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Abstract 

What are the primary attributes an economic subject should possess in order to become financially 

attractive? There are many possible answers to this question.  This paper focuses on the concept of 

“sustained” competitive advantage as a possible indicator of economic and financial accountability 

for a Public-Private Partnership (PPP) or a firm.  For this purpose, the concept of 'Intermediate 

market (or inter-firm) trade contact’ (ITC) has been devised.  ITC is a transactional capital 

resource measured by the purchases and/or sales within the business-to-business market.  In a 

resource-based view of the firm framework, only valuable (above-normal), rare (concentrated), 

inimitable (stable) and non substitutable (powerful) ITCs become relevant.  The main aim of this 

paper is to discuss the state-of-the art on the subject, by presenting the key progress made in 

relevant studies.  A positive relationship between valuable, rare, low-imitable ITCs and the total 

market sales multiplier (proxy of sustained competitive advantage) has been identified.  This offers 

an opportunity to manage investments considering the most valuable, rare and inimitable 

(consistent) business–to–business relationships as a measure of firm and PPP accountability. 
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Introduction 

This paper deals with the relationship between a firm and its competitive environment for PPPs 

within the resource-based view (R-BV) of the firm.  In a R-BV framework, only resources which 

are at the same time valuable (above-normal), rare (concentrated), inimitable (stable over time) and 

non-substitutable may become a source of sustained competitive advantage, according to Barney 

(1991).  In previous work, the concept of 'Intermediate market (or Inter-firm) Trade Contact’ (ITC) 

as a transactional capital resource measured by the purchases and / or sales within the business-to-

business market has been devised. 

Using EU input-output tables and applying the Supply-driven model, a positive relationship 

between the valuable (above normal) and the total market sales multiplier has been identified (Droli 

et al., 2013a), within the “Hotel and Restaurants” (‘HotRest’) industry.  At the same time, a positive 

relationship between the valuable (above the normal), the rare (concentrated) ITCs and the total 

market sales multiplier has emerged in the “Recreational, cultural and sporting activities” 

(‘Recreational’) industry (Droli et al., 2013b).  Within this industry, the relationship between the 

multiplier and the less imitable (stable over time) ITC appeared in 20 out of 23 countries considered 

by the analysis.  Despite their value and rarity, easily imitable resources can be duplicated by 

competitors and do not allow a firm to achieve a sustained competitive advantage.  

The objective of this study is two-fold: 1. to present the state-of-the-art of studies on the subject; 

and 2. to conceptualize the concept of ITC “consistency” (valuable, rare and non-inimitable). 

The first chapter introduces the five key concepts that will be used throughout the pages that follow.  

The second chapter sketches the database and methodology adopted, while the following chapter 
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discusses how research has progressed to detect valuability, rarity e inimitability of ITCs.  The 

fourth and last part of this paper discusses the central role of the concept of inter-firm trade contact 

in theory, as well as introducing further developments in this research field.  

 

1. Defining the key-concepts 

This section introduces the concepts of: 1.1. Sustained competitive advantage; 1.2. Business-to-

Business market as a “subsidiary” competitive environment; 1.3. The HotRest and Recreational as 

“main” competitive environments; 1.4. Inter-firm trade contacts as valuable B2B relationships; and 

1.5. Resource-based Public-Private Partnership and the Partnering process. 

 

1.1.Competitive versus sustained competitive advantage 

The R-BV focuses the concept of defensible (‘sustained’) competitive advantage.  A firm has a 

competitive advantage when it reaches ‘systematically above the average returns’, according to the 

traditional management approach (Schoemaker, 1990, p. 1179).  One may note that this approach 

includes the concepts of resource and higher return to scale.  By extension, a firm has a competitive 

advantage “when it is adopting a value creation strategy not simultaneously adopted by any other 

actual or potential competitor” (Barney, 1991, p. 102).  Following this author, a competitor (A) has 

a sustained competitive advantage when it is following a value creation strategy that is not 

simultaneously followed by other firms (B) or potential entrants (C) and when these subjects (B; C) 

are unable to duplicate the benefits of the strategy of (A).  For the purpose of this work, some 

general, dynamic and particular differences between these two concepts need to be better explained.  

