas dire si on est meilleur
		qu'en Nouvelle-Zélande, en Australie, en
		Angleterre, ou aux Etats-Unis. Je ne suis pas
		capable de le dire. Par contre, en Bretagne il y a une
		grosse culture de la mer que ça soit dans la pêche,
		la construction des bateaux pour faire des bateaux
		marchants, des bateaux de guerre. L'histoire
		maritime française est assez vieille, c'est comme
		l'histoire maritime Britannique, c'est très vieux. Je
		pense que c'est une question d'histoire, l'histoire
		maritime. Ensuite il y a la plaisance. En fait
		l'histoire de la plaisance des bateaux à voile pour le
		plaisir, c'est assez jeune comme histoire. C'est
		arrivé en France il y a 50 ans, disons après la
		deuxième guerre mondiale où les gens ont voulu
		faire la voile, pas forcément les gens très riches, pas
		forcément les milliardaires comme en Espagne ou
		en Angleterre, voilà. En France c'est beaucoup plus
		populaire, même si vous n'êtes pas milliardaire,
		vous savez vous pouvez faire du bateau. Ça dépend,
		vous auriez un tout petit bateau mais ce n'est pas
		grave, vous prendriez autant de plaisir que un
		milliardaire sur un grand bateau, c'est ça, même si
		vous n'avez pas beaucoup d'argent, vous pouvez
		faire la voile sur un tout petit bateau, c'est quand
		même extraordinaire. Les français qui font de la
		voile, ils savent ça. Et ensuite, en France, on a
		tellement beaucoup d'universités, tellement
		beaucoup d'entreprises d'high-tech aéronautique,

  voiles, des moteurs, de l'électronique. Et en fait on discute beaucoup qu'on fait du bateau. C'est un lieu où on peut échanger beaucoup des idées. On échange des sensations sur la performance du bateau et c'est très important d'être capable de discuter et d'échanger justement.

	Est-ce que ça sont des gens qui travaillent pour
	PS1 ou d'équipage des bateaux de course au large?
	Les deux.
	Ils sont les mêmes personnes? Donc les gens qui
	travaillent pour PS1, est-ce qu'ils sont aussi des
	coureurs qui partent pour de grandes courses au
	large?
	Les deux. On a des gens permanents et ensuite on a
	des coureurs, des professionnelles de la voile qui
	viennent naviguer, voilà, les champions.
	Et à part des navigations sur le bateau est-ce qu'il y
	a d'autres moments où vous échangez et profitez de
	vos relations avec vos partenaires pour innover?

D'ailleurs c'est très important d'échanger, de faire venir des personnes d'extérieur à l'équipe sur le bateau pour ne pas être tout seul dans son..., tout seul enfermé dans sa propre idée. Il faut d'être capable d'échanger des idées si non on pourrait avoir une mauvaise idée et rester bloqué dedans. Donc, c'est vraiment important d'échanger avec les autres et de voir comment les autres travaillent, comment les autres naviguent, comment les autres font pour s'améliorer, pour s'enrichir en fait.

  intérêt pour d'autres secteurs d'activités ou pour le grand public, voilà, ou la course au large. En fait, on a différentes cibles, différents targets, soit c'est la pêche, par exemple, l'activité de pêche, soit c'est la voile de plaisance, soit c'est la course au large tout simplement, dès fois c'est plus facile de... on peut vendre des choses qu'on fait. C'est notre activité première en fait, c'est d'abord vers la course au large qu'on regarde. Vendre c'est vraiment la chose la plus dure à faire.Oui, le premier objectif de l'entreprise, c'était que Michel puisse faire ses projets sportifs, puisse vivre sa passion, puisse faire tous les projets sportifs qu'il puisse imaginer, mais ensuite il a voulu aussi, sa deuxième passion c'est la technologie. C'est la construction des bateaux, donc il veut que son entreprise soit aussi reconnue dans ce domaine-là.

	Donc l'objectif de l'entreprise c'est ne pas que
	construire les plus vites bateaux mais aussi d'être
	une entreprise profitable?

Transcripts Examples SURFAQUI Entretien avec le Directeur mondial pour les produits techniques dans la division technique d'une grande marque de glisse (BB4)

  Saint-Jean-de-Luz. Donc, nous, on fait que des produits techniques. On fait des combinaisons, des accessoires du surf, les lunettes solaires, des lunettes optiques, des montres, des masques et des casques. Après on a une spécificité, c'est que BB4 est en fait le centre de développement mondial de ces produits techniques à part la combi qui elle est développée aux US. Mais nous, on est un centre de développement global. Donc, c'est à dire, on 'design' ici, tout sauf les combinaisons de la liste que j'ai citée, donc les lunettes solaires et optiques, les montres, les casques et les masques de ski. En plus maintenant on a une nouvelle marque de "underwear" qui s'appelle "Moskova".

	(Hossegor, 27.09.12, 14:00-15:00h, en personne)
	Partie 1 : Introduction
	L'entretien se divise en dans trois parties. La
	première partie est l'introduction, la deuxième
	partie porte sur les clusters et les relations
	interorganisationnelles dans le cluster, la troisième
	partie traite l'innovation. Est-ce que vous pouvez
	commencer par l'introduction?
	L'entreprise s'appelle BB4. En fait on est la division
	technique de BB4 et de Roxy, du Groupe BB4
	Napali qui est à On ne va
	parler que de BB4 et Roxy et après on développera
	un peu plus Moskova si tu veux. Donc, trois fois
	par an on se réuni avec les US, l'Australie le Brésil,
	l'Indonésie pour faire l'état de brief. C'est à dire les
	demandes du marché et puis après on consolide
	tous ces 'briefs' pour essayer que ça soit quand
	même le plus global possible et après on design, on
	développe. Le prochain meeting, on fait un meeting
	de sélection.
	Nouvelle-Zélande, par contre pas trop la course au
	large. Et vous?
	Je connais des entreprises d'électronique mais c'est
	des toutes petites entreprises.
	La structure économique, c'est pareil qu'en
	Bretagne avec des toutes petites entreprises.

Un jour j'aimerai bien, si vous avez des contacts...je pense ça sera intéressant pour beaucoup d'entreprises de lire votre étude.

Donc vous voulez faire partie du réseau…?

Interview

  Nous, je sais, on assiste souvent aux interventions qui se passent parce que c'est intéressant. Après personnellement, je ne vais pas cacher que je n'ai pas non plus envie de partager des idées qui peuvent nous différencier des autres marques. Ce que je conçois dans l'EuroSIMA, ce que j'aime chez eux c'est le fait qu'ils protègent en fait l'image du surf. C'est à dire, ce sont les boîtes réellement du surf qui investissent dans le sport et qu'on se protège de toutes les marques extérieures qui n'investissent pas dans les événements, qui ne font pas vivre le sport, mais par contre qui veulent profiter de la marque, là l'EuroSIMA, ils sont top. C'est vraiment top. Après tout ce qui est norme, c'est bien de partager aussi parce qu'on est tous à la même enseigne. C'est pas pénalisant, au contraire, on ne se détache pas parce qu'on a déjà dû répondre à des normes comme le REACH. Tout le monde y est soumis. Ce sont des choses quand même qui sont assez lourdes. C'est normal qu'on puisse échanger. Après si quelqu'un arrivait avec un néoprène du miracle, je ne sais pas si c'est bon de le partager tout de suite avec toute l'industrie.Une direction qui serait bien à prendre aussi, c'est au niveau écologique, traitement des dèches. On a des dèches communes. On a beaucoup de choses en commun mais quand même l'innovation c'est... il y a des choses qui ne se partagent pas. Ça se partage mais c'est bien d'avoir quand même la primauté, une petite saison d'avance. Il y a quand même un enjeu commercial et économique et donc concurrentiel. Si tout le monde fait la même chose, c'est quoi l'intérêt? Après chacun essaie d'innover de son côté et ça challenge aussi un peu tout le monde. Il n'y a personne qui s'endort parce qu'ils savent que leurs concurrents ne le font non plus. On a ce masque, on pense qu'il y a d'autres concurrents qui planchent sur des idées encore meilleures que nous. Vu qu'on en a pris conscience, nous, on ne va pas s'endormir. On va essayer de travailler toujours, pour essayer de l'améliorer. Si tu regardes la Formule 1 aujourd'hui, ils ont tous des voitures identiques mais il y a des petits détails qui font la différence et qui ne se partagent pas.

	L'idée serait plutôt de se dire on trouvera peut-être
	une meilleure solution ensemble?

C'est sûr, mais si vous avez un produit avec certains éléments et vous collaborez avec quelqu'un qui est plus complémentaire que concurrentiel... par exemple ici avec le producteur de verres.

  , qu'est-ce qu'ils font en Australie? Je ne sais pas si ce n'est pas les sacs pour le monde entier, les back-packs. Par exemple on est le centre d'excellence pour les montres, les lunettes, les masques et les casques de ski, c'est en Europe, après aux US, c'est le centre d'excellence pour les boards shorts et des combinaisons, donc tout est développé là-bas et en Australie je pense qu'ils ont le programme global de back-packs.

	Entretien avec le Directeur du Pôle de Glisse	aujourd'hui de toucher des subventions des
	(CGB) (GB4)	partenaires politiques et des collectivités
	Tu connais quelqu'un là-bas? (16.10.12, 11:00-12:00h, par téléphone)	territoriales dans le cadre du cluster. Donc, on a bien deux divisions segmentées qu'on peut
	Tu peux contacter l'ancien pro, Troy Brucks qui a Partie 1 : Introduction	retrouver sur notre site internet. Il y a une division
	travaillé dans le produit maintenant il travaille dans le marketing. Donc il a une vision de l'ensemble, en plus lui, il était surfer pro, donc je pense qu'il a beaucoup influencé dans l'amélioration et développement du produit. Après il s'est occupé des montres et lunettes pour l'Australie. Donc, il a travaillé avec nous dans le développement. Maintenant il est dans le marketing donc il a un peu L'entretien se divise en dans trois parties. La première partie est l'introduction, la deuxième partie porte sur les clusters et les relations interorganisationnelles dans le cluster, la troisième partie traite l'innovation. Est-ce que vous pouvez vous présenter et expliquer quel est votre rôle dans le cluster?	industrie qui est vraiment les projets GB4 comme vous avez vu le SurfSummit, le Waterman's Ball, qui sont des projets fédératifs pour l'industrie du surf, du skate et du snowboard. La division cluster est pilotée par un comité de pilotage constitué de partenaires publics et qu'elle est financé et subventionnée en partie par des fonds publics. Il y a toujours une participation entreprise qui est
	tout suivi. D'abord, le GB4, c'est une association. C'est	demandée sur les projets. Aujourd'hui on a un
	important de préciser que l'association GB4 Donc, maintenant il est responsable de toute l'entité aujourd'hui intègre le cluster qui est une division de là-bas? Oui. l'association. L'association GB4 a été créée en 1999. C'est l'association européenne des entreprises	équilibre de 70% de fonds publics pour 30% de fonds privés sur nos projets. 00:05:31-4 Sur les activités du cluster?
	de surf. Au départ il y avait six membres fondateurs Ok, donc je viendrai vers toi pour cela. Merci. de l'association. Donc, elle a un statut classique	Sur les activités et projets du cluster. L'année prochaine en 2014, on va arriver à 50/50, 50% de
	(Edité à Orsay, Octobre 2012) d'association « loi 1901 » régie par un Conseil	fonds publics et 50% de fonds privés.
	d'Administration et un bureau directeur qui est composé par des dirigeants d'entreprise. Moi, je	C'est quoi ces changements?
	suis arrivé à l'association en 2003 sous la direction	Ce sont des directives qui nous ont été fixées par
	d'Alan Tigan qui était directeur à l'époque où moi,	rapport aux partenaires publics. La directive impose
	j'ai été recruté pour un poste de responsable	aux clusters d'arriver à un équilibre de 50% de
	administratif. J'ai commencé mes fonctions en 2003	fonds privés et 50% fonds publics. Parce
	dans l'association en tant que responsable	qu'aujourd'hui il y a beaucoup de cluster qui sont
	administratif. Dans l'année il y a eu un changement	souvent financés à 80% par des fonds public et
	de président au niveau de l'association. Donc, il y a	uniquement à 20% par des fonds privés et à terme
	eu un peu un conflit d'intérêt et un problème	ça ne peut pas durer. Un cluster doit petit à petit
	relationnel entre le président et le directeur de	aller vers l'autofinancement. 00:06:24-8
	l'époque. Donc, le directeur de l'époque qui est parti dans l'année 2003 et moi j'ai assuré la fonction de gestionnaire de l'association sur cette année-là et	Donc le format du cluster, c'est soumis à une loi aussi?
	j'ai pris la fonction de responsable administratif et	Il y a une directive de cluster en France, régit par la
	de directeur de l'association à partir de la fin de	loi française et il y a également une association qui
	l'année 2003. Ça fait maintenant presque 10 ans	fédère tous les clusters qui s'appelle France Cluster
	que je suis dans l'association. On n'a intégré la	et qui essaie de fixer ses règles. Maintenant ce n'est
	division cluster qu'en 2008 dans l'association. En	pas obligatoire. On conseille aux clusters
	fait, l'association GB4 est membre fondateur du	aujourd'hui d'atteindre le 50/50. Les pôles de
	cluster avec d'autres partenaires, avec la Chambre	compétitivité incitent à ça mais c'est plutôt aux
	de Commerce de Bayonne, l'Université Bordeaux	partenaires publics de l'arbitrer. C'est à dire si
	II, et le Conseil Général de Pyrénées-Atlantiques.	aujourd'hui le cluster est incontournable pour le
	En 2005 le cluster a été créé. En 2008 il est devenu	territoire et qu'il doit rester à 80% de fonds publics,
	partie intégrante de l'association GB4. C'était en	ils le feront. Mais ils souhaitent vraiment
	2008 que Christophe, aussi le manager du cluster,	aujourd'hui avoir un équilibre qui s'approche de
	est devenu un des salariés employés par	50% / 50%. Nous, on est à 60/40 cette année. On
	l'association. Avant 2008 le cluster était basé à la	pense qu'on peut aller à 50/50. Si on n'y arrive pas
	Chambre de Commerce de Bayonne. 00:04:18-6	et on est toujours à 60/40, ils ne vont pas nous
	Partie 2 : Le cluster en général	stopper, nous bloquer, notre cluster. Parce qu'on est un cluster qui aujourd'hui est exemplaire sur le
	Donc l'association est privée ou publique?	territoire et il fonctionne bien. S'il y a d'autres
	Alors, ce n'est pas public, c'est une association de	clusters plus problématiques qui ne fonctionnent pas très bien et qui veulent rester à 80%, ils vont

« loi 1901 ». Ça a caractère privé, mais ce sont des associations à but non-lucratif. Ce sont des associations qui ne doivent pas générer de bénéfices ou tous les bénéfices doivent être réinvestis dans les projets. Ça n'a pas du tout un statu de société. Donc, on n'est pas sujet à TVA, ce qui nous permet aussi dire "non, on vous donne moins de subventions, ça va être assez, vous vous débrouillez pour arriver à financer la part restante". Mais ce n'est pas vraiment imposé par la loi. Ce sont des directives qui descendent plus de Ministère et de France Cluster, mais rien n'est imposé, c'est conseillé. 00:07:50-1

  Les entreprises ici sont souvent déjà créés, implantées dans les régions fortes internationales de notre secteur économique que sont la Californie aux Etats-Unis ou l'Australie pour la majorité. Donc, en général on essaie de se déplacer aussi sur des salons professionnels et de travailler d'un commun accord avec ce qu'on appelle notre grande soeur qui est SIMA, l'équivalent de notre association aux Etats-Unis qui fédère toute l'industrie des Etats-Unis pour repérer les entreprises émergentes au niveau du marché Américain et avec lesquelles on souhaiterait de se développer en Europe. Ensuite, une fois l'identification est faite. Nous, grâce au cluster aujourd'hui, on met en place un réseau de services pour leur permettre de s'implanter facilement en Europe et de pouvoir rapidement mettre en place une équipe, un siège social, une commercialisation.

	Donc, nous, on rémunère et on missionne des Ce n'est pas forcément pour optimiser la	Aquitaine qui aujourd'hui leur permettent d'être aidé application industrielle de recyclage, ce qui a été le
	prestataires de service indépendants qui font distribution. A un moment donné certaines	pour des déplacements sur des rendez-vous cas. On a trouvé un partenaire industriel sur le
	aujourd'hui aussi partie de l'équipe GB4 mais qui ne entreprises cherchent aussi des fonds	professionnels ou des salons à l'étranger. Donc, ça, territoire ici en Aquitaine qui permet de microniser,
	sont pas des salariés directs, qui sont des d'investissements pour pouvoir continuer leur	c'est aussi notre service qui marche dans l'autre de broyer les combinaisons de surf, les réduire en
	consultants. 00:14:25-9 croissance et donc se posent aussi la question de la	Donc, sens. La majorité, c'était plutôt dans l'import mais microparticules et de les mélanger pour créer des
	distribution mais la continuité de la croissance à un Comme vous avez une vue globale sur le cluster, moment donné se fait par des investissements. comment voyez-vous l'intégration des organisations Donc comme ils ne sont pas capables de générer différentes du cluster, par exemple le grosses et aujourd'hui ces fonds d'investissements, certaines petites entreprises? Et aussi le fonctionnement du décident de devenir publiques et de se faire acheter. cluster verticalement versus horizontalement? 00:20:37-7	c'est des ingénieurs, des étudiants, c'est des entreprises indépendantes et l'intérêt du cluster est que ça permet à ces porteurs de projet de rapidement tisser des liens avec des partenaires, des collectivités territoriales qui recherchent ce type d'innovation et qui souhaitent aider ces entreprises à ce n'est pas vraiment l'import, c'est plutôt la caoutchoucs. Et ces caoutchoucs sont utilisés et création de filiale européenne et par contre on peut revendu au group Valeo qui fait des essuie-glaces permettre aux entreprises françaises aujourd'hui de de voiture et des jointes de portes. Donc ça n'a rien s'exporter à l'international grâce à ce réseau-là. à voir avec notre filière mais ça permet de donner Voilà, un petit peu le mode de fonctionnement. une deuxième vie au produit. Donc, nous une fois Aujourd'hui les opportunités de marché sont bien qu'on a fait cette étude, qu'on a créé le réseau, on a
	Partie 3 : L'innovation dans le cluster	s'implanter sur le territoire Aquitaine. Parce qu'un cluster a vocation de développer une industrie forte entendu pour les entreprises qui marchent le mieux dans ce contexte économique difficile, ce sont proposé un écosystème pour gérer collectivement ça. Ils n'ont pas souhaité aller là-dedans. Donc
	Vous avez parlé de différentes actions pour	sur un territoire, comme un pôle de compétitivité en plutôt les PME et les TPE. Les jeunes entreprises aujourd'hui, c'est qu'on fait, ce qu'on fait, c'est on
	promouvoir l'innovation. Est-ce que vous pouvez	fait. L'idée des politiques, c'est de le soutenir émergent parce qu'elles peuvent faire une confie en fait, on laisse la possibilité aux entreprises
	m'en parler un peu plus ou d'autres situation dans	aujourd'hui pour que l'Aquitaine soit de plus en plus croissance de chiffre d'affaires rapide dans le réseau d'utiliser ou pas cette application industrielle.
	lesquelles le cluster joue un rôle dans l'avancement	performante et devienne le lieu incontournable en des magasins indépendants qui existent en France et 00:23:49-6
	Donc, aujourd'hui, la cible primordiale pour nous, ce sont les petites et es moyennes entreprises, TPE et PME. L'autre problème, c'est que certaines arrivent en Europe sous forme de 'licencier'. Donc ils confient une licence à un distributeur et ils sont toujours régis et basés sur un statu Américain ou Australien. Donc, pour nous, il faut vraiment que l'entreprise souhait s'implanter avec une filière en Europe pour qu'elle puisse être accompagnée et aidée par les partenaires publics. Pour nous, l'idée en fait du cluster aujourd'hui, c'est de leur fournir à la fois des indicateurs de marché pour qu'ils puissent rapidement se renseigner sur les potentialités de leur marque ou de leur développement sur le marché européen, mais également de leur fournir derrière un réseau pour faciliter leur implantation et pouvoir obtenir des subventions pour construire leur bâtiment et se développer et employer en Europe. Jusqu'à aujourd'hui, jusqu'à la création du cluster, cela n'existait pas. Nous, on avait des facilités à leur marché. Mais avant qu'on a fait le cluster, on avait très peu de réseau avec les collectivités territoriales et des subventions. Donc, aujourd'hui, c'est le plus qu'on puisse leur fournir. Après le cluster amène également beaucoup d'aide aux entreprises françaises du secteur souhaitant s'exporter à l'international. Parce qu'aujourd'hui il y a des permettre d'avoir un résultat d'étude sur une dans les Chambres de Commerce de la région Nous, ce qu'on a souhaité c'est collectivement leur services spécialisés dans le commerce international gamme ou dans une autre application industrielle. revalorisation du produit dans un autre produit de la stoppé, certaines étaient allées plus loin sur la dedans. Ça leur a coûté très cher. Certaines ont avaient commencé à faire des projets de recherche de surf, individuellement certaines entreprises Donc, par exemple le néoprène des combinaisons notamment un projet de recyclage de néoprène. l'Europe puisqu'on faisait déjà des études de projets aujourd'hui autour de l'innovation définir les potentialités du marché qu'ils avaient sur par exemple dans l'historique, on a fait quelques d'innovation sans que ça leur coûte trop cher. On a des études spécifiques sur des projets collectifs entreprises aujourd'hui d'obtenir des recherches et projets. Une fois que c'est fait, ça permet aux va leur demander des subventions par rapport à ces projets-là dans le programme de l'avenir, donc on et affichés. On va leur demander d'intégrer ces payante, une participation d'entreprises concernées projet-là avec des devis en face, avec une prestation d'année on va proposer au partenaire public ce années on identifie déjà les projets de 2013 et en fin projets. Alors, l'année d'après en fait, pendant cette demandés par la filière. Nous, on identifie ces commissions qui font ressortir des projets collectifs autour de projets collectifs. Donc ce sont ces responsables d'innovation. On essaie de stimuler convoque que des chefs de produit ou les exemple dans la commission innovation on ne service concernés des entreprises. Aujourd'hui par convoquer dans ces réunions les responsables de ressources humaines. Donc, ça nous permet de ressources humaines qui est pour des projets des développement durable et une commission développement durable sur des projets du est sur des projets d'innovation, une commission marché. On a une commission de l'innovation qui une mission marketing qui gère les études de commissions par thématique de projet. Donc on a a défini le cluster, c'est qu'on a créé des Aujourd'hui le mode de fonctionnement comme on du cluster?	Europe pour les entreprises de glisse. Donc, ça génère bien entendu l'arrivé de nouvelles entreprises sur le territoire et la création d'emplois sur le territoire. C'est un peu la finalité d'un cluster ou d'un pôle de compétitivité. Donc, nous, on a un cluster fort aujourd'hui puisque la majorité des entreprises étaient déjà basées en Aquitaine et étaient déjà adhérentes au GB4. Donc, aujourd'hui, on leur ramène des projets, on a le réseau qui est en place. Les nouvelles entreprises qui souhaitent s'intégrer dans la filière viennent forcément s'implanter sur notre territoire puisqu'on a des aides aujourd'hui et des passerelles pour leur permettre de trouver rapidement un terrain, un bureau, un local, et des subventions de développement. 00:12:43-9 Qu'est-ce que vous faites au quotidien et avec qui vous interagissez? Moi, je pilote la totalité de l'activité. Il y a une direction de l'association parce qu'on a les deux divisions. Donc, on est sur le lien et le suivi des projets. Après en termes de management et du suivi des projets, c'est Christophe qui intervient sur la partie cluster. Nous, aujourd'hui, au quotidien, c'est la gestion de l'association et de faire avancer tous ces projets, la gestion des relations aussi avec les partenaires financiers, la gestion des relations aussi avec le Conseil d'Administration, avec tous nos adhérents, et ensuite l'organisation des tous ces événements et de ce projet au quotidien. Pour nous, c'est un travail à plein temps puisqu'on est que trois salariés. Donc, je suis chef sur la partie direction de l'association. Il y a Stéphanie Goudin qui travaille avec moi sur la partie communication mais qui est aussi en charge de la gestion et de la communication du cluster. Et Christophe qui lui manage les projets et les équipes de projet du cluster. Puisqu'en fait la totalité des projets quasiment du cluster est confiée aussi en mission à des consultants et à des prestataires indépendants. Parce qu'aujourd'hui on a des projets assez ambitieux qui font appel à des professionnels du secteur et à des données souvent très techniques. laissaient racheter? Donc, c'était pour optimiser la distribution qu'ils se multi-secteur. 00:20:07-6 group aujourd'hui qui a des entreprises un peu séparer de ces deux entités mais qui est un grand la Redoute, la FNAC, etc. qui viennent de se son portefeuille d'entreprises et qui avait également portefeuille de marques et notamment PUMA dans Non, c'est un groupe qui a aujourd'hui un certain PPA, c'est une entreprise de surf? en Europe, des surf shops. Là, où ça devient plus distribution de la marque. 00:19:40-6 un peu plus aujourd'hui du développement et de la racheté par le groupe PPA. C'est PPA qui s'occupe arrivé à 60 million d'Euro en Europe et qui a été ce qui s'est passé avec Volcom par exemple qui est question du rachat potentiel par des groupes. C'est à ce stade-là que les entreprises se posent la beaucoup plus cher en investissement. C'est souvent totale de son image et de ses ventes ? Mais ça coûte de magasins en propre pour garder cette maitrise ou est-ce qu'elle préfère s'intégrer dans un réseau plutôt orientée "lifestyle", "mode", "fashion", etc. totalement une distribution sport même si elle est qu'elle se questionne : est-ce qu'elle accepte arrivent à des problématiques. C'est qu'il faut européen. Et c'est souvent à ce stade là qu'ils rapport à sa croissance et à son développement elles se posent un certain nombre des questions par d'Euros de chiffre d'affaires, elles se confrontent, taille, je parle de l'ordre entre 40 et 60 million Donc, là quand l'entreprise devient moyenne en existent mais ça, ce sont des gros investissements. beaucoup de magasins de marque aujourd'hui qui 2000 ou créer leurs propres magasins. On a donc là on parle d'Intersport, Décathlon, Sport falloir qu'ils intègrent la distribution privée sport, nous des surf shop, skate shop, ou snow shop, il va faut sortir des magasins indépendants qu'on appelle de distribution européenne où à un moment donné il c'est la croissance, c'est par rapport à sa réflexion compliqué pour une entreprise dans notre secteur, Donc vous gardez le brevet pour ce processus?

  Ça n'a pas plu aux autres entreprises. Elles souhaitent faire la même démarche mais elles ne voulaient pas faire le de réduction sur le produit. A partir du moment où les intérêts commerciaux sont rentrés dans le jeu, nous, on se retirait parce que ce n'est plus le rôle de l'association. Ce qui nous a un petit peu stoppé d'avant la volonté d'aller plus loin collectivement. Aujourd'hui on les laisse gérer entre eux. Ils peuvent être deux, trois, quatre ou plus à utiliser le procès, mais ce n'est plus nous, GB4 qui gérons la partie financière, la partie qui est confidentielle.

	Après le problème qu'on a identifié, c'est qu'on souhaite aller plus loin dans le portage de projet et dans la gestion d'un micro-organisme comme je disais tout à l'heure qui pouvait totalement gérer ça et ramener aussi du revenu et le dégager pour aller plus loin dans la recherche et développement. Le problème que rentre dedans, ce sont des conflits d'intérêts des entreprises par rapport à la commercialisation. Donc, on est rentré dans des conflits d'intérêts en termes de vente et de business et là ce n'est plus le rôle de l'association. En fait comme RipCurl avait commencé le travail dans un autre segment mais dans la même catégorie de recyclage néoprène, ils appliquaient aux nouveaux consommateurs 20% de remise pour retourner un néoprène usagé. 00:26:25-3 Est-ce que vous avez d'autres exemples en tête pour lesquels plusieurs entreprises ont collaboré pour développer un produit ou un autre projet?

  Vous pouvez le télécharger sur notre site internet dans la partie environnement et qui leur a servi de référencement pour créer leur entreprise. Aujourd'hui Notox est allé encore plus loin que notre guide de référencement mais ça leur a servi pour créer son atelier propre et respectueux, son mode et son processus de fabrication. Donc, nous, on a contribué à la création de cette entreprise. Alors, ça c'est surprenant parce que au départ ce projet était un projet collectif.

	service des entreprises. La seule chose qu'on leur	
	demande c'est d'être adhèrent de l'association pour	
	nous permettre d'avancer sur des axes de recherche.	
	00:32:56-7	
	Donc, ça c'est vous vers les entreprises, est-ce que vous observez aussi un échange entre les entreprises? Un entreaide?	Notre idée c'était d'amener des solutions collectives aux différents shapeurs et de leur proposer de se regrouper en
	Oui, il y a souvent aussi des accords, des signatures	coopérative. On était allé sur une étude de
	de confidentialité parce qu'on est sur des projets	coopérative des shapeurs où ils avaient à
	stratégiques, on leur demande de signer entre elles	disposition un atelier collectif. Chacun contribuait à
	des accords de confidentialité pour qu'il n'y a pas de	la création de la coopérative en finançant et pouvait
	soucis. Par contre un réseau est généré par ces	produire ses propres planches mais dans un atelier
	groupes de travail, les commissions aujourd'hui	respectueux de l'environnement. Les shapeurs, ils
	permettent bien entendu individuellement de créer	sont compliqués, ils sont très individualistes, ils ont
	des échanges entre ces entreprises, entre les	préféré rester sur leurs ateliers existants et ne pas
	différents salariés. Aujourd'hui grâce à nos	appliquer ça. Par contre Notox qui était à l'époque
	commissions, certaines personnes se sont identifiés,	une entreprise en création a trouvé le créneau très
	entre la personne responsable de l'innovation de	intéressant, a récupéré notre savoir-faire. Donc,
	chez RipCurl et de chez Quiksilver et sans que ça	aujourd'hui ce n'est pas un projet collectif, c'est un
	passe par nous après, ils s'appellent, ils	projet collectif qui a permis à une entreprise
	communiquent, ils s'envoient des mails, ils	individuelle de naître. Donc, aujourd'hui on a
	échangent. Donc, notre vrai mission de mise en	vraiment participé à leur création et bien entendu
	réseau est aussi opérationnel. 00:33:49-9	derrière on les soutient puisque ils ont gagné notre
	Mais cet échange que vous mentionnez, là, c'est à la base d'une convention?	concours d'innovation. Ils ont été aidés par notre réseau cluster pour les subventions, pour le financement de leurs ateliers et leur construction. Et
		aujourd'hui on les aide énormément aussi pour
		l'accompagnement à l'export sur les salons
		internationaux. C'est l'exemple Notox d'une
		entreprise qui a été identifiée par le cluster, aidée
		par le cluster grâce à des études de marché qu'on
		avait mises en place et des études aussi de la
		démarche environnementale pour la création de leur
		atelier, également après dans le développement de
		leur marché et de leur développement à
		l'international. 00:31:02-4
		Donc en regardant les projets différents, recyclage
		néoprène, poly-bags, écoconception, est-ce que des
		relations dans ces projets sont formelles/
		informelles? Est-ce que les entreprises s'engagent
		au-delà des relations contractuelles?

  ou un prestataire. Il y a des échanges également sur des conseils. On se rend compte que certaines vont échanger justement sur la distribution, des choix de distribution. Donc, ça c'est vraiment le but d'GB4 au départ, de l'association. C'est de favoriser ces échanges sur des événements comme le Je pense par exemple au développement d'une petite entreprise aujourd'hui qui va être rachetée par une plus grosse, généralement le réseau se crée dans le cadre de l'association. Dans le cadre d'un rachat d'une petite entreprise, il y a des petites entreprises aujourd'hui qui sont rachetées par des groupes et par des entreprises plus grosses. L'identification du réseau et des échanges se sont souvent créés sur une manifestation ou un projet GB4. Dans le cadre de notre réseau, généralement les choses ont commencé à naître et que l'identification s'est mis en place. Par exemple Notox aujourd'hui va arriver à vendre des planches Notox dans le réseau de magasin RipCurl. Ça, c'est fait par GB4, le réseau. Donc nous, on est beaucoup plus sur l'innovation en termes de service et marketing ou au niveau des études de marchés par exemple. On va vraiment aller chercher des études vraiment façonnées et définies pour les besoins des entreprises. Donc, par contre aujourd'hui où le marché souffre et sur notre structure, je pense que nos entreprises ont vraiment besoin ou vont avoir besoin d'innover sur les produits. Donc on est aujourd'hui dans un virage de notre industrie vers la recherche, des vrais savoirfaire, et des vrais talent au niveau de la recherche et du développement de produit. Donc, on va en avoir besoin aujourd'hui. Grâce au réseau des clusters, on va peut-être passer à l'étape supérieure. La difficulté par contre de notre industrie, c'est qu'aujourd'hui, les entreprises et les sièges sociaux européens pour la majorité des entreprises, ils ne gèrent pas l'innovation de produit. Ce sont plutôt les australiens, les filiales californiennes ou australiennes qui gèrent ça. Donc, eux aujourd'hui, ils gèrent plus la communication, le marketing, les ventes, mais ils ne gèrent pas la recherche et développement autour du produit. On a par exemple une grosse entreprise comme Quiksilver aujourd'hui qui a maintenant implanté tout ce qui est le "mountain wear" en hiver en France pour l'international. Donc eux, ils vont vers la R&D. Par contre tout ce qui va être "summer", on appelle comme les board shorts, les néoprènes etc. Ça reste la Californie et l'Australie qui les pilotent. Donc, il y a une difficulté pour nous par rapport à ça.Nous ce qu'on a réalisé dans le cadre du cluster, c'est que les projets qui fonctionnent d'une manière collective et collaborative sont des projets non stratégiques. Donc, ils n'ont pas un impact de vente ou directement lié aux marché derrière. Tous les projets d'innovation de produits aujourd'hui, ils ont un caractère stratégique, donc confidentiel. Donc, aujourd'hui, ce ne sont pas des projets qu'on pourra piloter d'une manière collective ou collaborative, mais en individuel, mais le cluster peut quand même les porter puisque le cluster peut aguiller et identifier le bon laboratoire, le bon consultant, le bon ingénieur ou le bon universitaire pour travailler sur le projet mais cela se fera d'une manière confidentielle à l'entreprise. Ça ne sera pas d'une manière collective. Mais il y en aura dans le futur puisqu'aujourd'hui ils ont besoin de se renouveler, de se réinventer, et d'être créative. Mais ça ne sera pas partagé. 00:47:06-9

	termes de marketing. 00:38:55-8 ensemble par exemple des salons et des rencontres	
	autour des nouveaux textiles intelligents et donc Donc, le but est plutôt d'offrir une opportunité aux c'est fait ensemble. Ça vous permet d'aller beaucoup étudiants ou d'utiliser les ressources disponibles à plus vite et d'apporter beaucoup plus de service aux l'université? entreprises. Là on est sur l'inter-clustering,	
	C'est les deux en fait. C'est utiliser le savoir-faire vraiment sur l'échange. 00:45:17-0	
	des laboratoires sur le territoire qui sont identifiés et J'ai observé qu'il y a quand même pas mal de qui sont en relation et également utiliser les réseaux ressentiments concurrentiels, mais pensez-vous que des autres clusters existants en France et en Europe la crise économique pousse les entreprises pour aller chercher du savoir-faire sur d'autres concurrentielles à collaborer ou plutôt les laboratoires. Ça fonctionne aujourd'hui. C'est Christophe qui pourra peut-être plus en parler, mais entreprises complémentaires?	SurfSummit aujourd'hui les gens, ils se connaissent et derrière ça peut leur permettre de s'aider dans leur développement. Maintenant, il n'y a pas encore de système de parrainage où la grosse entreprise accompagne la petite. Mais indirectement les choses de ce type se font. 00:36:18-4
	aujourd'hui on a quand même permis à nos entreprises d'avoir un portefeuille potentiel de sous-	Comment par exemple?
	traitants et de laboratoires ou de chercheurs grâce	
	au réseau inter-cluster. Là par exemple en ce	
	moment, on développe un partenariat avec le cluster	
	de Donostia qui est en Espagne aux Pays Basque	
	espagnole. Dans la convention il y a cette volonté	
	d'échange et de référencement des sous-traitants	
	potentiels de leur cluster. Par exemple nous, on a	
	les entreprises en Aquitaine, mais du côté des Pays	
	Basque espagnole, ils ont énormément	
	d'universités, de laboratoires de recherche. Nous, on	
	en a très peu en Aquitaine. Donc l'idée de l'inter-	
	clustering avec eux, ça va être d'amener le savoir-	
	faire de ces étudiants-là en réseaux avec nos	
	entreprises. 00:40:21-7	
	La contractualisation, le deal financier, ce n'est pas fait pas GB4, mais le premier contact, l'identification, c'est créé par GB4. 00:37:24-3 Finalement, quel rôle a d'autres organisations comme les universités, les centres de recherche, les entités publiques comme le Chambre de Commerce, quel rôle jouent-ils dans l'innovation? Alors nous, depuis le départ, l'Université de Bordeaux qui a le master glisse, était dans la boucle et donc depuis toujours ils sont partenaires du cluster. Donc, les étudiants ont toujours été au centre des projets. Ils travaillent sur des projets collectifs. Disons dans le passé, ils ont aussi mené quelques études de marché. Donc, les laboratoires également des universités sont sollicités sur les projets. Après on fait aujourd'hui des appels d'offre. C'est à dire on définit une mission, un projet mais on va proposer à tous nos partenaires potentiels de se positionner par rapport à cet appel d'offre. Ensuite, c'est la commission qui va juger et décider quel sera le porteur du projet. On a un certain nombre d'université aujourd'hui également des écoles de commerce qui sont partenaires de nos projets. Egalement l'école du design aussi des Landes qui par exemple travaille avec nous sur des projets. C'est eux qui ont fait le trophée de notre Donc pensez-vous c'est historiquement que les entreprises en Europe ne sont pas trop impliquées dans l'innovation? Ce n'est pas dans les habitudes de notre filière d'être très innovante sur les produits, sur la recherche et développement produit. Par contre on a toujours innové dans d'autres dimensions qui sont le marketing, la vente, la commercialisation, mais aujourd'hui je pense qu'on va arriver à un tournant et un besoin d'aller chercher de l'innovation produit. Ça va devenir une priorité. 00:44:06-6 Quel rôle va jouer le cluster et les relations entre les organisations pour cela? Le cluster va nous permettre d'identifier rapidement pour nos entreprises les bons partenaires pour aller plus loin dans la recherche et le développement. Donc le bon laboratoire, la bonne université, et également le cluster dont je parlais tout à l'heure qui est "OutdoorSportsValley" qu'on a créé et qu'on accompagné en Rhône-Alpes et qui fédère aujourd'hui toutes les entreprises d'Outdoor, aujourd'hui on échange énormément entre nos différentes commissions et la commission R&D par exemple "Outdoor" et également le développement durable échangent avec nos entreprises. Par et développement de produit. 00:43:26-8 Ce cluster-là est aussi sur les sports de glisse? Oui, il est sur le surf. Ce n'est pas vraiment un cluster, c'est une volonté de la commune, de la ville, Donostia, de développer des projets autour du surf. Alors eux, ils sont plus sur l'axe touristique et événementiel parce que c'est une belle ville avec de grosses infrastructures hôtelières, une ville riche et culturelle. Par contre, c'est une ville aujourd'hui qui a très peu de sièges sociaux d'entreprises surf mais qui a beaucoup de sous-traitants universitaires. Pour nous, c'est intéressant parce que justement dans l'innovation, dans la logistique, dans la R&D, on va pouvoir aller chercher de nouveaux talents pour nos entreprises. 00:41:03-4 Comment pensez-vous que le cluster va évoluer dans l'avenir? Est-ce qu'il y aura de nouveaux projets d'innovation? Mais pour nous jusqu'à aujourd'hui l'innovation, la recherche et développement n'ont pas forcément été la priorité de notre cluster puisqu'on a une filière aujourd'hui qui est innovante mais plus en termes de marketing, image, ou de procès de commercialisation mais pas forcément sur les produits. Donc, c'est pour ça que nous, on n'a pas été labéllisé pôle de compétitivité parce que le pôle de compétitivité est exclusivement sur la recherche exemple on travaille sur la fin de vie du textile, le
		recyclage du textile en fin de vie mais aujourd'hui,
		c'est eux qui pilotent le projet mais toutes nos
		entreprises bénéficient des résultats. On organise

Waterman's Ball, de la soirée. Donc on sollicite aussi le savoir-faire d'étudiants. Après, ce n'est pas encore des grands projets, très lourds au niveau de l'innovation. On était plus sur l'innovation pour l'instant en termes de l'étude de marché ou en

  téléphone) 'accord, ok très bien. Ecoutez, je vais vous expliquer rapidement qui on est d'où on vient et puis ensuite je vous laisserai poser des questions et j'essaierai de vous éclairer sur ce que je vous peux expliquer mais ça reste un point de vu, mais on a une position un peu particulière. Alors, nous, on est une société d'édition et de communication qui existe depuis 2002. On a été fondé en 2002. C'est une société qui a été fondée par des gens qui sont vraiment passionnés par l'univers de la glisse et des board sports en général. On a créé cette société aussi pour créer des emplois qui leur permettraient de vivre plus près des lieux de pratique de leur passion. Ça veut dire que vivre près des vagues à des photographes, il y a des gens dans la communication, il y a des gens en business, voilà. C'est qui nous a permis de créer cette société. Alors avec l'idée au préalable de commencer par un premier magazine qui s'appelle "Beachbrother", c'est pour les surfeurs. C'est un magazine consacré aux board sports, au surf, au skate, et au snow board, avec l'idée du 'crossover'. C'était assez nouveau en 2002.