In general terms, it can be noted that the definition of sustained competitive advantage does not 

focus on the position occupied by actual competitors.  Rather, according to Baumol et al. (1982), it 

considers both current and potential competitors who might enter an industry in the future.  In 

dynamic terms, the concept of sustained competitive advantage adopted by R-BV does not refer to 

the period of time during which the firm maintains a sustained competitive advantage (Jacobsen, 

1988; Porter, 1985).  Although the concept of time can be useful to understand the importance of 

this factor, the R-BV framework favours the concept of defensibility to that of duration.  According 

to Lippman and Rumelt (1982) and Rumelt (1984), R-BV states that a competitive advantage is 

sustained “only if this condition continues to exist despite the attempts to duplicate that advantage 

made by competitors” (Barney, 1991, p. 102).  Finally, if we consider the concept of sustained 

competitive advantage in particular terms, it can be noted that it derives from the absence of results 

produced by the attempts to duplicate a specific strategy. This is because results obtainable from 

specific resources represent itself one of the main resources within the R-BV. In conclusion, the 

notion of sustained competitive advantage requires to use the concept of equilibrium (Hirshleifer, 

1980) when it is considered in general, dynamic and particular terms.  This paper examines the 

concept of “consistency” as a specific form of equilibrium in relationship within the B2B market.  

The relation between a company and its environment cannot be understood without a description of 

these two elements. Indeed, while the definition of firm is sufficiently clear, that of B2B 

competitive environment needs to be clarified in some respects and thus made easier to use for 

research purposes. 

 

1.2.Business-to-Business market as a “subsidiary” competitive environment 

A market whose clients are, in fact, organisations has different characteristics from a market whose 

clients are the final consumers (Håkansson, 1982; Mӧller, Wilson, 1995; Iacobucci, 1996; Ford, 

1990; Naude, Turnbull, 1998; Reid, Plank, 2000; Håkansson, Snehota, 2000; Håkansson, et al., 

2004).  Many definitions of B2B market are available.  For the purposes of this paper, it may be 

useful to consider the concept of B2B market based on Eurostat’s definition of intermediate 

consumption.  Following Eurostat (2008), this is «the value of the goods and services consumed as 

inputs by a process of production, excluding fixed assets whose consumption is recorded as 

consumption of fixed capital; the goods or services may be either transformed or used up by the 



 

 

production process.»  Starting from this definition, it becomes possible to define the B2B market as 

the secondary intermediate competitive environment composed by the set of sales and purchases 

achieved by firms through the use of technological and other means, expressed through data whose 

standards of quality are as high as possible, in terms of statistic reliability, homogeneity, 

accessibility and usability.  This definition can be fit for the purposes of this paper and R-BV. 

 

1.3.The “HotRest” and “Recreational” industries as “main” competitive environments and fields 

of study 

An industry is defined as: «a group of establishments engaged on the same, or similar, kinds of 

production activity» according to Eurostat (2008).  Specific elaborations have been conducted on 

firms belonging to: 1. ‘Hotels and Restaurants’ (Eurostat code No. 55); and 2. ‘Recreational, 

cultural and sporting activities’ industry (Eurostat code No. 92).  

1. “Hotels and Restaurants” (‘HotRest’) industry 

Following the Classification of Economic Activities in the European Community, NACE Rev. 1.1 

(2002), Sector ‘Hotels and Restaurants’ (Code No. 55) includes the following sub-sectors: Hotels 

(55.1), Camping sites and other provision of short-stay accommodation (55.2) which is composed 

by Youth hostels and mountain refuges, Camping sites, including caravan sites, than Restaurants 

(55.3), Bars (55.4) and Canteens and catering (55.5). 

2. “Recreational, cultural and sporting activities” (‘Recreational’) industry.  

This branch is more diversified than the above one.  It comprises seven subsectors from 1) ‘Motion 

picture and video activities’ to 7) ‘Other recreational activities as Gambling and betting activities’.  

Table 1 provides a detailed list of the types of company that make up this main competitive 

environment. 
Insert Table 1 as near as possible to this position 

 

1.4.Business-to-Business Relationships versus ITCs 

In the last few decades, client-supplier relations have become an integral part of B2B marketing 

theory (Ford, 2001, 1997, 1990; Håkansson, 1982; Turnbull and Valla, 1986, Fiocca et al., 2009).  