	Partie 1 : Introduction
	L'entretien se divise en dans trois parties. La
	première partie est l'introduction, la deuxième
	partie porte sur les clusters et les relations
	interorganisationnelles dans le cluster, la troisième
	partie traite l'innovation. Est-ce que vous pouvez
	vous présenter et expliquer votre activité?
	Au préalable, vous avez eu connaissance de nous,
	de mon contact via EuroSIMA ou via des
	magazines ou comment?
	Oui, c'était Christophe Seiller qui j'avais contacté
	au début de mon étude.
	Biarritz, c'est bien, mais il fallait encore du travail,
	ce qui n'est pas évident dans les métiers dans les
	médias et dans la presse. Donc si vous voulez, nous,
	on avait des formations des professionnels des
	médias et plus naturellement, la plupart des jobs, ils
	étaient sur Paris. Sauf que nous, on avait vraiment
	tous une passion pour tout ce qui est surf, etc. Donc
	la vraie motivation, ça a été de créer une maison
	d'édition qui nous permettrait de travailler, de faire
	ce qu'on sait faire, sur des magazines de
	communication au plus près du lieu de la pratique
	et de vivre à Biarritz. Donc, c'est né de la question
	du lifesyle pour résumer. Il y avait vraiment cette
	passion, de privilégier un lifestyle, un cadre de vie,
	une pratique et de pouvoir l'associer à une activité
	professionnelle. C'est un élément vraiment
	déterminant dans la constitution de la société et de
	fait c'est avant tout des copains qui se sont réunis
	qui avaient par ailleurs des expériences
	professionnelles communes pour d'autres éditeurs,
	pour d'autres sociétés de communication. On avait
	tous au préalable travaillé ensemble dans d'autres
	maisons d'édition ou sociétés de communication et

Don a décidé un jour de se retrouver autour de notre propre société à Biarritz pour parler de ce qui nous intéressait et vivre la passion de ce sport-là. Ça, c'est l'élément fondateur. L'équipe à l'origine, elle est complémentaire parce qu'il y a des journalistes, il y a

  Oui, la GlisseExpo, si vous allez sur le site, vous voyez un peu la différence. C'est à dire que nous, on est positionné sur tout ce qui est... comment dire? On n'est pas sur le hardware comme le GlissExpo mais bon GlissExpo avait beaucoup de difficultés.On a des relations essentiellement commerciales et marketing. C'est à dire eux, ils s'adressent à nous pour communiquer dans le magazine à travers la publicité, mais indirectement, nous on parle des riders, des compétitions, on parle de toute l'actualité de ce sport et donc c'est une actualité qui est souvent aussi financer par les marques. Donc quand on va parler de Kelly Slater, indirectement on parle de Quiksilver puisque à travers ses photos, ses sponsors, etc. mais c'est indirect, mais c'est comme toute la presse spécialisée. Quand on va présenter une sélection de masques de snow board pour faire du snow board et on va parler des dernières innovations technologiques dans l'optique pour des masques de snow board, on va présenter un masque Oakley, une masque Electric, un masque Von Zipper. Forcément indirectement aussi on parle des marques. On est le relais un peu aussi de l'actualité et .de l'innovation des marques. , ce ne sont pas des choix qui sont dictés par la publicité. On ne va pas dire qu'il faut faire un article sur Kelly Slater parce que Quiksilver a pris la publicité, voilà, ce n'est pas ça. On choisit vraiment les événements, les riders dont on va parler, les produits dont on va parler parce que ce sont des choses intéressantes pour les lecteurs, parce que les lecteurs ne sont pas idiots. Si on devait leur proposer que des choses dictées par la publicité, ça ne serait pas très intéressant et le magazine n'aurait pas le succès qu'il a aujourd'hui. Voilà, ça, c'est la ligne directrice, c'est le principe, mais il faut être malgré tout objectif et honnête, indirectement comme je vous le disais toute à l'heure, en parlant de tel ou tel rider, de telle ou telle compétition, de tel ou tel produit, on parle bien évidemment d'une marque. Donc, tout le monde s'y retrouve. Et on doit être vigilent aussi par exemple dans un magazine à faire malgré tout attention à la répartition. C'est à dire qu'on va parler de Kelly Slater, on va parler de celui-ci ou de celui-là, on fait attention à ce que tout ne revienne pas à Quiksilver par exemple ou tout ne revient pas à Billabong. On fait en sorte qu'il y ait un équilibre. Mais il y a tellement de choses intéressantes, tellement de gens intéressantes à présenter que ce n'est pas très difficile. 00:29:25-3 Si, bien sûr que si. Il y a aujourd'hui beaucoup des marques qui vont vendre leurs produit chez Décathlon en soi ce n'est pas grave mais ce qui est grave, c'est que Décathlon eux, ils développent leurs propre lignes de produit, comme Tribord, Quechua, etc. Aujourd'hui vous avez des marques pour tous. Ils font du wetsuit, du néoprène, ils font des board shorts, ils vont faire des planches de surf.Ça serait prétentieux, non. Nous, on est là pour faire rêver le public à travers ce que proposent les marques. Donc nous, on est la fenêtre ouverte sur ce sport. On est le miroir de ce sport-là auprès du grand public. Nous, on passe le relais dans les médias entre les marques, les sports, les pratiquants, des athlètes, etc. et c'est avant tout de l'Entertainment, tout ça. Ce n'est pas des sports simplement. Il faut des dimensions plaisir et joie etc. Donc nous, on est là pour faire rêver les gens, mais pour ça il faut que les marques fassent rêver les gens. Donc nous, on est vraiment là comme soutien. On est un soutien avec toute la modestie qu'on peut avoir. Mais je pense que la force de la Cup when it was in Perth. So the Australian's won it in 1983 from the Americans in the East Coast States. Alan Bond funded that. The Australians then defended the Cup in Freemantle in Perth and New Zealand challenged it at the time. We got close to win it but we didn't win it. So Peter Jackson was the performance analyst for that. Based on that work plus a lot of our graduates were working on the New Zealand challenge, it was decided to start at YRU. The founding members were Peter, myself, Peter Richards, a colleague of mine who is still here, Chris Mitchell and a number of other people. Chris Mitchell is now a mast designer in the industry. 00:05:19-0

	glisse à Biarritz. 00:24:27-7 année on organise ce qu'on appelle le "MC1 Day". nouvelles matières, des coups avec des shorts sans communautaire, mais on peut penser quand même aujourd'hui? C'est sûrement ça le problème. Il faut ou dans les sports traditionnels parce qu'en général Interview Transcripts Examples SAILAUCK	de l'artisanal et c'est beaucoup de philosophie et Oui, c'est vrai qu'il y a une recherche sur les "Carhartt" et "Vans", mais des marques qui ne sont C'était à Bordeaux.
	Oui, moi, j'étais au GlissExpo à Seignosse, c'est comme ça un peu? MC1, c'est le nom de la société. Donc au MC1 Day, on invite tous les représentants de l'industrie à un déjeuner de Noël ou on organise tout un truc un peu couture. Donc une formation d'innovation mais j'ai dit entre guillemets parce qu'on ne peut pas parler de technologie quand même sur certaines produits qu'il y a peu d'échanges avec les autres et c'est quand même des échanges avec les autres que naissent les innovations, les développements, voilà. réinventer la communication autour de ces marques et de ces sports. On ne peut pas dire que les gens se détournent du surf, du skate ou du snow board. on n'en a pas besoin. Mais il y a eu quand même des choses importantes qui ont été fait par exemple dans les textiles pour la transpiration, Interview with University Professor and Research Unit Director (ER1)	peut-être de succès mais il y a encore cette part d'aventure possible mais c'est deux mondes qui n'ont rien à voir presque entre eux. 00:36:31-8 fixations en ce moment avec la possibilité des customiser ses fixation. C'est tout nouveau. Je ne connais pas bien le truc, mais on ne peut pas parler pas vraiment de même univers. Entre Vans Skateshoes et Gucci ou une autre marque de luxe française, vous avez une collaboration aussi entre Oui, j'ai une collègue qui travaille sur un sujet better sails. We helped win the America's Cup in pareil. 1995. So we are still using that wind tunnel. So that
	Partie 2 : Le cluster en général Est-ce que vous pouvez me dire quelles relations vous avez avec des organisations locales et quel rôle jouent-elles pour votre activité? Alors, pendant longtemps on n'a eu aucune relation avec tout ce qui était organisation locale ou institutionnelle parce qu'on n'y pensait pas, on ne voyait pas trop ce qu'on pouvait trouver comme intérêt à se rapprocher de ces gens-là parce qu'on ne savait pas trop ce qu'ils pouvaient offrir et qu'on était aussi par nature un peu réfractaire à tout ce qui est institutionnel etc. On n'avait pas tellement envie de se confronter à tout ça. Voilà. C'est que assez tard, assez récemment ces dernières années, mais il faut savoir aussi que le cluster n'existait pas en 2002. On n'avait pas vraiment de relations, on a assez peu de relations avec les organisations locales. C'est quand on s'est mis à organiser des événements locaux, qui étaient plus de la communication de l'événementiel qu'on s'est rapproché d'organisations locales comme la mairie, la région, le département pour leur demander des subventions tout simplement. 00:23:14-4 C'était quand ça? C'était ces deux, trois dernières années, on a développé des événements locaux, un salon professionnel autour de la glisse qui s'appelle BASE (Biarritz Action Sports Exhibition) Workshop. Sur le net vous le trouverez le site base-workshop.fr et donc là on a eu besoin des soutiens locaux pour accéder à un hall d'exposition. On a sollicité la région pour nous aider à promouvoir cet événement. 00:23:57-6 Donc, organiser ces évènements c'est devenu une autre activité à côté de magazines? Oui, c'était d'organiser un salon professionnel qui organise les marques. Vous connaissez le BRIGHT trade show à Berlin? Non. En fait on a créé un trade show pour l'industrie de la avant tout éditoriauxDonc, en fait je voudrais savoir si vous avez des Ce n'était pas évident comme truc. Nous, on était plus positionné sur tout ce qui était mode, textile, habillement, accessoires. 00:25:00-5 Et pour votre travail journalistique, est-ce que vous pouvez décrire les relations que vous avez par exemple avec les marques? Oui, vous êtes communicateur par rapport à l'innovation etl' évolution technologique dans la filière. Oui, absolument. C'est intéressant parce que tout ce qui est innovation technologique, nous, on fait les fait découvrir dans les pages news, shopping, etc. 00:27:18-8 Et comment décidez-vous des sujets pour la prochaine édition? Ça, on a une discipline assez importante là-dessus, parce que c'est très dangereux, c'est très délicat à gérer. Nous, ce qu'on privilégie c'est la rédaction qui fait des choix éditoriaux, c'est à dire elle va s'intéresser spécialement à tel ou tel rider parce qu'elle considère que ce rider est soit un très bon rider et vraiment un champion incontournable, soit parce que c'est quelqu'un qui apporte une autre pratique, une autre vision du sport. C'est des choix relations avec des organisations du milieu du surf qui dépassent les relations contractuelles pour faire marcher l'industrie en général? Oui, c'est évident, c'est à dire que les relations professionnelles et commerciales se doublent souvent des relations plus amicales, parce qu'on se retrouve souvent sur le même spot pour aller surfer, sur un skate park pour aller skater, à une beach party à Hossegor où on va aller prendre un verre avec des gens avec qui aussi on travaille aussi mais avec qui parfois on peut nouer des relations d'amitié avec le temps, c'est sûr. 00:30:29-9 Oui, mais surtout est-ce que ces relations permettent un comportement altruiste, loyal dans votre rôle de travail? Oui, probablement, ce n'est probablement pas très conscient mais dans les faits si on prend du recul et si vous m'amenez à réfléchir à cette réalité, je dirais oui, probablement parce qu'on a une communauté d'intérêts très fortes, une communauté de passion très forte sur cet environnement, sur ces board sports, sur ces sports de glisse. Ça reste une niche et on est assez peu nombreux encore à évoluer sur cette niche, donc forcément ça créé des liens et une forme de solidarité probablement. Après c'est aussi une niche qui est devenu aujourd'hui un vrai business. Donc les relations du business c'est du business. Il ne faut pas non plus croire que -quand on fait du business, on fait du business. Je pense que les relations entre les marques peuvent être très difficiles, très dures, très concurrentielles, et là il n'y a pas de question de loyauté. Nous, on a une place un petit peu à part, puisqu'on est un média. Donc on a un peu de recul et on est plus une sorte de trait d'union entre les marques etc. Nous, chaque sympa et c'est vraiment un moment de convivialité. C'est un moment de vrai convivialité où tout le monde est content de se rencontrer, de se retrouver, d'échanger, parce qu'on n'a pas beaucoup d'occasion de se retrouver tous ensemble non plus, voilà. Mais malgré tout je ne voudrais pas qu'on idéalise trop les choses, c'est devenu aujourd'hui un vrai business. Je pense que la loyauté dans le business, c'est un élément d'intelligence, c'est à dire qu'on ne fait pas du business sans être intelligent, loyal et fidèle à des engagements, mais à un moment donné il y a aussi des relations de concurrence, des choses comme ça. Je crois qu'aujourd'hui de plus en plus probablement par rapport une certaine époque le business montre des comportements plus rationnel, plus pragmatique et parfois plus concurrentiel que par le passé, mais c'est une évolution naturelle. C'est aussi une industrie qui avec le temps se professionnalise de plus en plus. A l'origine si vous voulez mais même moi je suis trop jeune pour avoir vraiment connu ça et en parler mais à l'origine c'était vraiment de marques de surfeurs pour les surfeurs. C'était même un slogan d'une des marques des origines, donc c'était une marque de surfeurs pour les surfeurs. Donc, c'était un truc de copains, entre copains. Ça c'est le mythe du départ mais aujourd'hui, l'industrie de la glisse s'est vraiment développée. Vous avez sûrement des donnés et des chiffres là-dessus et c'est devenu un vrai business et ça s'est professionnalisé. Aujourd'hui il y a des gens qui travaillent dans cette industrie qui viennent d'autres univers que le surf et qui sont là parce que ce sont avant tout des business men ou des gestionnaires ou des financiers qui ne sont pas de surfeurs ou qui ne partagent pas forcément toujours toutes ces choses-là, mais ils sont là pour faire avancer et pour professionnaliser l'industrie. Certaines vont regretter cette époque, l'époque du début où il y avait cette camaraderie, complicité, loyauté, mais bon, il y a toujours des gens qui regrettent le passé, mais la réalité est qu'aujourd'hui c'est une industrie qui s'est développée, qui s'est professionnalisée. 00:35:05-3 Oui, est-ce que vous connaissez aussi un peu les petits acteurs de la filière, les TPEs, les petit shapeurs, etc.? Oui, il y a deux mondes et deux vitesses dans cette industrie. Il y a ce qu'on appelle aujourd'hui les 'majors' qui sont des très grosses compagnies qui sont des "world compagnies' comme Quiksilver, Nike, etc. Ça c'est une chose mais il y a toujours en parallèle, cette petite marque, il y a toujours une qui sera peut-être le Volcom de demain ou des petits shapeurs. Là, c'est la passion avant tout, c'est toujours, la partie vestimentaire, d'imaginer des formes "d'innovation" sur certains produits, notamment des board shorts, en proposant des où il y a l'innovation? attitude-là, mais ce qui a aussi nourri leur légende cet esprit, cet esprit rebelle, cet esprit Burton Snowboard et une marque de vêtements Américaine "Penfield" par exemple ou entre toujours reposé sur l'image, est-ce qu'elle n'arrive pas, au bout est-ce qu'elle ne s'essouffle pas moyens, je pense, évidemment. Je vous dis dans le football il n'y a pas de l'innovation technologique wind tunnel helped Team New Zealand to design C'était en Aquitaine? professional expertise in wind tunnel design. That C'est vrai? Ce n'est pas le snow avec les fixations paient peut-être avec les temps les frais de cette extérieures. Il peut y avoir une collaboration entre communication de marketing qui a uniquement et On peut en avoir, c'est une question de volonté et de recul et de mieux comprendre où on va etc. combines my interest in sailing with my nouvelle petite marque de t-shirt qui va émerger, Et pensez-vous que le comportement dont on parlait, c'est pareil ou diffèrent dans les deux mondes? D'un côté on a des marques qui sont maintenant toujours plus rationnelles qui veulent rationaliser leurs investissements, leurs dépenses, et puis de l'autre on a des marques des petites. Donc, ça c'est des grosses marques et on a des petites marques qui elles sont dans l'innovation, la débrouille, qui jouent beaucoup plus sur le relationnel, sur l'image et qui vont sur la proximité de leurs relations parce que c'est comme ça qu'ils peuvent y arriver. C'est ce qui créé et permet heureusement d'avoir toujours cette sensation de fraîcheur dans l'industrie. Sinon, dans cette industrie de la glisse, on perdrait cet élément de fraîcheur qu'apportent les petites marques. 00:37:41-0 Vous parlez de la proximité géographique? Oui, elle est très forte parce que l'essentiel des marques est concentrés dans un périmètre de trente kilomètres entre Hossegor et Saint-Jean-de-Luz, l'essentiel des marques sont là. En face de moi j'ai une boîte de distribution de skates etc., à ma droite j'ai une boîte de distribution de vidéos. Toutes ces boîtes sont très proches. Donc forcément elles sont en relation. 00:38:14-0 (Interruption) Partie 3 : L'innovation dans le cluster Quelles sont les sources d'innovation des entreprises dans la filière de glisse? Alors jusqu'à aujourd'hui, elles étaient quand même relativement limitées, les innovations parce qu'en fait il y a deux univers dans ce sport. Il y a la pratique qui elle peut être source d'innovation et puis il y a la mode, le textile. Et la mode et le textile ont pris ces dernières année une part très importante sur tout ça et elle a fait reposer toute sa communication sur de l'image et pas sur l'innovation, pas sur de la technologie. C'est qu'un t-shirt, ça reste un t-shirt, un board short, ça reste un board short en coton avec une couleur diffèrente, mais on ne peut pas vraiment parler de technologie. Alors qu'il y a quelque chose d'un peu nouveau quand même maintenant dans le textile. Ce qu'ils ont compris c'est que l'image est bien et ils peuvent faire reposer toute la communication sur l'image, mais au bout d'un moment, c'était peut-être une stratégie qui commençait à s'essouffler et donc certaines marques ont essayé, pour la partie mode et spécialement sur des board shorts pour proposer des board shorts mieux adaptés à la pratique du sport. Mais finalement les innovations, même dans la mode, elles se font en lien avec la pratique du sport. Après du côté de la pratique, c'est à dire du côté du hardware, tous les produits 'hardware', donc les boards, les surf boards, les skates, le snow, c'est là qu'il peut y avoir le plus d'innovation, c'est là qu'il y en a toujours eu quand on va lire l'histoire relativement récente des 50 dernières années dans le surf, il y a eu une évolution des matériaux, des shapes, des designs, qui est important, même s'il y a eu une stagnation ces 20 dernières années puisqu'on était sur des planches en mousse et en résine et fibres classiques. Donc on était sur une technologie qui n'avait plus trop évolué avec des noyaux mousse et la résine de fibres et là depuis quelques années, c'est assez récent, ça fait moins de cinq ans, on a des nouvelles marques, des nouvelles sociétés qui recherchent des nouvelles façon de fabriquer des planches de surf, avec des nouveaux matériaux, avec un souci de l'écologie et de l'environnement, des possibilités de recycler les produits etc. Donc ça apporte une nouveauté et cette nouveauté est quelque part plutôt positive. Elle vienne forcément par la pratique plus que par la mode, l'image, etc. C'est vraiment la pratique qui peut apporter cette source de nouveauté d'innovation. On parle des boîtes comme Notox, mais il y a aujourd'hui pas mal de marques des planches de surf qui recherchent des nouvelles façons de produire des surfs pour une meilleure pratique, un plus grand respect de l'environnement et ça quelque part, c'est aussi ça qui relance, qui peut relancer l'intérêt pour la pratique de ces sports. C'est quand même de l'innovation, parce que l'image, c'est bien, mais à un moment donné l'image, tout le monde s'en fiche et la mode finit par être versatile et c'est très dur de se renouveler sur de l'image et l'innovation en revanche, elle apporte son lot de nouveauté, sa fraîcheur qui relance un intérêt pour des sport. Moi, ça me l'air d'être très positive qu'il y a l'innovation, qui vienne de « hardware ». Et on peut quand même déplorer le fait qu'il n'y a pas assez d'innovation dans le reste de l'industrie, sur toute la partie textile, etc. C'est vrai dans le surf ou dans le snow board, il n'y a pas vraiment d'innovation parce qu'ils ont repris un peu l'industrie du ski et le skate, ça reste des planches très simples. Donc on ne peut pas véritablement parler d'innovation. Donc c'est un peu la gamme de surf qui est un peu le moteur de la d'après ma connaissance du sujet. 00:05:07-7 n'y a plus cet esprit-là mais c'était le sport, des communautés assez fermées et aujourd'hui elles en a, mais c'est des "collaborations" d'image entre des marques du secteur de la glisse et des marques d'explication. Il faut se poser la question pourquoi on est là et est-ce qu'il y a une stratégie de Mais elles ne travaillent pas avec Décathlon? informations qui nous permettent de prendre du twists the flow wind tunnel. So that sort of Donc, on pourrait avoir des innovations... intéressant aussi. C'est des regards et des I suppose it's a famous wind tunnel by now. It recherche et de l'innovation dans les sports de glisse de révolution. Ça ne va pas révolutionner la pratique. Et les planches en elles-mêmes, ça reste un système de construction assez traditionnel qu'on connait depuis l'industrie du ski, on a repris cette même chose. Ce n'est pas vraiment une révolution qui fait évoluer la pratique. En revanche dans le surf, l'évolution technologique permet de travailler des nouveaux shapes, des nouveaux designs et fait évoluer la pratique, la rend plus accessible, je trouve, donc ça contribue à développer un peu la pratique, mais malgré tout ça reste très limité quand même, objectivement ça reste très limité par rapport à d'autres environnements. Je ne connais pas forcément d'autres environnements mais, par exemple dans la voile j'imagine qu'il y a plus d'innovation dans la voile, dans le parapente, etc. mais dans le tennis ou le football il n'y a pas grande chose. 00:06:34-3 Est-ce que vous pensez qu'il y a une diffusion des idées et des innovations entre les trois pratiques surfs, skate, snow? S'ils profitent aux autres? Aujourd'hui en ce moment, je ne crois pas, mais bon après c'est mon avis, je ne suis pas un expert en technologie. Mais ce que je vois de par la pratique, je ne vois trop de rapport aujourd'hui entre l'innovation dans le hardware du surf et celui du snowboard et encore moins avec le skate. Mais peut-être que je me trompe, si vous avez des exemples, je serais ravi de les découvrir, mais comme ça je ne vois pas grande chose. 00:08:17-1 C'est vrai que si par exemple entre le surf et le kite-surf je n'ai pas découvert des liens dans l'innovation des produits... Après il y a un élément qui est plus un élément important qui est plus un élément sociologique peut-être, je ne suis pas sûr qu'on puisse dire ça comme ça, on est quand même sur des univers, sur des sports sectaires. Ça veut dire qu'on reste fermé à son secteur, on n'est pas vraiment ouvert aux autres. Il faut aussi voir quelle est l'origine de ce sport-là, de la naissance de ce sport-là, c'est quand même des sports qui s'affirment aussi un peu comme une forme de "contre-culture" et qui ont longtemps été associés une image un peu rebelle, etc., donc une forme de non pas de repli sur soi mais d'étanchéité aux autres plus grandes nombres. Donc on est entre soi, on est très communautariste en tous cas, l'idée de tribu à l'origine de la glisse etc. Aujourd'hui il Mais ça c'est la sociologie, je ne suis pas bien placé pour parler de ça. Je vous donne un avis mais je ne suis pas une référence pour cette question-là, mais c'est l'interprétation que je pourrais faire quand même. 00:10:34-7 Mais c'est exactement le point, la source d'innovation peut être la pratique, mais la communauté et les interactions inter-organisationnelles dans la communauté, pourraient-elles être source de l'innovation? Sincèrement, je ne suis pas sûr de comprendre à quoi vous pensez quand vous parlez des institutions ou organisations, mais il faut quand même voir pour l'avoir pratiqué il y a un monde entre des gens qui sont dans des organisations comme des Conseil Généraux ou des Conseil Régionaux, qui sont chargés du développement d'une filière, par génération il y a un décalage énorme. Donc c'est des gens qu'on peut solliciter pour des aides, pour des accompagnements, mais je ne vois pas une initiative venir de ces gens-là. 00:11:48-1 Quand je dis inter-organisationnelles, c'est deux personnes de deux organisations différentes dans la filière plutôt que dans la même. Oui, inévitablement, il ne faut pas oublier non plus que c'est une industrie qui est très concurrentielle. Je pense que c'est avant tout des concurrents et notamment dans l'évolution technologique etc., je ne suis pas certain qu'il y ait de très grands échanges. On doit protéger un peu ses recherches et ses innovations. Là, je ne suis pas bien placé non plus parce que je représente un média, donc j'ai une position un peu différente mais ce que je vois, ce que je sais non, il n'y a pas de grands échanges entre les marques. Je suis même sûr que non. Il y en a quand des gens changent de postes et changent de compagnies. Donc il y a quelqu'un qui est chez Billabong. Il va partir chez RipCurl ou il va créer sa propre société, donc il va venir avec son acquis etc. de sa marque et l'apporter mais il n'y a pas de communauté d'esprit, il n'y a pas d'échanges pour la recherche commune, pas à ma connaissance. 00:13:03-5 Donc vous n'avez pas observé des exemples de collaboration pour innover? Non, je n'ai pas assisté à ce genre de choses et franchement je ne pense pas qu'il en existe. Les seules collaborations aujourd'hui qui existent, il y Vans et Barbour, la marque des vêtements anglaise. C'est de la mode, ça n'apporte aucune innovation technologique. C'est juste de l'image et du marketing. 00:14:39-8 Oui, mais peut-être c'est un point commun mais pas stratégique comme le recyclage du néoprène. Exactement, faire du recyclage, c'est bien, mais il n'y a pas de recherche là-dessus. En revanche, celui qui va trouver une nouvelle façon de faire du néoprène ou un nouveau matériau plus élastique, etc. il n'en va pas faire en collaboration avec les autres parce qu'il veut que cette innovation, ce soit lui le premier à la sortir. Là, je pense que le cluster pourrait vous en parler plus, mais franchement je crois que ça n'existe pas, parce qu'encore une fois c'est devenu une industrie à part entière, avec des relations de business et de concurrence. 00:15:30-9 Pour finir une dernière question, est-ce que vous avez une vision pour l'avenir de la filière glisse et votre rôle là-dedans? Alors il y a une crise très profonde aujourd'hui dans l'industrie de la glisse, très forte et très violente. C'est à dire qu'il y a cette crise économique qu'on vit dans le monde entier, une crise de la consommation, donc qui pèse sur tous les secteurs de l'activité soit l'automobile, etc. et donc aussi sur la glisse mais c'est crise de la consommation, elle est sûrement amplifiée, accélérée par une crise de croissance de l'industrie de la glisse aujourd'hui, qui est peut-être une forme de crise de maturité. C'est à dire qu'aujourd'hui l'industrie de la glisse et ces sports-là, ils sont à un stade de leur évolution où il faut qu'ils réinventent quelque chose, qu'ils réinventent un modèle, qu'ils réinventent une image, qu'ils réinventent une pratique parce qu'aujourd'hui il y a toujours le paradoxe qu'on peut constater, c'est qu'il y a toujours plus de pratiquants, on voit bien, soit en surf, en skate, en snow, il y a toujours plus de gens qui vont pratiquer mais il y a de moins en moins de gens qui vont se retrouver dans l'image, le lifestyle et la mode proposé par les marques de ce secteur-là. Donc il y a une très grosse crise des marques textiles, accessoires, etc. et donc ça, c'est un décalage qui est très étonnant et intéressant. Ce décalage entre la pratique qui augmente et d'un autre côté, une adhésion moins importante pour les produits de mode, des marques de l'industrie de la glisse. Alors comment ça s'explique? Moi, je n'ai pas Non, puis qu'ils continuent à pratiquer. On revanche ils s'habillent plus en Quiksilver ou en Billabong parce que toutes ces marques-là aujourd'hui elles ont des grandes difficultés. Alors il faut que ces marques et l'industrie se posent la question à qui elle s'adresse avec quel message et avec quel produit, parce que comme on l'a vu à l'origine ce sont des marques faites par des surfeurs pour des surfeurs qui s'adressent à des riders, qui ensuite ont voulu s'adresser à un public féminin, ensuite s'adresser à un public urbain, donc ils voulaient élargir et c'est naturel peut-être leur diffusion, leur audience pour devenir des marques généralistes comme des grandes marques d'habillements mais aujourd'hui elles ne réussissent pas ce pari. Après il y a d'autres facteurs. Il y a une concurrence terrible des marques 'low cost' come H&M, come Gap, etc., mais il faut aussi se poser la question du prix. C'est à dire qu'aujourd'hui on est nous, on vend des produits extrêmement chers avec aucune valeur ajoutée en termes de recherche et développement de technologie et on ne vend que de l'image. A un moment donné les gens, ils trouvent que c'est cher de payer pour l'image. 00:19:11-1 Est-ce que vous pensez que ce que vous décrivez peut amener les entreprises de glisse soit à se fédérer entre eux ou soit avec d'autres partenaires? Je ne sais pas. Je le souhaiterais mais je ne vois pas trop le chemin. Je ne vois pas que ça se passe comme ça, mais je pense qu'il faudrait. C'est la seule façon d'y arriver de se fédérer commercialement. Encore une fois, ce que je dis là, je n'ai pas l'autorité pour parler de ça, j'ai juste l'avis de quelqu'un qui dirige des magazines et qui n'est que spectateur, donc toujours plus facile quand on est spectateur. Il faut que vous compreniez. Je ne fais pas de jugement, de critique ou d'appréciation. C'est un regard qui n'est que le mien. Je pense qu'aujourd'hui il faut absolument que ces marques-là travaillent plus ensemble qu'elles ne le font actuellement. Elles ne travaillent pas ensemble aujourd'hui, ce n'est pas vrai. Elles ne travaillent pas ensemble commercialement. C'est dommage parce qu'elles ont longtemps joué la concurrence entre elles et elles ont oublié que leur vraie concurrence ce n'était pas la marque du surf en face, c'était les grandes marques de grande distribution. Elles font des erreurs extraordinaires de stratégie en allant chez Décathlon, en travaillant avec Décathlon. Ça, je ne comprends pas. 00:20:54-3 Ils vont faire des maillots de bain. Ils vont les faire beaucoup moins cher. Ils vont le faire aussi bien et aussi beau, parce que de toute façon il n'y a pas d'innovation technologique. C'est très facile à copier dans le surf, etc. La preuve c'est la dernière campagne de publicité télé qu'il y a eu cet été pour des maillots de bains féminin pour Décathlon, l'image du clip de publicité, il était très surf. Ça aurait pu être une pub Volcom, une pub RipCurl, trouver le bon ton, la bonne image, le bon code sauf que à la fin il était marqué, Décathlon/ Tribord et télé et donc voilà. Ça, c'est un exemple, c'est juste un petit exemple, ce n'est pas très important mais ça montre aujourd'hui qu'il y a un besoin de se concerter et que les marques ont besoin de se réunir et de définir une vrai stratégie commerciale. 00:23:06-1 termes de recherche et stratégie. arrivent vraiment à se fédérer et travailler ensemble, l'appropriation de l'espace, c'était vachement Team New Zealand and built a famous wind tunnel. proposer. 00:24:03-5 du surf et l'environnement géographique et things like that. In the mid-90s we worked with technologiques que nous, on n'est pas capable de sociologie et de géographie sur le surf et la pratique things, sails and wind turbines and buildings and Décathlon qui vont proposer des innovations le portrait de quelqu'un qui a fait une thèse de main interest is the wind and how to fix various termes de recherche face à des groupes comme Dans le dernier numéro de Beachbrother, on a fait extreme winds and things like that. So my sort of et que comme ça qu'elles pourraient rivaliser en and the properties of the wind and how you predict Au moins ça fait réfléchir. looks at the wind loads on buildings and structures rivaliser à travers l'EuroSIMA, le cluster, etc. S'ils gens s'intéresser à ça. 00:28:01-2 master's paper called "Wind Engineering" which qu'en se fédérant que ces marques-là pourront aussi un bon signe, je trouve ça positif de voir des and things like that. For many years I taught a marque individuellement dans la glisse et ce n'est réfléchir, de prendre du reculs, et d'évoluer. C'est So I teach fluid mechanics and design mechanics développement supérieure à n'importe quelle contributions qui peuvent permettre aux gens de as go sailing, so it's been quite a nice combination. Aujourd'hui ils ont une puissance de recherche et que c'est aussi ce genre de réflexion, ce genre de work here and also study sail aerodynamics as well à dire que c'est un concurrent très direct, très direct. s'intéresser à l'évolution de cette industrie-là parce we started up this YRU. So I have been able to comme le grand méchant mais c'est un peu ça, c'est des gens comme vous, des étudiants universitaires research and sail aerodynamics. Several years later gueule de loup. Non pas que je vois Décathlon En tous cas ce qui est intéressant aussi, c'est de voir back here to university where I wanted to pursue Heureusement quand même. C'est aller dans la and in sailing. Then I applied for a job to come Je vous remercie pour cet entretien. times a week. So I had an interest in wind of course Aussi ils ne travaillent pas avec Décathlon en intensively in the summer. I was sailing several c'est sûr. 00:26:41-1 in New Zealand. So we have sailed quite réinventer mais à imaginer et à faire évoluer, ça, summer and you can't sail in the winter like you can crise économique. Il y a tout un modèle non pas à was sailing regularly in the summer. It's a short crise est là et elle est plus profonde qu'une simple tunnels. Most of the time that I was in Toronto; I reposer uniquement sur l'image. De toute façon, la for a company in Toronto that designs wind message qu'on veut bien donner et pas tout faire years working as an aerodynamic design engineer communication est essentielle mais tout est dans le wind models in the wind tunnel. Then I spent four de surf n'ont pas de moyens de payer des pubs à la two years working in a wind tunnel, measuring cool parce qu'aujourd'hui nos marques de l'industrie I went to Canada as a post-doc to Toronto. I spent beau. Puis il y a des pubs à la télé, donc ça a l'air engineering, so measuring wind structure. After that fois plus cher que celui-là, qui est finalement aussi there and my PhD. My PhD was in wind Quiksilver, Roxy, etc. il est beau, mais il est cinq Christchurch. I did my Bachelor of Engineering public, il va dire, c'est sûr que mon maillot de Canterbury, at the University of Canterbury in qu'à un moment donné le client "Lambda", le grand quite young with my parents and then I studied at et servent de faire valoir à Décathlon. Ça veut dire a New Zealander and I started sailing when I was acceptent de vendre leurs produits dans ce réseau-là director since 2006. So my background is that I am dizaines d'Euros et c'est grave que nos marques several times over that period and currently being de Roxy ou d'autres marques coûtent plusieurs years ago. I have been the director of the unit pour surfer. Alors qu'aujourd'hui le moindre maillot Unit (YRU) in 1987, so just over 20 years ago, 25 dire que pour moins de 10€, vous avez un maillot time ago. The university started a Yacht Research surtout il y avait marqué 4,95€ la pièce. Ça veut engineering. I joined the department in 1984, a long jouez un rôle là-dedans? currently a professor here in mechanical Pensez-vous que vous, avec le magazine MC1, My name is [name of interviewee] and I am une pub Roxy. Ils avaient finalement réussi à l'immunisation, l'humidité, etc. Donc ce sont des Je vous enverrai le magazine. is sort of a summary I suppose. 00:03:55-0 (Auckland City, 05/03/2013, 13:30pm-14:30pm, in choses importantes mais qui sont pour moi pas Merci. person) I'll just ask some more detailed questions faites, pas assez faites. Mais ce n'est pas une critique. Cette industrie, ses produits et ses (Edité à Orsay, Décembre 2012) concerning some aspects that you mentioned. So the Part 1: Introduction YRU when it was founded, who were the founding marques, elles sont très jeunes. Donc pour moi, The interview is subdivided into three parts. The members? j'appelle ça une crise de maturité, c'est un palier. Donc, il y a des choses à imaginer et à inventer que l'industrie se fédère mieux et mutualise mieux ses moyens, ses objectifs commerciaux, ses objectifs stratégiques, etc. 00:25:15-1 first part is the introduction, the second is about the It was founded by Professor Peter Jackson who is cluster and relationships in the cluster, and the now retired. He had been working as performance third part is about innovation. Can you please start analyst for a New Zealand challenge for the with introducing yourself and the company? America's

  So he is now very senior there and we have a very good relationship with him. So periodically we do collaborations. For instance I had a student from Belgium who worked in the YRU for several years and he spent part time at North Sails and part time at the YRU. And we were working on a project to help North Sails. So that was just like a special oneoff because we had the right student to do the right work but we don't have any formal agreement with North Sails, nor we have any formal agreement with any other organisations. So they will help us when we ask and we always get North Sails to make our sails for the wind tunnel because we need small sails for yacht models at about just over two meters high. But it's not like they are giving us a big research grant or things like that. 00:25:20-5

		would wish to be involved, but it's basically a
		professional activity. We assess and estimate our
		time involved, the amount of time involved of
		different people like myself the wind tunnel
		manager, the wind tunnel engineer, technician,
		maybe some colleagues and how much wind tunnel
		time. Then you work out a price and then plan that
		amount of time for the job. So it is quite a
		commercial arrangement and we are so busy that
		you can't really go on and on and do extra. I don't
		do as much consulting now because our students'
	Do you let other firms use it? So there is no formal agreement but firms like North Sails can still come in and use it, so how does it work?	intake is so much higher that I don't really have the time plus I do more administration than I used to when I was younger. When you get grey hair, you have to do more administration. 00:29:45-1
	Yes, that's correct. When you have a facility like a wind tunnel, you need people who can operate it. So myself and my colleague Peter Richards, we have done over the years all the consulting work in wind engineering. So wind blows on buildings and to a licit degree advice on sails. So that involves wind tunnel testing. So from that commercial work which is contracted through Uniservices which is a commercial arm of the University of Auckland,	The concept I am looking is what is called citizenship behaviour in an inter-organisational context. So different organisations work together on a common project with a common goal and they contribute all, they are loyal, they help each other, tolerant towards mistakes, more than they would in commercial or contractual agreements. Can you see something like that on your area, in the YRU?
	there is income. For many years we have had	
	income from the wind tunnel by charging it out for	
	so many thousand dollars per day, we can get	
	income that we can then spend on salaries. So we	
	have a wind tunnel manager and a wind tunnel	
	engineer. They are both paid out of consulting	
	income from basically charging some of their time	
	and also the facilities. So North Sails can use the	
	wind tunnel and they come and negotiate with the	
	wind tunnel manager. We just charge them a fee	
	and they can assist with the testing to a greater or	
	lesser extent. Some clients basically leave all the	
	testing to us. Other clients want to be really	
	involved and give advice. So it just depends. So	
	these wind tunnels, we have got the twisted flow	
	wind tunnel and we also have got another one here	
	in the City Campus, we use those for testing	
	buildings and yacht sails and wind turbines and also	
	for sort of unusual things as well like the	
	aerodynamic drag of an umbrella. What wind speed	
	makes an umbrella turn inside out? What's the drag	
	of a sign on top of a car, so for example traffic cop	
	car and its drag. What the load on a street sign and	
	all sorts of things like that. 00:27:50-9	
	When you are in those different projects, do you	
	behave differently if it's about a marine project	
	rather than a non-marine project like an umbrella?	
	Maybe you spend more time on the project or it's	
	easier to identify with those projects?	
	Probably, well something simple like an umbrella, I	
	wouldn't even get involved in. That would be done	
	primarily by the wind tunnel manager and the wind	
	tunnel engineer. They deal with it. They do the	
	testing. If there is a report, they would write it. I	
	wouldn't even see it. If it's a bigger job then yes, I	
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	But the university by itself, it can only do
	small things because of the funding. It can do big
	ideas providing they don't cost a lot because it is
	hard to get research funding in New Zealand.
	00:50:12-1
	You said you have no time because you are more
	senior, but what about the younger researchers of
	today?
	Yes, they have more time, that's right, but they are
	still very busy, too. We are taking in over 800
	students of part one this year. When I came here in
	the 80s we maybe took in 300. And there is only
	one or two extra staff in the department. 00:50:51-7
	I guess classes are a lot bigger as well?
	Yes, a lot bigger.
	Ok, thank you for the interview.
	(Edited in Auckland, 12/03/2013)

  saw the NZ Marine logo on your web site, what role do those organisations play for your business?Yes, they do but it's more for staff but when they visit us, they quite often ask how we are going for staff and who is good and bad and other ideas.Because we are working to strict rules, we don't have a... So if you have a blank sheet of paper, that is a sort of innovation, another one if you are designing a pen, it's going to be roughly the same but you can do little things. So that is where we are at, we can do little things around the corners. Now, I guess New Zealand is very lucky with the America's Cup past the last 25 years. There have been a lot of very talented people in all the areas that we have now worked with. So when we need to do some, we can contact the very best guys in the world to develop every little part of our boat or any little things that we need to do. So we have developed to do that. So it's just a network of all the same things that we grew up with, that happened to be the best in the world now. So we get together to get the best boat, yes we do have that. So we innovate on parts, for sure. 00:15:52-6When computers first became a PC, some of the very first yacht design software he got then, so he worked very closely with the company that developed it, giving them feedback, so he is right at the leading edge of what that software can do. So he is a very helpful guy to know how to optimise something and use it to its best capacity. 00:17:44-3

		for your company and how do you approach
		innovation?
		Do you have examples in which you have contacted
		local people or where a couple of different people
		were involved to innovate?
		Yes, lots, as I say, a good example is that resin
		system that I was talking about before. 00:16:04-0
		So there was a new material been developed?
		Yes. And the foil that we use, the cenabols and
		radars, we are talking to the top guys who have
		done all the fluid dynamics work on that. 00:16:19-
		3
		Who was involved in that?
		Which company?
		Well, supplier?
		No, they are just basic consultants but people that
		specialise in that that we worked with before
		happened to know. Or also the naval architects,
		people like that, but you know who has studied
		various things, so you know what their history is.
		So you know who to talk to. Sometimes they don't
		charge for it, it's just a phone call to ask a quick
		little thing and suddenly you have talked to this guy
		and to this guy and you put it together and you
		come up with something new. What else? The latest
		one, we are just doing a new hull. For that we have
		used a naval architect who has done a lot of work
	We just use them for help us training. So they run	on helping to develop the software that he is using.
	the apprenticeship schemes and look after that.	He has been doing that now since we went to
	00:14:20-2	school together, you know, for thirty years know.
	But for any other networking?	So he is very, very good at that and that is the skill we needed so we used him for that. 00:17:19-4
		So he developed the software?
	Part 3: Innovation in the cluster	
	So let's talk about innovation, what role does it play	