As acknowledged by Ford et al. (2011, p. 10), “B2B interactions may go much further than just 

conversation and negotiation”. In other words inter-firm exchange constitutes a specific kind of 

B2B relationship.  The importance of B2B relationships as a firm’s resource has been 

acknowledged by different authors (Ford, 2011; Bocconcelli, Tunisini, 2007, Fiocca et al., 2009, 

Håkansson, Gadde, 2002; van Weele, 2002).  In general terms, “many of the resources on which a 

firm’s competitive advantage depends are outside the firm”, according to Ford et al. (2011, p. 2).  

This statement recognizes the importance of the competitive environment as a source of firm’s 

resources.  This is also due to the huge importance of outsourcing for some types of companies 

characterised by high levels of know-how (Bocconcelli, Tunisini, 2007).  In dynamic terms, good-

exchange (purchasing) inter-firm relationships represent resources of particularly high importance 

when it comes to define firms’ strategies (Fiocca et al., 2009, Håkansson, Gadde, 2002; van Weele, 

2002). 

This paper considers B2B sales relationships and, more narrowly, B2B goods-exchange as 

resources which can become sources of sustained competitive advantage.  For the purpose of 

understanding if, where and when B2B goods-exchange relationships become sources of 

competitive advantage, the concept of inter-firm trade contact (ITC) has been devised (Droli et al., 

2013a).  ITCs are transactional capital, both internal and external resources, measured by B2B 

purchases and/or sales.  In other words, they are the resource made up by B2B good-exchange 

relationship as they result from transactions whose economic value is above a given threshold 

calculated on the basis of the number (n) of industries in the B2B market and set at 1(2 * n).  In the 

27 EU Member States, up to 2007 there were 59 such industries according to the Eurostat NACE 

Rev.1.1 classification system (Eurostat, 1996), and 65 after the introduction of the NACE Rev.1.2 

system.  



 

 

 

1.5.Public-Private Partnership and the Partnering process in the R-BV framework 

As widely acknowledged, there is not a commonly accepted definition of Public-Private Partnership 

(PPP).  In general terms, a partnership is “a management approach used by two or more 

organizations in order to achieve specific businesses goals through optimizing the effectiveness of 

each participant resources, according with the United States Army Corps of Engineers” (Kerzner, 

2006).  This definition underlines the importance of shared resources and seems to be fit for the 

purpose of this paper.  Furthermore, it introduces the concept of interdependence that links the 

public and the private.  Because of this, the development of productive PPP represents one of the 

most important challenges for organizations, according to some scholars (van Ham, Koppenjan, 

2001). Two of the features, that make a PPP particularly complex to study, are partner formal 

autonomy and the inability to use authority leverage.  These features, along with others, led to the 

development of the concept of "partnering"  as “the development of productive, long term, strategic 

relationships between customers and suppliers, based on achieving best practice and sustainable 

competitive advantage” (Lendrum, 1997).  It emphasizes the importance of a competitive advantage 

which is defensible over time. Following this concept, partnering can be seen as “a structured 

process that brings the stakeholders together to align individual objectives, focus resources on 

resolving key tangible issues that are affecting individual performances”, according to Dombkins 

(1998). This study moves in the direction of productivity, ROI, and self-financing of PPP which 

constitute key-elements of the Public-Private Partnering discipline (Droli, 2008a, 2008b, 2007). 

 

2. Database, methodology and approach 

This section discusses: 2.1. Eurostat database; 2.2. General methodology; and 2.3. Cross-level 

approaches adopted to carry on other researches in this field. 

 

2.1.Eurostat database 

The database used in our researches is EUROSTAT symmetric (59x59) input-output tables (1995, 

2000, 2005, 2007 and 2008 years) for the EU-23 countries (EUROSTAT 2012).  This database 

represents a key component of ESA-95 (European Commission, 1996) and CPA, NACE-Rev. 1 

(EUROSTAT, 1996).  

At the time of writing (2013, June 16), the figures available for 2008 are for the EU-27 and the Euro 

area (23 countries) as a whole.  Unfortunately, these data are not comparable to the previous ones, 

since they have been collected on the basis of the new classification NACE rev. 2 (EUROSTAT, 

2008b).  Databases for the years after 2008 are available at individual country level.  National 

databases of the EU Member Countries are consistent with the United Nations’ System of National 

Account and are therefore among the most suitable for large scale comparisons.  