  Not really. A lot of those people I know but I don't have anything to do with the boat sailing anymore.Because the countries are so big. I have coached the New Zealand Olympic sailing for a long time back ten years ago and I never really saw or very little that the other boats were using things that they would have got from the America's Cup or the Around-the-world-race. I didn't see other boats doing that, other than us. We were always doing something different and people would ask why and no one understood at all what we were doing.

		use now, that we ring up all the time. 00:20:24-5
		So it's also for staffing?
		No, now just for advice, lots of them got doctorates,
		masters, and they run their own consultant
		businesses, but because we got so involved with
	00:23:30-0	them, you can pick up the phone anytime and talk
	So in the competition when you saw the other teams?	to them and ask them for some ideas. So it's a network. 00:20:42-2
	Yes, I could see all the others. They were just using normal gear. There was nothing special.	That's funny because I am going to visit them tomorrow.
	So what role does the geographical proximity play?	The YRU. Is Peter Jackson still there?
	I think it's important and the fact that we all grew up together. There is so much communication and so much networking between us, I think that is a big part of it. You see each other around all the	No, this is Richard Flay. So you mentioned the involvement with the America's Cup at the time? Do you still have contacts to the teams for the America's Cup?
	time, so you know what is going on there.	
	you have any relationship to universities here or 00:24:04-2	
	other research institutes? Going back to the relationships and that citizenship	If you think about innovation and you mentioned
	behaviour I mentioned, do you think this term is I have a lot in the past. So what I bring to SY3 has applicable in terms of innovation? So that means that past in it. I don't know if they, the other this community behaviour that includes business partners, have done much in the past. 00:19:01-0 and sport, does that feed into innovation? So what have you done? Yes, I think so because it is as I say. Sometimes	that the network is quite a good source for innovation, is that the main source or are there other sources as well? The reason for innovation is because of those big projects. So the America's Cup and the Volvo have
	When the Yacht Research Unit (YRU) first started you do something because it's what you enjoy	big budgets to allow for and to fund some
	up in Auckland, I was the director of that for only a doing, making sure that all ties in. And other times	innovation. And so the biggest problem within the
	year, only for a short period. So that grew or it's good for your business. But I guess the single	budget and the time they have got, what can they
	became because of the first America's Cup thing is because we are so close together and we see	achieve. And then some of those things are
	campaign that we did. 00:19:16-1 each other a lot socially or just around in town, it's	applicable for us and for other sports. A lot of that
	easy. So that is why it happens. If you look at That's why the unit was set up? France or the United States, they are big countries	is not necessarily published information so maybe because you happen to know the people or you
	Yes, it was done for the 1987 America's Cup and quite often there is not a lot of interaction	know them through someone. It's a small
	campaign. Professor Peter Jackson was in our team. between the big boat sailors and the small boat	community. You know some things that they have
	And they were recognising that they needed to sailors. Small boats are where you start and then	tested, so you might learn from that. Or probably
	grow and foster future people who are going to lead you come up here but you don't come back down.	not so much from outside but when you are in it or
	the industry and so Michael Fay funded the YRU to That is very unusual what happens here. 00:25:19-4	if you find someone like myself who is no longer
	start up. 00:19:33-7 Who was that? So here it works top-down and bottom-up, both ways?	involved in it. You can find out what they did. It's still fairly closed. They keep that information to themselves but they lose it as guys change in
	Michael Fay who was paid for the America's Cup Yes, we are lucky that we have had, at least two	leading the next campaign. 00:22:26-7
	campaign also and so he set up the YRU for that reason. So that in the future we would have New Zealand designers and New Zealand research other people like myself who what we really enjoy is small boats and we keep coming back and so a lot information has gone around. I am sure this	So the innovation comes through the sport and it comes to you through the network?
	people. 00:19:53-2 happens in some of the other countries but not a lot.	Yes, and that is quite unique to New Zealand
	I don't think that going to Olympic regattas and see And you were director? innovations that I have seen from big boats sailing.	because everything is from Auckland. A lot of the other countries they have very little trickle down
	Just when it first started for the first year, they There is some but not many. 00:25:50-4	into the other sailing. 00:22:45-1
	wanted a direction board to help choose what Do you think it's a cultural thing? project would get used and that didn't last long. I think I spent about three or four years there. Peter No, I think it's more geographic, I think. So there	So you think there is no innovation or it doesn't trickle down?
	Jackson was working with us in the campaign. So are probably three in New Zealand, imagine that	There is lots of information but it doesn't trickle
	we were talking a lot and we got the university do was in the US, what chances are for this person	down.
	quite a lot of project for us to do. 00:20:16-0 And nowadays, how do you bring this into being in the same place as these top innovative sailors. 00:26:05-5	So why is that?
	Mackay's?	
	A lot of those students then are the people that we	

  No, that is what this industry training organisation is for. So that comes from them, all the papers, books for the papers, etc. And Marry Dickson comes around and sort of tutors them a bit and does the marketing and organises the course. So, it's one thing they do. They organise group deals on trade shows like METS. We go to METS each year. So we are part of the NZ stand. So they have organised that. They are nice get-togethers for everyone. There is the sort of annual meeting.

	But in terms of your actual business and business
	relationships, for example suppliers, could you find
	them easily elsewhere?
	Do you participate in that?
	Well, we go, but haven't been on the board or
	anything.
	What benefits do you get out of those events?
	Just networking, just meeting the other guys in
	Auckland and sometimes in other places in New
	Zealand.
	Why is it important for you to meet these other local
	businesses? Because as I understand most of your
	clients are overseas and the question was to what
	extent is the local industry important to you?
	I think it is a perception thing from clients overseas
	that they can trust that New Zealand is good to keep
	up with what everyone is up to and to support
	everyone and give them ideas if you have any or
	opportunities that come in to me that we are not
	suitable for, we will recommend them on, of course
	to other people here.
	Do you mean you cannot recommend other people
	to your clients?
	No, we often do. If the mast comes in and it's too
	big for us to build we recommend Hall Spars and
	they will do it. Because obviously when they are
	inquiring on the website, either they don't know
	anyone else or they are interested in coming to a
	foreign country to get something made. So, it's a
	good context, we are all sending people around to
	each other. So knowing what the other companies
	are doing and what they are capable of and what
	they want to be doing. You don't send random
	email around to people who don't want the job. I
	think that is networking like that. They will send us
	tube orders and we will send them stuff that we
	can't do. 00:11:55-2
	So it is a mutual exchange, like they send you
	clients over as well?

  There is no formal agreement that they would be penalised if they can't supply material or something like that. So you can't do anything about it. You can't go back and say "You haven't got any material for me, give me some cash. That's not going to work." Anyway we get most our material directly now, cause we are a little bit bigger but New Zealand suppliers are still important. 00:17:29-4

	So, you said you do a little bit helping out each
	other but you say there should be more. So is there
	something that you would call citizenship behaviour
	in the industry that makes people going beyond
	commercial or contractual agreements that they
	have with each other for the benefit of the industry
	or project? Can you see that in your business or in
	a relationship that yours business has with others?
	00:15:16-1
	It's a pretty tough world out there any everybody is
	trying to protect their own... It's not often that there
	is enough margin in things to get it done by
	someone else and then you have to coordinate the
	job and take a bit of risk as well. So, multi-level
	mark-ups are difficult to do unless you are so
	stretched on the man power that you have got now.
	It is probably not the case for everyone downtown
	and it's pretty hard to send something out the door
	to someone else. 00:16:17-1
	Yes, the economy is difficult at the moment, but if
	you think about things that cost you as well but they
	are not directly monetary so for example tolerance
	in terms of delays of your supplier or in terms of the
	quality of supplied products?

  No they wander in and give me feedback there and then. The sailors are good so they understand. There is not really a formalised process other than emailing me back saying "We like those ones or we thought these could be stiffer or softer or different shape.". Or we are trying this different sail and we want some batons that are different. Just a pretty good working relationship. 00:31:08-2

	Do you consider that as a long-term relationship or
	is it finished at some point?
	No, we just keep on developing or making the
	products for them and when they need different
	things we just make them up. There are all sorts of
	little ideas that come up what changes the way we
	tension it or what goes in the sail like little fillings
	or something like that. It's a normal customer-
	client-relationship really.
	So comparable to other customers that you have in
	other industries?
	So you said you don't change the products a lot
	anymore...
	The base form of the product is the same; you are
	just changing the stiffness and drafts to their
	requirement and weight. So I guess we have got
	quite a bit of experience now what works and what
	doesn't, so they just rely on us to speak what we are
	going to give them and then sailors will go and try
	it and make some adjustments. So the next set will
	be different. They are not just happy to have the
	ones we had before reproduced.
	So do you talk to them yourself or is there a
	formalised process of feedback?

  is usually the boat captain, running the super yacht. If he has broken the baton before going to the Carribean he comes and buys a new one. Sometimes the sail maker can be involved in that process as well. Like we will send a spar baton or a new one off to a sail maker and he will fit it.

	Are there any other examples where you are
	involved with other organisations to develop?
	Other suppliers, universities...?
	00:34:32-9

  That was originally a Doyle's project but that's where the batons and sail go in with the track. Southern Spars is a pretty big machine and you have to watch that you are not getting swallowed up by them. If they want to make batons, they can do whatever they like really. If they decide to do it, they'll squash us like an ant.

	It's
	a bit difficult when you are dealing with companies
	of so different size. It's hard to know where you sort
	of stand, so if they are trying to gather information
	from you or want to work properly with you to
	develop something. You have to limit the amount
	of information you give them, I guess. 00:45:04-2

  We feel that the baton design and the way we make them is our intellectual property. If someone comes along and steal that and especially if it's a New Zealand company that we normally work with, they would be not very unprofessional. So far we have been alright on that and that's good. If somebody is going to decide to go into opposition from us in New Zealand...

	To finish off, a few words on the future, do you
	think there is any change in how you interact with
	your business partners and other actors in the
	industry and to what extent you are going to use
	that for innovation?
	But if I think about what we spoke about before, the
	sort of citizenship behaviour, this sounds rather like
	the opposite, just limiting yourself to what is
	necessary in the project?
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  It's faster I guess. Faster and if you have got less masts, you have got a much cleaner boat. You have just got two sails, two or three sails. Since you start getting two masts then you got automatically 4 sails with the spinnaker and there are a lot more ropes and it is an a lot more complicated yacht, but when the masts get bigger, the loads go up a lot and everything gets much heavier. The rumour is that the bottom of the mast will have something like 400-600 tonnes on the bottom of the rig for a boat of that size. So, someone who designs it and the guy who builds it has a got a lot of risk. And someone has to insure it. Those projects are incredibly expensive and to have a failure in a boat like that would ruin you. If the mast fell over or if you had a manufacturing issue and you end up being blamed at the end of it, it wouldn't be very good. So the main V stay, the side stay on the boat might have a load of 400 tonnes on it which are pretty big loads in a pretty severe environment like sea water. It has got to stand up to all those loads and it's not a static load, it's changing. So there is a lot of fatigue involved. 00:54:28-4Only that I have quoted the sail batons. So and I have done a preliminary design study on what we would need to build, but the loadings are fairly undetermined for something like that, so it's a little bit difficult. And that's why I guess it's what the sail manufacturers and the mast manufacturers and probably the boat manufacturers have been working for years to see whether it's actually practical to build something like this. It just kind of lost steadily boat builders over the last five years with a few bigger guys shutting up shop or reducing size. It just means that the whole industry gets smaller and has less capacity for when it gets busy. It allows more opportunity when things are busy but you have to have a critical mass. Otherwise this is not the attraction down here to come here and get your boat refitted. There is not really capacity to get your super yacht worked on down here. There are not the companies down here who can do it. 00:57:59-5

	(Waurn Ponds, 12/06/2013, 1:00-2:00pm, in
	person)
	And why do they want only one mast? Because of weight? Auckland in New Zealand as a marine location compared to other places with marine industry such as Rhode Island in the US for example? I think New Zealand is probably one of the better places to work on your boats in the world, especially in the Southern Hemisphere because the workforce is knowledgeable about marine items whereas in sailing everything needs to be in professional quality, on boats like that. I don't really know too much about the refit in France, or other places in Europe. That is not my department. We deal with a much smaller component than that, we don't do refit a lot. We only supply batons and masts to the sails but not like other companies that do refit around down. So attracting super yachts is important for those guys for sure. Ok, thank you. (Edited in Auckland, 08/04/2013) town for everyone. What do you think are the particularities of And that is in your project where you are involved with others? So during this pre-work do you have to communicate with the other firms involved or is it fairly isolated? Well, fairly, they will come to us and ask "What do you think for this to the batons?" And then we come and we think that it's going to cost this much and they are going to be that stiff and that big, so they can figure out how big the boom has to be to feed them into. And then nothing really happens until ... They have a lot more work to do than we have got to get a price out the other end for their mast. So nothing will happen for us until the project is signed up and then we have to go back and revisit it and see actually what we have got to build. You sort of don't know whether these projects will come of and what the boats is going to be worth, NZ$100 million or something. 00:56:33-8 Are there any other things for the future that you would like to mention? No, just that hopefully Team New Zealand is bringing back the America's Cup. That will probably help with the amount of work around Part 1: Introduction The interview is subdivided into three parts. The first part is the introduction, the second is about the cluster and relationships in the cluster, and the third part is about innovation. Can you please start with introducing yourself and the company? So it's [name of interviewee], School of Engineering, SR1 University. I am responsible for sports technology and the sport technology course and engineering lecturing here at SR1 University. My research area is sports technology and also how material can affect sports equipment, manufacturing techniques, prototyping, 3D visualisation and all that sort of stuff as well as advanced structural analysis such as -FEM, so they are my main areas of concern. I also look after the SR1-Quiksilver partnership. So I work exclusively with Quiksilver. I don't work with any other surf brands purely on their R&D. So we are looking at how their textiles can be improved, looking at how other materials can interact, what are the best materials, what are the material properties, that we are trying to achieve such as hydrophobicity. Or are we looking at compression garments or at wetsuits? How we can actually improve that to make it greener, more environmentally friendly, cheaper, easier to wear, what performance parameters do we get from that. 00:01:14-9

Part 2: The cluster in general

  But when we did the comparison across these eight wetsuits and we showed them the results, hard data about what is the best wetsuit in the market. How do their wetsuit stack up to the O'Neill's and the Billabong's and the Rip Curl's. So that was actually really interesting. So that research has gone on to their head office in Huntington Beach California, so they are aware of what we are doing as well. They have also started working with us on a couple of small little projects so. What has started as a small project here in Australia has actually gone further. We started working with some of the guys in the US especially on the wetsuit stuff and we started working with some of the guys in France based down in Hossegor on their other compression garments that the French side is working on. Time has been an interesting one. We actually have to work on that. Obviously there are some highstress critical moments where we have to get results out. At the moment we are in a bit of a lull because we are between seasons. So things are quite quiet and we are waiting for one of the new products to come out. So once that goes through and once we can get success, then the next part can come through. There are peaks and downs. That is why we are going for five years because we knew there was always going to be a huge ramp-up. The retail sector in Australia and much around the world has gone through a fair bit of slow down. Consumers are buying less. That has impacted us a little bit. The mentality is that you have to have a real point of differentiation compared to the Billabong's, Rip Curl's, or O'Neill's in the world. That's also interesting for us because the innovation is that difference, the R&D is that difference. If we can come up with a lighter wetsuit or more warm wetsuit or a better pair of board shorts and going back to the fundamental material design of that, that is a point of difference for Quiksilver. And they also got the data, similar to what we did with the wetsuit project. They have this hard data. They can go to their marketing representative and say 'Look, this is the real stuff.' This is what we found when we tested it. Even though they pay us we are still an independent tester. So if it is good or bad, we will tell them it's good or bad. Or there can be improvements. Or they can do this or that.

	pre-production work of how these garments are	Quiksilver. 00:08:29-7
	working on the body using advanced structural techniques. So it has been a quite interesting	core materials expertise that engineers have. They What sort of contractual basis is behind that?
	exercise. We have also got some engineering	couldn't analyse their garments any further. They Yes, there is a contract. We have signed a five year
	students to do evaluations on some other garments	sort of got to their own limits of their own R&D agreement totalling AU$350,000 over five years
	such as wetsuits. So we have got eight types of	capability. They sort of asked us as a starting investment from their side to us to do research.
	wetsuits, eight different wetsuits from the market	conversation what can we offer. So we were talking They have started with AU$50,000 cash from
	from five different brands and we tested them. So	about things like textile development, structural Quiksilver and the Victorian Government. And this
	we looked at things like how much elasticity, so	analysis, and some of the other stuff that we have is all public knowledge as well, so it's ok. Then we
	very hard core engineering things to look how	done in the past, because I have done some other can leverage that against government grants as well
	stretchy is the material, how much hydrophobic the	work as well like for New Balance clothing and such as Victorian government grants or Australian
	material is, how warm the material is, what is the	their compression garments. So that obviously government grants so we try to leverage that money
	heat loss across the material, so some really	caught their particular interest because the garment plus it is also in-kind. So all up over the five years,
	interesting hard core material mechanical	they were developing at the time was the Quiksilver I don't know how big it is going to get but what we
	engineering properties. We are And we	Xplosive Board Short. That board short was pretty new for them. It was their first foray into compression garment, into performance clothing of that type where they didn't have a huge amount of experience. They had some experience. They have got some gloves. And also Nikes does but they do a lot of research but to develop their own garments from scratch was quite a new thing, so they almost sort of used us as consultants to help refine that garment. We are also started to looking at textiles. What textiles are good for use in compression garments? This is where we started developing the concept of using more natural fibres. So the projects evolve not looking at and evaluation of their current technologies but where do we take it next. So we have started doing a huge amount of work on what sort of fibres do we need to use, how were seeing is that with educated students we have got post-doctoral staff working on these projects as well, so the investment from Quiksilver is probably two or three times of the actual cash value that they have given to the cause. 00:09:23-2 So that is a long or medium-term relationship? Yes, a medium-term but what we are trying to do is to continuously developing products. So the real focus in the agreement is not that we only evaluate and propose products but we can continuously develop new products to go forwards. So what is that next idea, what is the next concept? What is the next fabric or the next garment? How is it going to perform and in what conditions is it going to perform? Is it going to be involved a snowboarding garment versus a DC shoes style garment.
	having a fair bit of input from the university point provide that high level of expertise in the materials	do we make it more sustainable, is it possible to 00:09:59-2
	of view into high end garment design and and design domain. 00:12:55-6 performance garment design. 00:06:51-0 So have you had other collaboration with the You mentioned the project with New Balance. surfing sector here? 00:07:04-8 Yes, we have done some stuff with Rip Curl in the	manufacture this stuff, are these compression garments cheaper, easier because Lycra and dying So there is a five year contract, what is exactly in the contract in terms of everyday activities and of Lycra can be quite corrosive. You use a lot of interactions between SR1 and Quiksilver? nasty chemicals but saying that a lot of the natural fibres that we also use in our clothing such as wools 00:10:17-6
	The New Balance one was purely evaluation. They past as well. We have developed one of their heat	and cottons and flaxes, no matter what we use, can Yes, it's interesting. There are a couple of things. So
	wanted to benchmark their garment across a couple vests and again looking at materials and looking at	also be quite harmful when processing. So we are the everyday staff is about literally getting really
	of other garments mainly from Skins and 2XU here what elements do you use, battery technology, that Can you tell me more about the history of that from Australia. That was purely just an off chance sort of stuff. So we have had a limited involvement partnership and how it developed? 00:01:17-3 to get that project and a bit of luck because one of but as a full engagement, no, nothing like what we Yes, the partnership sort of kicked off in 2010. As the guys I was speaking to in our sports science have at the moment but the Rip Curl stuff was part of another project we did what we called the group said maybe I will be able to help them on the always sort of small little projects. We have got this Smart Bike concept, so it was a conglomeration of mechanical engineering side. So that was purely issue, so can you help to solve it? With the five companies and we came together to build a -just an evaluation. So, the industry came to us in Quiksilver one we are actually in the design office. UCI legal bike, a road bike for the world that case. But that was pre Smart Bike. If you We are working with them in partnership to championships that were held here in Geelong in Google "SR1 Smart Bike" then you see what I was develop new projects. It is a very different 2010. That caught the attention of Quiksilver, talking about. That's what attracted Quiksilver to departure. It is a very team mentality whereas mainly because it was a very sport focused join and then they found out about other stuff that previously it has been a more consultancy application. We built the bike using evolving we are doing. So it has been a build-up. Up until mentality. 00:13:55-3 technologies that we had on campus. So having that technology and show casing that we can apply that technology from the research level to a very applied tangible level in a product caught their attention and because Torquay in Geelong or Waurn Ponds where SR1 is based, it is only 10-15 minutes' drive apart, they thought it was a good opportunity to talk because they were developing some concepts but their product developers are designers and industrial designers. They didn't have that really three years ago we weren't known about sports technology but since we have started showing people the capabilities of how and what materials research can do, sports technology research is growing. It's quite impressively growing but as I sports technology, a lot of it is focused towards with Paralympics as well but as far as our action with other companies such as in cycling. I work said I work exclusively with Quiksilver. I do work Is that uniquely with Quiksilver? Or do you feel in your role for the sports technology programme being part of that whole surfing industry? Is the term citizenship behaviour appropriate in your case?	looking for a nice green alternative that we can use high-end and high performance garments out the building a high performance garment and being a shelves for consumers to buy but it is also a very surf company, they are very conscious of the interesting test bet for SR1 and especially myself as environment, having as little impact as possible, the lead researcher to actually test some really especially going back to their original origins back innovative ideas. So it's about developing the in the 70s when they were really coming to the innovation of the garments. My philosophy is about front. So it was a really interesting exercise for green engineering. So making that whatever we do them and from that we have developed a range of provides no harm or minimal harm for the compression garments together looking at new environment. So having that concept and working designs and again we have gone from the fabric with a company such as Quiksilver who believes in evaluation to the fabric searching and now we are the same thing means that we can trial new things. actually going to design the garment and its Quiksilver is the manufacturer of clothing and other function. If you look up the Xplosive Short you will see a whole lot of banding, some sort of silicon bonded banding to the actual outer end of the garments. This is with the help of proprioception. So we started doing research into proprioception. We started doing research into how do this bands work and the next iteration of the garment has been actually been a joint SR1-Quiksilver design so we actually did a lot of the simulation work, a lot of the company for example in terms of time? 00:11:22-2 objectives with the applied objectives of the So how easy is that, to combine the research equipment. SR1 is a university and its main output is innovation, research and intellectual property. So for us to partner up with that company, it gives us really good test platform to actually put commercial ideas out there. 00:11:17-4

  Yes, what we have done and the prime example is the wetsuit study. We have published that in the Journal of Sports Engineering and Technology. I will give you the link actually. So we have published that but what we did is that we took all the names out. So we took all the brand name out and the wetsuit models, we just called them wetsuit 1, 2, etc. 00:18:32-0No, all we have done is that we have recorded on mechanical values. So any research around the world with the same equipment can perform the same tests. But what we have done, there is an IP, but if you can't identify that IP with the respective brand, then it is still very, very open. So yes, we have definitely reported the results.

	monetary investment in the project but there is a	on the product how it has worked, what branding
	vested interest to see it succeed. So it is definitely a	there is. There have been newspaper articles about
	history of working with companies like that	what has been done. Quiksilver and SR1 have
	because there is a tangible outcome at the end of the	jointly put out press releases, so there is
	day. It doesn't have to be monetary. It doesn't have	acknowledgement of both sides working together.
	to be a pay-off but as long there is a tangible	That has worked out really positive but as far as
	outcome whether it is innovation, whether it is a	everyday promotion goes, no, not really. There are
	journal article, whether it is a new product or	instances when it comes up. 00:20:53-1
	artefact, there is that tangible outcome. If you can measure that, that is a success for everyone. 00:18:03-9	Have there been any cases where in the partnership something went wrong? How have you resolved that?
	So in terms of publications, are they happy that you	
	publish what you have found? 00:18:09-4	
	But is there no intellectual property (IP) in the	
	article? 00:18:32-3	
	We know what	
	is good. Quiksilver knows what is good but the	
	other brands don't know where they sit. So they	
	might want to do their own testing then and say	
	"Look, this is interesting in one way or the other."	
	but they don't know what wetsuit they are looking	. I might
	at. So the IP is out there but there is enough cloud	go and say "I have this concept and I want to try it
	or murkiness to obscure the results. 00:19:18-5	out. Can I have 2 meters of neoprene for a wetsuit
	Working with those firms, does that also include sort of a lobbying when you have other projects?	design? I have got this idea, I have got this experiment. Can you flick us XYZ?" And they are very open to that. So I think it goes beyond just that
	No, not really. With Quiksilver, we are their No 1	because we do share and we both have got that
	R&D provider, they haven't partnered up with	vested in finding an outcome. And because we have
	anyone else. So we are it. If they have an issue or if	got that vested interest I have been making those
	they have a question, then they come to us first.	smaller projects inside, that concept testing. It
	That's how it works. We are the experts in this area.	makes it a lot easier and a lot more agreeable. You
	With cycling as well, it is one of those things where	never know with research where it is going to end
	we are the No 1 provider for them. 00:20:00-3	up. You might have this random idea. I'll just test it
	Ok, but in areas outside of research so maybe Quiksilver can promote SR1 engineering degrees on their events?	to see where it goes and it might work. If it does work, if it is successful, then you might share that. That's my loyalty. My loyalty is definitely with Quiksilver as far as surfing and surfing technology
	Yes, there is a bit of joint promotion of that but not	and snowboarding technology goes to a certain
	so much because Quiksilver is a large company. It	extent, purely because we have got some great
	is very hard to get with their marketing speed but	relationships, some inter-personal relationships
	wherever there is a product we have worked on,	with the team there. They are a really good test bet
	there is acknowledgement of that. With the smaller	platform. I also work with another company in
	companies such as the cycling company I work	cycling, very much similar to what we do with
	with, yes, they actively promote us. So it depends	Quiksilver. So we might not have any really

  Partially it was sponsored by the university because I had to go to the US anyway for other reasons. It was sort of in the area. So I thought while it is really easy, I just go. And they walked you through all the logistics of it, getting me set-up with the meetings and meeting the right people and that sort of stuff. So the day-to-day stuff and the bulk of the direction come from Australia. The US run their own R&D works as well but I don't know how developed that is. I haven't seen a lot of it. So I don't know whether it's with universities or it's internal or whatever it is. What has been interesting is we have started to develop more stuff with France. I have started to have more contact with the French Quiksilver group based out of Hossegor. So that has been interesting because they started working on similar concepts and professional garments as Quiksilver Australia and they have teamed up so I have started consultancy and giving ideas and references to the guys in France. It is still not day-to-day but every second week there might be an email that comes through or a question or some sort of design philosophy. So that has been really interesting and I think that the French guys and the Australian guys are much more closely linked to each other than the Australian and the US. That is my perspective from the outside. 00:24:27-1 Yes, I spoke to the winter wear division. What is Billabong working on in that time frame? What is Rip Curl or O'Neill working on? So again, where is that differentiation? The idea is that we have to be very on top of where we are as far as materials or properties or whatever we are looking for. The prototype is a fun part. I would say the idea is as far as the product development process goes, is probably about 10%. The idea is probably about 10% of the whole process. What are we trying to aim for? Who is our market? What are we trying to achieve? And what is the feasibility? The prototype can answer those questions. That is literally 80%. You are trying to get to that point where is this garment good? Is this product worthy? So that's where you do all your R&D, all your textiles development, all your research and all your sourcing because it's one thing for us in Australia to come up with the technology or to come up with the textile or the fabric that we want to implement but if that can't be produced in a factory in Asia, then all our R&D is worthless. So prototyping of innovation is quite interesting because you have to go through several loops. And going through those loops can be quite difficult and frustrating. You mentioned before whether there are any issues and I say in that 80% of the prototyping phase is the issues, trying to make sure that you have got that consistent supplier. Consistent supplier is paramount. You can't have one wetsuit going out one day and in three days' time it is the same cut but different properties because that comes down to brand image and brand body. and that is critical. If you don't have a point of differentiation, if we haven't identified that in stage one, then by the time we get to the commercialisation stage, it's not going to be a big thing. It's not going to be a big point of difference. So we want some that consumers want.

	That is the division I am working with. That is the winter division. 00:24:40-8 Part 3: Innovation in the cluster Let's talk about innovation more specifically. When you think about innovation in different phases, from the idea, the prototype and testing to the commercialisation? 00:25:01-8 industry versus surfing industry, is very different. They are all looking for different things. So I have we work on products 6, 12, 18 months, two years make the project work. And it is our vision that is competitors working on at the same time because up to us as researchers and as head of design to interesting because you don't know what the not speak to the head of design boss. So it is really innovation has to be quiet current. It is quite Even though I have got a boss but my boss would implementation problem? So again, that idea of vision then gets filtered down or up as it may be. materials problem? Is it a design problem? Is it an generally we have that shared vision and that shared on us is how they get past that next step. Is it a leading the teams on both respective sides. So So they know where that top is and where they rely time, it is with the head of design because we are thing. They know what their competitors are doing. below but on the majority definitely 70-80% of the board short or the best surfboard. So that is their then filter out. I do interact with people above and first in the market with X or the best wetsuit or the generally go through the head of design first and looking for. So for Quiksilver, they want to be the interaction but I generally go for the central guy. I looking for, what are the properties that we are and Quiksilver head of Australia. So I do that very aware of what are the outcomes that we are contact his boss if needed so the product managers in the sports that we work with, so we have to be contact individuals within the group but I can also the people that work for me have to be participating I work with the head of design's team. So I can to be very aware and again this is why I say that all Quiksilver? 00:31:38-5 Do you actually deal with different people within properties for say yachting industry versus cycling the project; 00:31:32-9 how do we quantify properties. And quantifying phase, make sure that we got it right, that is part of what are the new techniques for testing materials or research partners, yes, seeing this through each goes being on top of what is the new materials, answer but for me and the way I work with my wants and so for me my role is as far as innovation cycle, is this normal? You might get a different be quite knowledgeable about what the markets researcher, part of the product development life you have to be at the top of your game. You have to part of the normal process. If you asked another academics and obviously them being a fashion label making sure that everything is done. So for me it is actually quite interesting. Obviously being this going through and seeing all the stages and Yes, so I mean from the idea is actually it is It's not so much an aspirational thing but it is about: Will this help my surfing? Will this help my snowboarding? And we want the consumers to have that value add. We want the consumers to say "Yes, this is a good piece of clothing because of X or because it helps me." By the time you have done all your research the commercialisation should be just to press the button in the factories and shipping it out. 00:30:21-7 Is that effort, time, etc. that you spend in this collaboration, is that normal in such a collaboration? Yes, definitely, I think any product development process, getting that central part right is a huge effort. But I mean you in your role, is that normal behaviour or are you going a bit beyond your role? 00:30:46-4 I think for this type of project it is part of the this to be part of the project. I am an engineer by formation but I was practising so I worked in the industry before. For me I have always known about normal effort. Every research project is different and every researcher is different. For me I expect	There have been no real disagreements on where we are heading because I think we have a very shared vision, a very clear one on what we are trying to achieve. And again that communication is very open. And because the communication is very open, we avoid that sort of thing. 00:22:18-2 So you said that the collaboration has even expanded to the US and France, so to what extent is the location here important? I think for what we do, the day-to-day stuff is hugely important. I can pick up the phone and I can talk with my friend who is the head of design Quiksilver directly. So that is quite a senior level. I can speak straight to Haydn and go "Right, what are we doing? Where are we going?" With the stuff in the US and France and how that has come about is that they will release information to them. I had the opportunity to go over to the US and present. 00:22:58-0 For Quiksilver? So it was sponsored by them? working in Hongkong, China, Thailand, Vietnam. working in Asia. And in Asia we have got people people working in Australia. We have got people have got people working in France. We have got started talking in three different languages. We and time and a lot of frustration there because we X, Y, and Z.". So that was a huge amount of effort to the supplier and that "Look, we want to change Australia here, we tested it and then we went back to get the materials produced. We got it sent back to suppliers right and making sure where we are going prototype phase we are just trying to get the signs right and the other half of the time of this conceptualisation development and getting the probably spend half the time on the coming out in the next couple of months, we suppose with the latest part, the one that should be spend huge amounts of time and effort on that. So I sourcing and people who can actually make it. We modelling and fabric testing and quantification and idea, to working models and FEA and structural time, going from the conceptual sketches, from the the bulk of our time, a huge and vast amount of process is hugely important. That's where we spend being expressed through the products. 00:32:38-1 So is that also developed out of personal relationships? Yes, our personal relationships have increased. Certainly we had very intense times of contact. So yes, we do get to know each other quite well. 00:32:51-4 Throughout the project or before? At the very start of the project we spend probably about six months just talking about concepts and ideas before we sign anything, before we actually did any R&D. I think getting an understanding of each other's company culture is very important because surfing company cultures versus a university company culture are quite different environments and you have that to fit. I suppose we are both lucky that the head of design has got a very open view of research and development and I suppose I was quite lucky with the fact that whilst I don't surf, I do snowboarding, so I am quite connected to that environment, to that culture. So having that, I think was just a bit of good management and a bit of good luck. From there we have developed those interpersonal relationships to drive things further. 00:33:47-3 out. So that prototyping Do you sometimes feel like a Quiksilver employee?

There are multiple time zones, multiple languages, multiple expectations ... That was a huge effort. The commercialisation part of innovation is "Are you first in market? Do you have a point of differentiation?"

  So the likes of Pierre Cardin, Karl Lagerfeld. So they are quite big and they have seen all what we have done and they really like the technology that we are developing and the application of the technology. So they are interested in developing that further. So it is growing. The projects are growing. The relationship is growing and also the reach as far as the demand of the technology and the demand of the fibres and the demand of design and how we implement the technology or the innovation. That is growing as well. So we are becoming quite a sizeable project.Yes, membership fees and some government grants.That is really up to Quiksilver. Quiksilver is very focused on what they want to look at. They are considered as number one in the world for board shorts technology. So that is obviously something that they want to keep ahead of and still be number one. So that is a very big need. They are very much pushing their compression garments or the active wear. So again, we look at that forum as well. So they are the experts in their marketing. They are experts in their own product line-up. So we are happy to fit in and work with them on that product but they have to let us know what they want to work on because we don't make board shorts. We don't make wetsuits. It's up to them to say what is going to sell and what they want to develop. So I would have presumed to talk to them about product placement but that is not my expertise. We are about sports technology and the materials technology.Yes, look where it is going to go is interesting. I think we are going to get more into the advanced active wear, so more into the wearable technologies or I Pad and IPods Apps that integrate with the clothing. That is an interesting one. People are working on wearable technologies as far as electronics go. So there is that aspect which is quite an interesting one. I think we will always see materials develop and I said I am always keen to see green materials develop. So I think that is going to be a really interesting area because we are quite a wasteful society in some respects. So having something that is renewable or recycled or redeveloped, I think that would be really interesting to see that come through and forward. Another area that I am really interested in seeing is prototype modelling and 3D prototyping in manufacture and design. I think that is going to have a very big impact on sports technology in general. So again with Quiksilver, they get access to the stuff that we are developing, the stuff that we have got here and that no one else in the area has. They have got the first bite of that. We might say "We have this really cool idea, this really new device. What do you think". So again it gives us a test bet platform. They might want to take that then on board, so I think this development of renewable resources and recyclable resources plus rapid manufacturing and rapid prototyping is definitely where the sports industry is going. I see we are becoming a much greener environment. That is obviously because there are passionate individuals who want to push that. That is where I think it is going to go. I think with the gradual shift to quicker producing items. So from a clean sheet of paper rather than six months it might be only twelve weeks. 00:42:39-5 We develop design and technology.So my view is and I have discussed this quite well with Quiksilver is that this develop work with the France or the US keeps the knowledge in-house or between the companies and experts needed but the manufacturing side. Anyone can manufacture a garment. All you have got to do is cut the pattern out and saw it up. It is not an overly complex process. Where the intelligence comes in is to why we have designed it that way, why are those stitches there, why is that material chosen? That is where the real intellectual property is.

		So we are quite a recent addition to the group. hindrance. In my view it is not a hindrance, I think we transport this into a concept in surfing? So we
		00:38:11-5 it is quite a good thing. I can't see us working with can take that influence. I think now we are talking
		other surf wear companies just yet. I can't see it in about some really interesting design synergy, taking And it is funded by membership fees? the future because we have had such good success aspects that we see otherwise and bring them in. I
		with Quiksilver. 00:44:19-5 think that has to be done. I think we need that. I
	Are you connected with the Australian Sports Technology Network (ASTN)? Yes, I am actually a board member of the ASTN. So I sit on the board of directors. Yes, SR1 is a part of it and yes, we are very much involved. 00:37:09-1 So you are a member? SR1 is a member of the ASTN and I sit on the board of directors. 00:37:18-0 What are you doing exactly? We have got networking events. We have annual conferences. We are in the progress of growing to the point that we can start fund our own R&D projects. At the moment Quiksilver is not a part of it. 00:37:34-9 So you have corporate members too? Yes, corporate members, individuals, universities, national sporting organisations, AIS, The Australian Institute of sports. It's quite a large membership. Have you been on the website? 00:37:53-1 Yes, and I will meet someone next week. Craig Hill? That is in terms of innovation and what products you are going to work on, but in terms of the relationships and the related contract, is there any change planned? I don't really know how to answer that one at the moment because it is a bit of an unknown. Purely because I have been in my position at ASTN now for twelve months and I have been working with Quiksilver now for almost two years. So it'll be interesting to see because people move around. Teams grown and teams shrink. It's the nature of research. I actually don't know. We might end up working with France and the US a lot more over the next two years and I hope we do get to work with France a lot more because they have come up with some interesting concepts. I think we could develop that further. So I think the relationship will grow. How that will grow? I am not too sure. 00:43:33-5 Do you think that the citizenship behaviour we have talked about before is important for the success of those relationships and also for innovation? I think loyalty is definitely a key thing and manufacturing is a process, a quality assurance process. That's all it is. There is not much more to it. The knowledge economy, the design and development, that is definitely in-house. We prototype a lot here. We often get garments made here in Australia but then mass manufacturing that can be done somewhere else. 00:48:12-1 Have you seen overlaps in the action sports nurturing each other? Yes, I think it is interesting. In the action sports I see overlaps, yes, but if you divert something like cycling or running or yachting, I don't see the overlap, but in the boardsports definitely. I see skateboarding, snowboarding, wakeboarding, kite surfing, all that surfing all that is very much overlapping. You see influences going from skate into snowboarding into surfing and back again. 00:48:52-3 The funny things sometimes the people in each sport seem very close minded. I think I sit in a very unique position. I am lucky enough to work with a snowboard manufacturer in Canada who one of my students is working with and we develop some new ideas around composite technology. So there are some really interesting things from an overview of my position. I am lucky enough I can sort of sit on top of a few things and look around. I am lucky enough to travel and to snowboard and to surf. I also do mountain biking so I am trying to be active and I have a unique perspective on that. I suppose if you went into the Quiksilvers and Rip Curls, again they are focused on their products. Quiksilver Inc., the global company own Roxy, DC and Quiksilver as the three core brands but they all have shoes, they all have snowboarding gear, they all have skate gear or surfing gear but do they talk to each other even though they are in the same company? I don't know. I don't think that there is a huge amount of interaction. 00:49:58-8 Do you think the university can leverage that? Yes definitely, I take huge influence? I am lucky enough because I do sit on top of these. I can take ideas from my snowboarding experience or from do develop IP. So I mean The objective is to turn research projects in the industry? Yes, they run research programmes basically from the research level all the way to the commercial level. Back to the products, how do you decide on which products you work? 00:38:37-6 And are you happy to work on whatever they want to work on? 00:39:32-5 Yes, pretty much. We direct what we can say or guess that is good or not so good. We definitely make informed opinions on where they want to head with things and how we can test. The wetsuit project was an interesting one because we sort of proposed how do you quantify these properties. How do you quantify what is good or bad. That sort of grew from our side saying "How do you know?" We don't know so can we develop it? So that was a really good benchmarking test but we haven't done anything in wetsuits yet, so we haven't developed anything further. But that is not to say that now that we have got all the information that we can't develop it. So we have got a really good starting point now to go forward. 00:40:21-9 What do you think are the projects in the future and how will the collaboration develop? Maybe other partners will come on board? Yes, it is quite unique your relationship because in other cases it's often just a commercial relationship providing a service. Yes, I am aware that it is a very unique relationship. The way this relationship has been modelled and if you have been looking at clusters, the automotive cluster in Victoria is a quite interesting model and SR1 has a similar relationship with Ford. So SR1 and Ford have been working together for about twelve years on a similar model to what we have done with the Quiksilver-SR1 model. So yes, the SR1-Ford model was the architecture that we used for the SR1-Quiksilver model. So for us it is not a new thing. But again I suppose for sports technology and for surf wear and fashion wear, it is a very different model to have a dedicated R&D partner. 00:45:20-9 You mentioned cluster, is there from your perspective a surf cluster in Torquay? Even though the manufacturing has moved offshore mostly? Look as far as the design and the development cluster yes, that is still highly relevant. It is definitely a design cluster but manufacturing, I don't think that you can classify it as a manufacturing cluster anymore. And I think you can't really... There are a lot of industries in Australia where manufacturing was important 20 year ago but it's no longer valid. We very much have to become a more intellectual based knowledge economy, I suppose, or service economy. This is something that we have discussed out length with Quiksilver, the intellectual property. What we develop, the innovation, that will stay in Australia. We are not too concerned where it gets manufactured as long as it is done ethically. That knowledge base and the know-how stay in this area so that is a cluster in itself. So Rip Curl obviously, they definitely have all their design here. Quiksilver has design here. Ghanda has design here. There are also a lot of small SME based in this area around the surf and action sports industry. And I say action sports because it is no longer only the surfing and the surf companies. They are snowboarding, skateboarding, motor cross, all that sort of stuff. So the action sports thing defines the cluster but it is R&D. It is design. I think the university fits really well into that because we don't manufacture but we have talked to a lot of people to ask whether they have considered this idea from this industry. I think that's what makes research interesting and innovation interesting. We might be specifically looking at a wetsuit but there is no reason why that wetsuit can't be influenced something from nature or something from snowboarding or something from cycling or tennis. We never know where that next good idea will come from. So it's about being very open minded and I think that is one of the reason why Quiksilver is engaging in university to have that very open minded academic rigour. I am not too sure how universities work in France. I have got an idea how the cluster works in New Zealand because I work with AUT. Yes, we had two AUT professors here yesterday, Andrew Withall from the School of Design and Tony Robotham from the School of Engineering. So I understand how Auckland works and how it is a tiny community. I can see how a culture has developed within that. Then there is a natural strength towards yachting just because of the environment. The environment has a huge amount to do with it. Again for the next good idea you have to be very open minded. You have to seek inspiration. You have to seek ideas from somewhere. You never know where they are going to come from. I have been out snowboarding, cycling and find might find an interesting concept and then see whether that works in another environment. I think that is where true innovation will come from, where that inspiration comes from and can we apply it to a certain context. So you have links to AUT Engineering but I find there is rarely a link between sports engineering and sports management. Do you have an idea why? 00:53:30-9 The sports technology here at SR1 is really new. We are only talking from literally 2010 onwards. It is quite a new field for us. So, where we are going with it, that is going to be quite interesting. We do work with the sport group here but rather on the sport science rather than sport management but there is no reason that in the future we won't keep growing and that will be internally interacting with each other the sports technology and the sports sciences groups. We have got joint publications coming up. 00:54:06-2 my cycling experience and bring them in into the Quiksilver surfing experience and I have. I have Who?
	citizenship. I think it is as long as we treat each done some stuff. I have said this is what we use in Yes. other with good respect and we say "Look this is cycling. This is a product that I have tested and I	Sport science and sports technology like exercise science. So those two groups do work together.
	where we go." We have worked with SR1 or we love it. I wear it like every day because I ride my	00:54:21-6
	have worked with Quiksilver. I think that will bike 5-6 times a week. I'm always on the road so I	
	definitely help. Loyalty is never going to be a have got garments that work very well. How about	

So Craig is the executive director. It is an industry body. We are trying to grow as a network. It is still in its very early days. It's just over 12 months old.