 

2.2.General methodology in brief
2
: the “horizontal supply-driven model” 

The supply-driven model does not use the vertical coefficients of the traditional Leontief demand-

driven model.  It is concerned with the denominated forward linkages and it uses the market share 

matrix B and its inverse [I-B]
-1

  
3
.  Note that the supply-driven model is also known as mirror 

model, as it implies the inversion of the causal flow with respect to the more classical demand-

driven model.  Actually, the vertical model emphasizes the hierarchy of upstream flows (input 

purchases), while the horizontal model focuses on the hierarchy of downstream flows (intermediate 

sales). 

The methodology adopted implies the use of a direct horizontal (or distributional) coefficient matrix 

which is called “intermediate scale” matrix.  This matrix expresses the ratio between the sales from 

one branch to any other branch and the total deliveries of products from the same branch in the 
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 See: Droli et al. (2013a; 2013b) 

3
 Note that the former matrix is also denoted [I-Q]

-1
 and called Ghosh’s inverse matrix (Ghosh, 1958, pp. 58-

64). 



 

 

economic system (Chang, 1994, p. 91).  The studies conducted consider only intermediate market 

good-exchanges with a specific threshold value (1/2n) where n is the number of branches (59). 

These are called inter-firm trade contacts (ITC).  Following Ghosh, the supply-driven model should 

consider forward causal relations which take into account the economic rationale of the production 

process, from primary inputs to final goods (Ghosh, 1958). 

 

2.3.Cross-level approach 

These studies adopt Eurostat databases and input-output tables within the framework of the 

resource-based view of the firm.  This approach is cross-level (macro-micro), because both input-

output analysis and R-BV are micro-rooted.  Fortunately Eurostat databases are collected at firm 

level and this enables the use of input-output tables for firm purposes as well.  This option is also 

available in those countries where databases are homogenous, and this has been known for a while.  

As pointed out by Wassily Leontief, “in practical terms, the economic system to which input-output 

analysis is applied may be as large as a nation or even the entire world economy, or as small as the 

economy of a metropolitan area or even a single enterprise. In all instances the approach is 

essentially the same’. (Leontief, 1986, p. 19).  Despite this, the potential of input-output table data 

have not been fully realised.   

Regarding the micro-application of R-BV, one should consider that this theory stems from the 

seminal work of Edith Penrose (1959) who innovatively pointed out the need to consider resources 

as a propeller for firms’ growth in the long period.  It is not a coincidence that other scholars 

consider the micro-foundations for R-BV as one of the most important mainstream elements within 

the R-BV theory and field of research (Kraaijenbrink et al. 2010; Foss, 2011; Coff, Kryscynsky, 

2011; Garbuio et al. 2011, Baron, Ensley, 2006; Nicolau et al. 2008; Ucbarasan et al. 2009; 

Davidsson, Honig, 2003; Shane, Ventakaraman, 2000). 

 

3. Discussion on progress 

Following the R-BV perspective, only some of the firm’s resources can be considered strategic for a 

defensible competitive advantage.  This section offers a definition of: 3.1. Valuability; 3.2. Rarity; e 

3.3. Non-imitability (Barney, 1991), which are central to the R-BV used to assess ITCs.  In each 

specific section we introduce the studies undertaken, the field of research, the objectives, concepts, 

methods and instruments that have been adopted, results-advancements, impacts and dilemmas. 

 

3.1.Valuability of ITCs 

Following the R-BV, the first attribute a resource should have to become a source of sustained 

competitive advantage is ‘valuability’, according to Barney (1991, p. 106).  As suggested by early 

studies conducted on sustained competitive advantage rooted on the SWOT (strenght-weakeness-

opportunities-threats) management framework (Porter, 1980, 1985; Hofer, Shendel, 1978; 

Stinchcombe, 1965; Penrose, 1958), a firm can achieve a competitive advantage through its internal 

strengths and especially through interaction with its environment.  A firm’s resource becomes 

valuable when its value has been acknowledged within the environment in which the firm operates 

(Barney, 1991). 
First research  

Field of study: “HotRest” industry 

Objectives. The objective of the firs research (Droli et al., 2013a) was threefold: 1. to define ITC; 2. 

to define valuable ITC; 3. to verify the relationships between valuable ITC and a proxy of sustained 

competitive advantage given by the input-output model. 