Part 2: The cluster in general

  So for what the PS1/BB4 Pro at Bells means to our founders given that they worked on starting the event all those years ago to what it is now. I think it is just part of our DNA. So working on the event is an incredible privilege. It's also a challenge because it is a traditional event and of course we want to be innovative and key leading it so it's finding a balance between making an old event still new and relevant. And then "The Search" was different because it was just every new challenge, new people, etc. Here you have got the guy Jo Sweeny who has been making the Bell for all these years to being in a new location and not knowing anyone and trying to set up roots and being accepted within a community to know that you just are going to leave it in the end of it. So they are different events and both are really good for the brand and definitely challenging. 00:12:26-3

	Going back to the unique location of Torquay and
	its history, so what role does that play for the
	events management? Could you just do it elsewhere
	where there is a nice break? 00:10:46-6
	I guess probably a good example of that is the
	PS1/BB4 Pro Search which we ran for seven year
	and each year we went to a new location. And it
	was incredibly challenging and incredibly unique
	event. I don't think that you can get a more different
	event to what we have here at the PS1/BB4 Pro
	Bells Beach. The event has been running for 52
	years. It's in our backyard. It's the one time when all
	the employees here get to touch the world's best
	surfers and they feel a bit like it's a culmination of
	the whole year for them.

  Maybe we can have a quick outlook in the future as you said there will be some changes in the ASP. So what will change in your job? Will you use a more collaborative approach with the local community to face those new challenges?

	It's interesting because it is all new. So from next
	year the ASP will own and operate the event. So
	PS1/BB4 will be a naming right sponsor but we
	won't be in charge of grand stands and structures
	and nor the budget either. So we find ourselves in
	an interesting position to ensure that the event is
	still positive for the local community because it has
	our name on it but also in a position where we don't
	have as much control. So it's redefining what the
	event looks like for us given that it will be the first
	time that we haven't owned it in 52 years.
	00:24:27-0
	Wow that is a big change!
	So, you are right. It might allow us to do more with
	the local community or around activating our
	sponsorship of the event as opposed to operating it
	but it's definitely a new stage for us. 00:24:42-8
	So it's rather a communication platform rather than
	an executing body? 00:23:06-1
	They execute things as well but not very often
	because it is hard to get around to agree.

So that is still in existence?

Yes, I think so. I did hear that they were doing a new name or a new model or something. 00:23:23-8

  You are sort of there at the initial start when it comes to the athletes and their feedback. And then when you get it when you have got the finished product, we look at it and go "What's the best way to showcase this and what resource can we put behind it?" So I think board shorts are a great example for us a couple of years ago it was mirage because it has got mirage on the girls' and the guys' and it had the seamless technology as well. It's really light weight and so we decided to showcase that with 52 cameras capturing the surfer in the water. That had never been done before. So that was an innovative way to showcase an innovative product. So wherever we can tie the two together and we have got the resource behind it, then that's where we are a part of the commercialisation. The Surfer's Shed is basically four of us that got together. We all do a different aspect in the surfing industry. I shape boards. One of the other guys, he does all the fibre glassing and Billy, the other guy, he does repairs and restorations on old boards. And Marisa that works downstairs here, she makes board covers, leg ropes, and accessories for boards.We did work together at another factory down the road but we were also involved with some other people in that and they had a lot to do with kite boards. It was just different staff and we want to get away from that. We want to do our own thing because we are more involved with surfboards than kite boarding and all that sort of stuff. Even though I do make kite boards for some people if they want them. 00:02:49-0 Yes, exactly! And then with all the other stuff that we do, the materials for example, we just buy our own materials. So I buy my own foam and Dino buy the fibre glass and the resin and Billy he might buy some of that of us and uses off-cuts. So he is using a lot of off-cuts and stuff like that, so we are not throwing a lot of stuff out. The same with Marisa, she buys all of her own materials and just does her own thing but she sells something and that is all hers. That is her profit. 00:04:18-1

	Interview with Surfboard Shaper from a local	
	workshop (DS1)	
	(Torquay, 28/05/2013, 11:20am-12:00pm, in	
	person)	
	Part 1: Introduction	You make them? 00:02:49-0
	The interview is subdivided into three parts. The first part is the introduction, the second is about the cluster and relationships in the cluster, and the third part is about innovation. Can you please start with introducing yourself and the company?	Yes, I mean if you look at innovation as three steps: idea, prototype, and commercialisation. So I guess Yes, we can make those, too. So this became available and the four of us got together and got this factory and so we can just basically do our own thing and not have other stuff going on. And that made it heaps easier, it's way better. 00:03:24-4
	I'm [name of interviewee], surfboard shaper.	the commercialisation is the part where you come into play with the event. What do you think? Are there any contractual relationships involved in this? 00:03:26-5
	Ok, for how long have you been surfboard shaper?	No, we just share the rent. We have a lease. So, all
	25 years plus, yes, over 25 years now. 00:00:17-5	our names are on the lease. So we just share our
	And have you always been on Torquay?	rent and electricity, water, maintenance, and stuff like that. 00:03:41-2
	I've always shaped in Torquay, yes.	So it's like flatting? 00:03:41-2
	Can you explain me more what the concept of this	
	place is, the Surfer's Shed? 00:00:29-1	
	So somebody could come here an order a board, a	
	brand-new board. He could also get a cover, a leg rope. We give him a block of wax and he can go surfing and it's all covered. And then if they damage that board, they can bring it back here. We	00:02:11-6 Wow, 52 cameras. Yes, 52 cameras, you can Google it, just put mirage So you don't share resources in terms of material because you have all different things to do? 00:04:22-9
	provide after-sales-service because then he can	and 52 cameras and you'll see it was done in a wave Yes, Marisa, she has probably most of her own
	bring the board back and we can get it all fixed up	pool in Thailand and we did it the next year but in stuff because of what she does. With us with the
	for him and he can get back into the water. Marisa	the water, out in the ocean in Fiji. So it was our boards we do share stuff like paint and fibre glass
	she does wetsuit repairs as well, so we basically	creative director who came up with that concept. and resin. I might go and do a repair of my own
	cover the whole spectrum of somebody who wanted	00:02:29-8 board and I might use some of the stuff. So we
	to start surfing. He can come in here, get a board, get a board cover, get a leg rope, and he is covered.	probably share a bit of stuff but we always sort of With fewer cameras? work out what is going on. If there is a pit of paint
	He can go surfing. The only thing that he has to do	There were fewer cameras in the water. They made used than I'll use some of this. So we cover each
	is go to one of the shops and buy a wetsuit. That's	like a set-up that they held but it was I think 21-22 other. So that works out really well. 00:04:55-5
	the only thing that we haven't got. Other than that we cover a broad spectrum of the surf industry with accessories, repairs, all boards we can fix up and do	cameras because they had to hold it. 00:02:42-2 And that was to capture pictures for advertisement, So you just work it out but not to the cent? 00:04:55-5
	restorations. They can either be sold for a profit or	Pictures and video imagery which were then made No, we don' do that.
	if it's an old board that has been in the family for	into content packages that we showcased at the
	20, 30, 40 years, we can fix it up and they can put it	event and that is when we have the most eyes
	up on the wall as art or decoration or something like	looking at the brand and the most audience to catch
	that. So it covers a pretty wide spectrum of the surf	up and then other special releases through our
	industry. 00:02:17-1	YouTube channel and the rest.
	How did it come that you all ended up together here	(Edited in Torquay, 06/06/2013)
	in this place? 00:02:20-2	

  Sometimes it is price and sometimes it is quality as well. I know with some of the stuff that we have done, they have been really impressed with the quality that we have done. So they said we'll get you to do that again. And with the Rip Curl boards they are really impressed on how good the quality was but also that we got them done in a certain time frame that they needed them done. They had like six weeks. Can you do it in six weeks? Yes, we can do it in six weeks. We got them done and they come up really well, so they are pretty happy with that and they are happy with the price as well. They used to get those boards done in Queensland and then there would be a time to send them down. Sometimes they get damaged. Whereas we are here, I just took the boards straight down there. So it made it a lot easier for them. 00:08:24-3 So they will send them up here. So most of it is just from me or my mates surfing and other people just around Torquay that go "Go and see Dicko if you after a certain board, go and see him, he will make you a board." The same with Marisa with wetsuit repairs because nobody else in Torquay is doing wetsuit repairs. She is now doing heaps of them. And it's just people have been asking around and people say "Marisa does wetsuit repairs." So all of a sudden there were all these That's true because even with the guys next door, we were talking about the last summer that we seem to get more people now, there are more people moving down here, but we seem to get more people from around the area that want to come in and want to get a hand-shaped board. They have looked around everywhere and they go "All the shops are the same. We want to get something different. So they come and see us. A lot of people over summer, they don't want to wait two weeks for a board. They want a board now so they will go to one of the retail stores and just pick-up something that might have been made in Thailand or China, wherever it is cheap. They get a package. They get their own board cover, leg rope and all that from the shop. And they can probably even get that cheaper than what we can do it for because it is imported. Particularly I suppose a lot of older guys that have moved down here and want to get boards. They don't want to get all that stuff that is made on machines. It's all the same. We are not interested anymore. We want something that has been hand-made and the quality is good and that is going to last and whether they sell it or not they will get good resell or they can keep it and it looks good sitting on the wall. So you know, we are starting to see more and more people doing that and they are stoked. And they are getting something personal as well. They come in and say "All right, that's the board I want, I'll have something written down and that is the colours that I want." 00:14:59-1 Some of it I get in Geelong. So I have to go into Geelong which is some of the foam, several blanks, and the fibre glass. Well the fibre glass we get next door. It sells right next door. The resin that we use, we can get that in Geelong but we actually get it from Melbourne. A friend of mine works in Melbourne Mondays and Tuesdays and comes back down here for the rest of the week and he picks it up for me. And that lasts, it could be 6 months. And also we don't have to reorder all the time. And all the paint I get from Geelong. So most of the stuff with surfboards, most of it I can get locally. Some things I get from Sydney but most of the stuff we get locally, so it's pretty good. 00:16:07-2It is good to be here for that because we can get a lot of our stuff pretty well locally and because we have so much good surf here but you could... So if I didn't want to stay living here because it was getting too crowded, I could go probably down the coast further up. And they are not going to get as crowded as here but they still have got their own little surfing communities. A lot of those guys come here to get boards and you probably could open up a small factory in one of those towns like Anglesea or further down Lorne and have a little small surf shop factory and it will probably be like that when you get older and retired. You probably will just do it like that. It will just give you something to do when you could actually make boards for those communities down there because there are still surfers all around the coast but here it is probably more business because there is more population here, more people moving here and all the surf and all the area you can get very easily like Geelong. So it's a lot easier to stay here, for sure. But yes, you could go down the coast or you can go up the coast.You could. It would be probably better if you are going into another state to go and work with somebody, with one of the companies, which I have done. 15 years ago I went to New South Wales and worked for one of the big companies for about six weeks, eight weeks. And then I was able to use their logo down here when I came back. Yes, you could go interstate but I reckon you would be better off working for one of the companies and then sort of building up a bit of a base and then starting to do your own thing. You might still work for that Especially if they are more than 10ft and plus big boards. I know he does them and he does a good job and he has got the room. We haven't got the room to do that so I'll send them straight there and the guys on the corner even though they do some repairs, they still send a lot of repairs down here, some of them might be harder.

	Part 2: The cluster in general
	Yes, that's interesting because the whole cluster
	concept is about physical closeness. Are there other
	06:17-7 So personally you have known each other for a long time? 00:06:20-1 Yes, for a long time. 00:06:24-9 Do you have any relationships to the other surf companies around here, whether the bigger ones or the smaller ones? 00:06:31-3 Yes, we get some of the bigger companies sending people. People that need wetsuit repairs or boards repair. Some of the big companies send them here. 00:06:42-4 So they refer them to you? 00:06:42-1 Yes. We also did some boards for Rip Curl last year, some display boards. They are actually on display at Sydney Airport because they are really high quality. We put photographs on them showing the surf breaks in Indonesia, beautiful full colour photos. They are big like that. So they put them on display at Sydney Airport I think when people are in departure. So when people are leaving, they see these boards. So that was for the Rip Curl. We have done a few things with Quiksilver and some other companies and that. So we get a little bit of stuff off them. 00:07:20-7 So they use you as sub-contractor? 00:07:25-1 Yes. 00:07:28-0 What do you think why don't they do it themselves? 00:07:28-0 because you are doing wetsuit repairs." -"Yes, no worries, we can do it." That is what most of our those?" people coming in saying "Somebody sent me her reasons why it is good to have all these businesses close by for you or for the whole industry? 00:08:35-4 There is always some stuff with people going on about how keeping everything local but then also you keep the carbon footprint smaller. Because you don't have any stuff brought down from interstate or overseas if you can get it done locally and you can get it done with good quality and with a good price and in a good time frame, then get it done locally. Because you know they are just up the road and you can check on it. You can see how it is going. It's probably going to cost you less because there is no transport. It's just easy to go down there and then they can see how the progress is going. They will just come up here once a week and asking "How is it going?" and they have a look "Great, no worries." 00:09:37-8 In terms of clients do you use the retail shops here as well? 00:09:43-3 No, not really. It's too hard with the retail because a lot of the bigger shops do get stuff from overseas and have their own personal doing stuff whereas we did a little bit of retail stuff but then all of a sudden you have to sell it to them cheaper so that they can make a profit on it. It's just not worth it in the end. It's better to just have a small shop here, people just wandering in and ordering boards. Even though we sell the boards a little bit cheaper than what retail does because it's a factory outlet, we still make money out of this. It works out a lot better. We don't have to put massive margins and mark-ups on it because we haven't got retail staff in a shop to pay for. A lot of people come here because one of their mates has bought a board and they ask how much was that. And they say that was a good price. They want a board as well and come here and get one. That helps as well. 00:10:39-0 So it's basically word-of-mouth marketing? 00:10:44-9 Yes, word-of-mouth and that's just being surfing all the time, to see people in the water. People say "That board goes good. Who has shaped that? Where did you get it from?" So it makes a massive difference. And then half a dozen more of my mates that surf where I am surfing at Bells and those places, they are all on my boards and they are good surfers. People ask them "Where do I get one of Some of the repairs they might send down here because they are too hard to do it but they know we can do it. They don't want to do the big jobs. Then stuff is, the majority. 00:12:15-1 Do you think that it is more the locals that prefer custom hand-made surfboards and it's more the tourists who buy Rip Curl boards and the like? And they might be only here for summer. They just want to go surfing and they have to sell it or go home and stick it under the house and come back next year. Whereas people that are now moving down here and the population is getting bigger, they might have a board like that they bought last summer or a couple of summers ago and then they are like "I want a next board, I want something better. And instead of going around the shops and having a look, this guy that he knows from surfing or meeting in the water, he goes "Go and see Dicko, he will make you something you are after." So they come in and say "Look, this is my old board, I want to get something a bit better." and they get something made. So you pick up a lot of business like that now that they actually want to get something hand-made. A lot of them come in and ask "Are you guys hand-shaping boards in here?" -"Yes, we do. We don't make anything with machines or anything like that."-"Great, I want to get something made." 00:14:09-8 So they appreciate that? 00:14:10-1 I think a lot of people understand and appreciate They might have a design and go "Can you do that?"-"Yes, no worries, we can do that, easy." 00:15:04-7 What about the supplies that you need to make your boards, where do you get it from? 00:15:07-8 No, most of these products are marine based, it could be for boat-building or stuff like that, but there are specific factories that are just doing surfboard stuff that you need just for surfboards. The paint is just car paint, automotive paint. So I can go to any of the body shops in Geelong and take in the colour I want. That's the number. And then I can use that. So you can get your own colours made if you want but it's all automotive stuff. So it's pretty accessible because there are a million different colours with cars. 00:17:01-0 So regardless that you live here but in terms of your business could you go somewhere else to run your business or is this location particularly important? For the customer and the supplier side? 00:17:09-0 There are a lot of coastal places you could go to do it if you wanted. 00:18:28-5 But what about going to a completely different place like Perth or so? So there are waves but in terms of the business network, could you build that up somewhere else? 00:18:40-0 your boards and your logo on it. Then you just build up a base from there. It'll take a while but if you are in a company that is reasonably successful over there and well-know. It wouldn't take that long before people are going I want to get one of his boards etc. So you could build up a little base for sure. 00:19:54-7 Going back to what I said in the intro, the citizenship behaviour, do you think that is happening here? So people having business relationships but going beyond that and helping each other, being loyal, etc. ? Even where we are here with Brownie next door and then the first shop "Pearl", they both send work here and we send work to them. So it's just a little community, even just in here we help each other out. So Brownie next door, he doesn't do any repairs so a lot of his boards come in here. He does a lot of beautiful high-quality, top-end boards and all my boards that I get done that I get a gloss for that is shiny I send them down to the corner shop because they do really good polishes. So I send them a bit of work and then they send us some work. So that works really well. 00:21:51-1 Does it happen that you also share technologies? Yes, sometimes, I would be in there and watching them do stuff and different things and I just ask "What are you doing there?" -"We are using this." Or they might come in here and see me doing something and they might make a suggestion "Why don't you try this stuff or why don't you try that?" Especially the fibre glass guy next door, he has got so much different stuff, it is unbelievable. It's like a candy shop! So they might have some things in there that I haven't seen being used before and they might say "Try this! This has worked really well. See how it goes." 00:22:37-8 So you are all a little bit different specialised? Yes. 00:22:41-3 that. So they can design it? 00:14:59-1 So are those surfing specialised products or are those products that you buy in a general store? 00:16:14-1 company but do your own logo as well as doing So cluster is a concentration of firms that compete their stuff as well and then having some of your and cooperate at the same time. So are those other stuff getting out there as well because eventually you are going to get somebody who wants one of businesses here competitors for you?

he knows that we do a good job in here with our repairs, he send them straight in here now. And then there are certain boards that I don't shape but I know he does. I'll send them to him if I don't do that sort of stuff.

  We do in a way because with the shaping that we do, I might try something different that someone else around here is not doing. The same is Greg next door. He is still shaping boards which are just a little bit different than everybody else. He goes and surfs them and then all of a sudden people see him. And the same thing happens with some of the stuff that I do for myself. People would see me in the water and say "That's different." and they might come in and take a board for a surf and come back and say "Yes, I want to get one of those. That's fantastic." So you always are doing something that... You do all your boards for your customers that are just normal every day boards but then occasionally they might come in and say "Sometimes you go through like here recently I have got some books with a lot of boards in there from the 60s and 70s. I might be flicking through one and see something and I might get an idea of it and I change it. It might look similar but I have made it a bit more modern so that it is a bit more updated. So I'll go and try it and find out if it works well. So you might flick through some magazines or go online and see what some of the guys in America or Europe are doing. I might have a look through them and find some good ideas and just change them a little bit, just to make it a bit different. And if it works, I do some more. Like the same thing happens, people come down because they saw the board in the water. They have a go on it. 00:27:57-7Yes, sometimes I have been next door and Greg might have some boards in there that people have taken in there that are different for him to have a surf on because he is such a good surfer. He might go "Yes, that went good or not so good." So he might do a copy but change it. So I'll ask him what he thinks is good about this. And it's the same, I might say to him "I saw someone surfing one of those boards and it didn't go really well so I am not sort of really interested but I might try something different like that." So yes, you go into a couple of the factories and you might some different ideas of them but you don't necessarily have to use them but there might be some really good ideas. You sort of look at them and think whether you might try them. I might see a board sitting in the shop and you might get an idea of that and you bring it back here.Yes, they are on different boards to what they ride there. So he has his sort of stuff that he does. And I have a look at some of them and I can do the same sort of boards but they are not the boards I ride. That's what he rides so he has got a good base because I know that's what he surfs and that's where they are going to go. Whereas with the other sort of boards that I ride, a lot of people know that I ride fishes all the time, certain styles, that's where we go and get one of him. I do heaps of them. So that's when you start getting your own customer base like that, specific boards. So even Greg might have some really cool fishes in there, they are still sort of different to what I do or what I like. They are just different. And he does come in here and he sees some of the stuff and he says "That is cool. That looks pretty good." He doesn't necessarily go and copy it. He just does his own thing. 00:31:03-4

	Part 3: Innovation in the cluster	
	What do you think about innovation? Do you do	
	innovation here in this shop? 00:24:33-6 Do you have any relationships to schools or clubs	
	down here? 00:31:05-8	Does it happen that with your neighbour here that
		you have a chat with him about how to make a
		better board for a particular demand, for example
		bigger waves, so does it happen that you sit
		together and discuss that?
	Can you	
	do me something different? I saw you riding	
	something different the other day." And I might say	
	"Take mine for a surf." and see how you go. And if	
	they like it, I will do one then. And then all of a	
	sudden a couple of their mates might come in and	
	say "I saw that board. That was cool. I'll get one of	
	those." Especially the two of us here we are always	
	trying to do something a little bit different that we might be surfing that might spark people's interest and all of a sudden that gets you more business cause it is something different. Some of them come and say "I didn't know that you did boards like that." 00:26:00-8	And you might use only part of that idea and then build something yourself around it and change it a little bit to suit yourself. And then if that works, I'll take it for a surf. If that then works, then I can pass that on to the customers. 00:29:26-6
	So it starts with an idea from yourself and then you take it out in the market?	So does it happen that you work on one board together? 00:29:29-6
	Yes, people see me surfing it and if you are surfing really well on it and you are catching lots of waves and you are having a lot of fun, they want that. They want to be doing what you are doing and you look at their boards and you say "That's board is not going to go like this board. This board is totally different." So they say: "Can you make me one of those?" because they want to go fast. So all of a	No, he does his own stuff and I do my own stuff. He surfs Torquay Point a lot so he has a big customer base at Torquay Point with long boards and mals and that because he surfs out there a lot because he is Australian Champion or something, a long boarder. Whereas I don't surf there very often, I surf Bells more often. I probably have a bigger clientele at Bells and on certain points. 00:29:56-9
	sudden you might pick up a few extra orders	And you use different boards on Bells? 00:30:00-1
	because you have just been out on something	
	different and people see you riding it.	
	How do you get the ideas of what you could	
	differently? 00:26:46-9	

  They will go "I need a new board, where do I go and get one? We don't want to go to the shops.But what do you think about people new to surf?They just need to get educated. The surf schools probably do need to educate them a little bit more than what they do but you never are going to stop that because there is going to be people that are going to the surf schools, that want to learn to surf and as soon as they think that they can stand up on a surfboard, they are going to go to Bells because it is famous. And also you get the other side of it, you get good surfers like a there is a bunch of mates in a car. There are four guys in the car. Two of them won't be able to surf but the other two can but they take them out not using any common sense at all that these guys could potentially drown or hit somebody with their board. So they have got to start educating people more about that, that it is getting busier and that they just have got to be more careful in the water and they have got to be surfing for five or ten years before they start going to these major breaks because a lot of the times it is not the guys that can't surf that get hurt. It's the good surfers because the other one is on the wave and it's the guys that can't surf that are throwing their boards in front of them. So they are getting hit by boards or are trying not to run over someone and getting hit by their own board. So whether the surf school educate them enough, I don't know because I don't go their doing any lessons but they just have to let these people know that you can't just go having some lessons and then you are standing on a softboard thinking you are Kelly Slater and you are going to Bells surfing now. It just doesn't work like that. It can take you five years or maybe more of surfing every day before you should be going to those places. You have not got only to learn to surf, you have also to learn water sense and that's what people were lacking. They don't have any water sense. It's like when you see fishermen and they turn around. They are not even looking at the water and then a wave sweeps him off the rocks. Things like that. When you are near the water you have got to keep your wits about you. It might only look like it's small (swell). So you could be sitting out there talking to someone and not taking any notice and then next time a bigger wave comes and balls you over and snatches your leg rope and you can't swim.

	They charge too much." 00:34:31-4
	So they charge more than you for a custom made
	board?
	Yes, way more. And they charge more for the
	boards that are made in China and Thailand as well.
	And they get them cheaper but they charge more for
	them. So a lot of people are starting to realise that
	"If we are going to pay that much for a board of Rip
	Curl that is made in China, I'd rather going to get
	one hand-made and pay the same or a little but less
	but I know that I will get a good quality product.".
	So hopefully that is where we start to see the
	industry turning a little bit. People are starting to
	realise that if they are going to pay AU$ 800 or 900
	for a board that has got a Thailand sticker on the
	bottom of it. And then a lot of people come in with
	boards that need repair and we are saying "This
	thing is made in Thailand." and they are like "I
	didn't know that. If I had known that I wouldn't
	have bought it." and they don't realise. So now we
	get a lot of guys come in that have been around the
	shops and they notice that they have got a lot of
	boards made in Thailand. So that's when they come
	in here and ask us whether we make boards here by
	hand. And I might quote them a price for what they
	are after and they are surprised by the price. They
	would have thought it is way more than that. And I
	say "No, this is what you are going to pay for it."
	And they are stoked because they would be going
	to pay just as much or more for one that wasn't
	made in Australia that cost nothing. We would
	rather keep the money here, keep the money local
	and get a local board. 00:36:07-5

Frequency Count Report Example SAILBRIT Frequency

  Counts of Coded References across Interview Analysis Report (SAILBRIT)

	Table 1. Location-			Table 3. Interorganisational	Table 5. Innovation		
	specific Factors			Links				
	LSF	440	IOL	337	IN	346
	LSF-ECO	141	IOL-IOR	168	IN-SOU	187
	LSF-GEO	40	fIOR	111	IN-SOU-CON			9
	LSF-HIS	32	iIOR	57	IN-SOU-EXT	138
	LSF-POL	66	IOL-ION	169	IN-SOU-INT			40
	LSF-SOC	80	fION	55	IN-PHA		91
	LSF-SPO	81	iION	114	IN-PHA-IDE			31
	Table 2. Cluster			Table 4. Interorganisational	IN-PHA-INV			40
	Organisations			Behaviours		IN-PHA-COM IN-PHA-COM	16	20
	CLOR CLOR	583 349	IOB IOB	398 211	IN-PROD IN-PROD	63	68
	CLOR-AO CLOR-AC	10	8	IOB-COM IOB-COM	21 34	IN-PROD-MAT IN-PROD-MAT	36	19
	CLOR-ER CLOR-AO	55 9	IOB-COOPET IOB-COOPET	28 6	IN-PROD-SYS IN-PROD-SYS	14	35
	CLOR-GB CLOR-BB	93 70	IOB-COOPER IOB-COOPER	52 14	IN-PROD-USE IN-PROD-USE	13	14
	CLOR-ME CLOR-DS	76 14	IOB-COL IOB-COL	73 41			
	CLOR-MC CLOR-ER	31	7	IOB-ICB IOB-ICB	224 116			
	CLOR-MS CLOR-ES	48 44	IOB-ICB-ADV IOB-ICB-ADV	61 27			
	CLOR-NA CLOR-GB	32 92	IOB-ICB-ALT IOB-ICB-ALT	44 35			
	CLOR-PS CLOR-MC	113 8	IOB-ICB-COM IOB-ICB-COM	1 2			
	CLOR-SR CLOR-PS	39 25	IOB-ICB-CONSC IOB-ICB-CONSC	32 6			
	CLOR-SY CLOR-SC	112 46	IOB-ICB-CONST IOB-ICB-CONST	22 22			
				IOB-ICB-LOY IOB-ICB-LOY	47 22			
				IOB-ICB-TOL IOB-ICB-TOL	17 2			

Table 5 .

 5 Innovation Table 1. Locationspecific factors

Table 3 .

 3 Interorganisational Links

Table 4 .

 4 Interorganisational Behaviour

Table 2 .

 2 Cluster Organisations

Institutional thickness is 'an elaborate network of institutions whose task is to represent, mediate conflicts and collaborate with each other'.(Amin, 1994, p. 21).

In cluster theory 'lock-in' situation means that a cluster is isolated from cluster external influences which leads to its decline due to a lack of stimulation and the inaccessibility of new knowledge and innovations[START_REF] Martin | Deconstructing clusters: chaotic concept or policy panacea[END_REF].

ANZSIC stands for Australian and New Zealand Standard Industrial Classification.

Elsewhere the term 'product' or 'sport product' is used or perceived as a generic term including (sport) services, goods, locations, events, and people(Kotler & Bliemel, 2001a;[START_REF] Mullin | The Sport Product[END_REF].

REACH stands for 'le règlement sur l'enregistrement, l'évaluation, l'autorisation et les restrictions des substances chimiques' which means the regulation of registering, evaluating, autorising, and restricting chemical substances.

A daggerboard is the equal to a keel in a monohull boat. It is vertical planks that go through the hulls to prevent the boat from going sidewise

C'est compliqué, en fait, aujourd'hui, tous les projets sont contractualisés, soit avec une facturation, soit avec une convention, avec le cluster GB4, parce que la structure c'est GB4, donc c'est une association. Tous les projets sont régis et réglementés par des conventions, donc des accords définis d'engagement entre l'association, les entreprises et le consultant indépendant. Donc tout ça c'est contractuel, également les factures. Maintenant une fois on arrive au bout de la mission et qu'on délivre les résultats, là, il n'y a plus de termes d'agreement. On laisse nos entreprises se positionner et utiliser notre savoir-faire. Par exemple Notox, on n'est jamais allé leur demander des royalties ou un retour d'investissement par rapport à ce qu'on leur a donné. Nos services et nos études et notre plus valu d'information, elle est au

Attachment 1: Publications in local journals

Attachment 2: 'Suivi' Summary by Eurolarge

Source : Surfersvillage, 2013, http://www.surfersvillage.com/surfing-news/58397#.UQmbPvKKyuI, accessed :

31.01.2013 

Attachment 2: Entry form

Acknowledgements

VI

Acknowledgements

University of Paris South with Auckland University of Technology DEPARTMENT OF SPORT MARKETING AND MANAGEMENT

Abbreviations

Appendix A: Interview Guide

Interview Guide 1 Introduction

(This is on order to understand the background, position, and perspective of the interviewee.)

1.1 Introduction of myself and the project/ interview. In this research we investigate in particular the role of the concept interorganisational citizenship behaviour for the development of innovation. We study this phenomenon in different sport clusters in France, New Zealand and Australia, in the sports sailing and surfing. Sport clusters are defined as geographic concentrations of interconnected firms and affiliated organisations that have an interest in a particular sport or recreational activity and related products and services, and that compete and cooperate at the same time.

The interview will take 30-60 minutes and will mostly consist of open-ended questions. For the purpose of clarification I will ask you to confirm the data after the interview based on a transcription of the interview. The interviews will be audio recorded to ensure accurate transcription of the data. Participation in this research project is fully voluntary. We will ensure that the names of research participants and organisations will be disguised in all reporting of the research findings.

Otherwise we will ask you for permission to use your or your organisation's name. The data collected during interviews will only be processed by the researchers and potentially a professional transcriber, who will be required to sign a confidentiality agreement. On your request the interview and its recording may be stopped at any point in time. You may withdraw information after the interview.

The final research report will be made available to you. Questions to summarise: Is there anything else that you would like to add to increase my understanding of how your O/F interacts with others and how this contributes to innovation?

1 Behaviour of one organisation towards other organisations in the cluster that is beneficial for the effective functioning of the cluster but which is not part of formal or contractual agreements. We allow them to sell it and actually in that case, that is all made in Sri Lanka. And so they are able to buy it from there and sell it. They don't actually make anything new, it's all made there singlesourced. 00:40:44-9

Appendix C: Node System

From different companies but made in the same factory?

No, so hulls we make them and the other two make them too in Asia and the UK, but the masts and sails are all coming from Sri Lanka. 00:41:01-6

Which are the main parts?

Yes.

Ok, thanks, I have asked all my questions. Thanks for the interview.

( The EuroSIMA Surf Summit is the most important annual event in the French and even European surf business and industry. It is a two days event to which all EuroSIMA members are invited. A program is organised consisting of expert talks, round tables, and presentations. The program foresees also a number of coffee breaks to give the members and conference participants time and space to exchange informally. Figure 1 shows the first speaker of the EuroSIMA Surf Summit 2012, Géraldine Fasnacht.

I visited the conference with my co-worker and we arrived at 9:50am at the event location, the Casino in Hossegor. The parking space was not very busy; maybe about one third was filled with cars. People were still having coffee and snacks when we arrived but started to move into the conference room. Most of the participants are dressed leisurely, a few wear costumes. In the afternoon session the public has changes a bit. Approximately half of the more senior professional audience has left and has been replaced by new guests, notably students from the Institute Universitaire Professionelle (IUP) de Bayonne. These students follow different formations around the surf industry. The afternoon turns out to be more interactive. This is one the one hand due to the new public, on the other hand due to the more dynamic approach of the afternoon speakers who seeks to involve the audience actively.

The first three speakers talked in French, while the last speaker insisted to speak in English, even though he was French. Live translation via headphones was available in English to French and French to English.

Day 2, Friday, 28.09.2012 (Attachment 3+4)

On the second day, we arrived a bit after 10am because we watched the kick-off of the surf competition "Quiksilver Pro France". However, this seems had happened to other conference attendants as well and especially to the first speaker who is a surf professional and participating in the contest. At 11am we are just about 15 persons at the conference venue. At lunch time the speaker has still not arrived and the session seems to be cancelled without any official announcement. I conduct an interview for my research with the representative from the Conseil Général de Landes (CG40) Eric Sargiacomo in the meantime. Lunch is served and some more people arrive, probably returning from the beach where the surf competition is held.

In the afternoon the conference room fills up and the conference continues with the scheduled programme. I (AG=Anna Gerke) manage to interview Fréderick Basse (FB), director of RipCurl and president of EuroSIMA, briefly.

AG: Are you involved in the cluster activities and especially in innovation?

FB: Not directly, I am just giving the general direction, "les grandes lignes", the vision where to go next. The 250 attendeesbusiness leaders, institutions, celebrities, surfing legendswere invited to follow the "Sailor" dress code, and be imaginative and fun! It was also an appropriate opportunity to hold the EuroSIMA Industry Awards ceremony honouring and celebrating companies, athletes and personalities for their outstanding contribution to the development of the boardsports industry in Europe.

Attachments

A privileged moment for one and all to meet in a laid back environment, and reinforce the links between the actors of the surf industry. This observation is concerned with the Surf City Plaza precinct and the Surf World Museum which is located in the precinct. 87 photos were taken during the self-guided visit of the precinct and museum. The museum visit is further complemented by a recording of the guided tour. Key points of the guided tour and selected photographs of the self-guided visit are summarised and presented in this report.

In Appendix 1 the Figures one to six illustrate a photographic tour through from the entrance of the Surf City Plaza precinct to the Surf World Museum which is based at the back of the precinct. Figure 1 shows the Surf City precinct from across the road with the headquarters of the two major players in the local and global surf industry: Rip Curl headquarters to the left and Quiksilver to the right. While the Rip Curl tower and building is the real global headquarter of Rip Curl, the Quiksilver building is only a retail outlet. The global headquarter for Quiksilver is in the US while the Australian-pacific headquarter is about 2 km from where the picture was taken behind the Surf City precinct. Between the two towers there are a number of other surf and board sport brands' outlets. Some of them are branded shops such as Billabong and Oakley (Figure 2), while some are multi-brand outlets such as Blunt Skateboarding. Figure 3 show the inner part of the Surf City precinct, the Surf City Plaza with further surf brand outlets such as Reef and also the headquarters of the state sporting organisation Surfing Australia (Figure 3+4). Past the Surf City Plaza there is the walk through to the Surf World Museum (Figure 5).

Figure 6 shows the entrance to the Surf City precinct and the Surf World Museum from the other side where the major car park is.

In the following I summarise the guided tour through the museum with the curator Craig Baird (Figure 7-16).

The museum is split into different sections. In the first section two themes are explored: the origins of surfing, notably in Hawaii and Australia, with first documentations of surfing in painting and photographs (Figure 7).

The second main theme is how came surfing to Australia and how has it developed there over time. Duke Kahanamoku was the one who brought the first surfboards from Hawaii to Australia and was a key person in developing surfing in Australia. Two of those four first surfboards that were brought to Australia are exhibited in the museum (Figure 8).

Room two and three are temporary exhibition space. At the moment of the visit there was an exhibition displayed called "Surfers Their Stories" that explores diversity within surfers. It represents different surfer profiles opposed to the mostly seen image of professional surfers. In this exhibition the diversity of surfers is shown through the presentation of the personal story of twelve different surfers of different ages, from five to 84 years old, different ethical and cultural backgrounds, different professions, different abilities and disabilities, and different origins (Figure 9+10). This exhibition aims at visitors that come from many places that don't have surfing cultures and that wonder what kind of people surfers are. So idea is to show the diversity and mix of surfers. This exhibition aims also at balancing the typical image of young good looking male surfers transmitted by the publicity of surf brands and shops.

The next room is displaying famous surfers' surfboards that were used on different surf championships. The first three fin surfboard is exhibited. It is meant to be the most influencing surfboard for modern surf and called "the grandfather" of all modern surfboards. Simon Anderson rode that surfboard at the Bell's competition in 1981 when the surf was huge and conditions were difficult using this new modern equipment (Figure 11). This was a really significant surfboard in terms of the innovation and development of surfboard design. Surfboards today follow this design pattern and hence it was the most successful surfboard design in history of surfing. No patent was claimed by the inventor and Craig points out that it was not really common in surfing industry to do so. Everybody would either share ideas or nick other people's ideas.

The next room is called the "Board Room" which exhibits the development of surfboard designs and materials from solid timber surfboard, high ply wood through to balsa wood fibre glass then foam fibre glass and different designs (Figure 12). The on-going trend was towards shorter and lighter surfboards so that they are easy to ride and turn. From the initiation of the World Championships in 1964, it has really been competitive surfers that have developed the high performance designs. They have pushed the levels of surfing forwards. There is a direct relationship between competitive surfers or for surfers looking for a competitive advantage and the design and performance of surfboards over time. The other aspect is the change of materials. By simply adapting a new better material the performance of surfboard can be changed, just by the dynamics of the material (Figure 13+14).

Initially surfboards were imported from Hawaii or copied from Hawaiian boards. That was the area of hollow ply wood surfboards that were used in Australia up until 1956. In America there was a gradual transition from those boards to the modern ones. In Australia it literally happened over night. In 1956 the Olympic Games were 128 SR2 states clearly the existence of formal bilateral relationships which is in all cases the customer-buyer relationship with the professional sport teams or other clients (fIOR 4). The stronger theme, however, is informal multilateral networks (iION 7). Here it is either about the informal network of CLOR facilitated by the CGB or the network of involved parties in a particular boat building project.

Interorganisational behaviour (IOB) (Table 4)

Cooperative behaviour (IOB-COOPER 8) is a strong theme in the behavioural section. It becomes evident that the larger part of interorganisational behaviour in which SR2 is involved is limited to the independent work of different actors alongside each other in the same project while each participant focuses on his strengths and responsibilities. The latter are clearly distinguished. For example in the case of a failure of a product, the responsibility lies with the engineers or architect but not with the manufacturer of the part. SR2 maintains good relationships to different competitors at the same time (IOB-COOPET 1). SR2 engages to a limited extent in the advancement of the overall cluster goals or the common project of several CLOR by counselling and advising clients (ICB-ALT 3). With some CLOR such as for example direct competitors that can also result into a joint research and development project (ICB-ADV 3). It happens that SR2 takes on a co-ordinator role within a cluster project in order to improve the way in which results are delivered to the client but from different cluster organisations. This improves not only the image of SR2 but also that of the overall cluster (IOB-ICB-CONSC 2, IOB-ICB-LOY 2).

Innovation (IN) (Table 5)

Links to other CLOR emerge as main theme for source of innovation . This can be a link with professional sport teams in which SR2 is primarily involved in the phase of prototype development (IN-PHA-INV 2). This can be also during the idea generation phase by giving advice for improvement (IN-PHA-IDE 1). This can also be with the purpose of an easier commercialisation (IN-PHA-COM 1) as it happened for an innovation project in cooperation with a shipyard. SR2's director emphasizes the importance of approaching innovation jointly in the cluster but at the same time the need to clearly distinguish responsibilities in such joint innovation projects.

(Edited in Orsay, July/August 2013)