Concepts, methods and instruments. The concept of ITC has been introduced above.  This study 

defined the concept of ITC valuability as “sales level above a threshold value from firms that obtain 

the same aggregate groups of products (branch), induced by their client firms from other branches, 

and which becomes observable when it exceeds a minimum level of importance that is determined 

considering the structure of input-output tables”.  Ghosh's supply-driven model has been applied to 



 

 

Eurostat symmetric input-output tables of 23 European countries which formed the panel of 

research.  The Input-Output analysis threshold is calculated on the structure of the B2B market.  It 

is generally fixed at 1/2n, where n is the number of branches (59).  The filtered values indicate the 

above-normal performances and thus B2B sales valuability (ITC).  
Results. The following are the main results: a. the frequency of valuable ITC and concentration 

indexes (ITCs rarity) have been measured; b. a direct relation between sales multiplier for 

productive use and frequency of ‘total’ (direct + indirect) valuable ITC has been identified.; c. a 

high regression coefficient (R² = 0.963) indicates a possible relationship linking the two above 

mentioned variables (y = 0.0483 x
0.8286

); no direct relations between ITC concentration index and 

sales multiplier for productive use have been found; d. a relevant value of indirect sales has been 

observed. 

Impact. The following considerations emerge: a. ITCs within Hotels & Restaurants industry are a 

valuable but non-strategic resource; b. the possibility to leverage ITCs as a valuable resource to 

exploit opportunities and neutralize threats exists; c. a second competitive environment should be 

selected as a field of research for ITC analysis.  

Dilemmas. Quantifying the valuability of a resource may be useful to select those environments 

eligible for funding, but does not identify the ones where there is a possible sustained competitive 

advantage.  Further analyses are required to identify those environments where ITC indicates the 

possibility to build-up a sustained competitive advantage.  

The Recreational primary environment considered for this purpose is strictly linked with the 

previous one and constitutes an important element of a wider tourism value chain.  

Second research 

Field of study: “Recreational” industry 

Objective. The objective of this research (Droli et al., 2013b) was to investigate the role played by 

indirect sales-clients in determining the direct relation between sales multiplier for productive use 

and frequency of total valuable ITC in 23 EU countries. 

Concepts, methods and instruments. The concept of ITC has been introduced above.  This study 

devised the concept of indirect B2B (“hidden” or “ghost”) client as “the portion of inter-firm trade 

contacts stemming from the indirect customers of an industry or company” (p. 317). The ITC 

analysis (HotRest) protocol adopted within the Hotels & Restaurants field was implemented and 

applied. 

Results. 1. The frequency of ITC hidden-clients (55.7%) relative to direct ones (44.3%) has been 

measured in 23 EU countries and 59 sectors; 2. a direct relationship (R
2
=0.84) between frequency 

of valuable hidden clients and its market sale multiplier for productive use has been found. 

Impact. the following elements emerge: a. the role played by hidden clients in order to define firms’ 

strategies aimed to exploit opportunities and neutralize threats; b. the possibility to raise awareness 

among entrepreneurs, stakeholder and, specifically, investors on the strategic role played by them in 

increasing B2B sales; c. ITC is a spill-over resource to be exploited when strategies are needed to 

defend the competitive advantage. 

Dilemmas. Any further analysis in this direction is not part of the doctoral research and is therefore 

postponed.  Further research could be aimed at investigating ITC rarity within the Recreational 

sector.  

 

3.2.ITC’s rarity 

A valuable and scattered resource can increase the homogeneity of ‘conditions of competitive parity 

among firms’ (Barney, 1989).  Moreover, it may increase the chances of economic survival (Porter, 

1980), but cannot support the creation of a 'sustained' competitive advantage or create an advantage 

for a specific firm (Barney, 1991).  Following the R-BV, only valuable resources which are not 

available to other active or potential entrant firms can effectively support strategies able to generate 

competitive advantage (Barney, 1991, p. 107).  Thus, ‘rarity’ is the second additional resource 



 

 

attribute that an ITC should possess to activate valuability in a R-BV perspective.  Further analysis 

moved in this direction.  

Third research 

Field of study: “Recreational” industry 

Objective.  The objective of this study (Droli et al., 2013c
4
, under publication) was to enlighten the 

relation between rare (concentrated) ITCs and sales multiplier for productive use within 23 EU 

countries. 

Concepts, methods and instruments. A cross-section analysis was carried out.  The ITCs rarity is 

defined as their relatively low frequency (high concentration) or as a unique case among the same 

type of firms from other countries (Chang and Iseppi, 2012
5
, Droli et al., 2013a). 

Results. A. The intermediate market sale concentration indexes ΣC2 and ΣC3 regarding respectively 

the first two and three main direct and indirect customers exceeding the valuability threshold 1/(2 * 

59) have been measured; b. direct relationships between the sale multiplier and the valuable (above 

normal) sale ITC concentration indexes ∑C2 (R
2
=0.602) and ∑C3 (R

2
=0.707) have been found; c. 

the concept of “valurable” (valuable & rare) ITC as “a measure of extra-capacity possessed by a 

resource to sustain competitive advantage aimed strategies” has been elaborated. 

Impact. This research gives an answer to the question posed by Barney (1991, p. 107) on “how rare 

a valuable and rare firm’s resource should be in order to become a source for sustained advantage” 

within the Recreational B2B market environment.  Furthermore, firms and their PPPs can choose 

the sector to partner with in order to cope with short-term competitiveness issues.  

Dilemmas. Valuable and rare resources may have the potential to generate a sustained competitive 

advantage as long as the number of firms or PPPs that possess that resource remains low 

(concentrated) over time, according with the R-BV.  This entails the need to verify the relation 

between the last two attributes of the resources and the sales multiplier within the same B2B market 

environment. 

 

3.3.“Low imitability” of ITC 

According to the R-BV,  “whether or not a competitive advantage is sustained depends upon the 

possibility of competitive duplication” (Barney, 1991, p. 102).  Achieving this result requires that 

the valurable resource, the innovative products or innovation processes that have been set-up 

starting from this resource, remains difficult to imitate over time.  The requirements of a difficult to 

imitate production process are well known and include “social complexity” (Dierickx and Cool, 

1989), “causal ambiguity” (Lippman, Rumelt, 1982), “switching costs” (Montgomery and 

Wernerfelt, 1988), etc.. Within the R-BV, Miller and Shamsie (1996) already identified the 

important role of predictability in the relations with the competitive environment for the economic 

performance of firms operating in a knowledge intensive sector such as the film industry.  

Fourth research 

Field of study: “Recreational” industry 

Objective. The objective of this study (on-going) is to enlighten the relation between low imitable 

(stable over time) ITCs and sales multiplier for productive use within 23 EU countries. 

Concepts, methods and instruments. The study measures the stability of (horizontal) sales 

coefficients and of ITCs in those EU countries with homogenous data, through the correlation 

index.  

Results. The progress from this study show the high stability of ITCs over the last decades.  

Furthermore, since there is a high direct correlation between the stability of horizontal above-
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5
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threshold coefficients (valuable) and the sales multiplier, there is no need to verify the relation 

between these two elements, as was done for valuability and rarity in previous works. 

Impact: quantifying the ITC may become important when there is a need to define B2B marketing / 

relationship management strategies aimed to cope with competition in the short-middle run. 

Dilemmas. As specified by Barney, the valuable, rare and low-imitable resources may become a 

source of competitive advantage only if competitors cannot substitute that resource with another, 

different one , but it is useful to implement the same strategy.  Consequently the need arises to 

verify if and where ITCs possess the last (but not least) attribute which allow ITC to became a 

strategic resource.  Non-substitutability will be discussed in future research. 

 

4. Conclusions 

The present study aims to compare the methods and the results obtained in experimental studies 

carried out in the context of R-BV theoretical framework. The articulated examination of the 

validity of this theory three main hypotheses was made. From a theoretical point of view, a new 

element regarding ITC is added to the analysis related to B2B marketing. From an empirical point 

of view, the portability of those methods extended to PPP contexts has been verified. The validation 

of the three above-mentioned hypotheses allows using the ITC as an indicator of economic 

accountability. The fourth hypothesis that remains to test is still the one that connects non-

substitutability with sale multiplier which has being studied and object of a forthcoming 

publication.  
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Table 1 
92   Recreational, cultural and sporting activities   

Code Sub-sector description This item includes This item excludes 

92.1   Motion picture and video activities     

92.11   Motion picture and video 

production   

 - production of theatrical and non-theatrical motion pictures whether on film, 

DVD or video tape for direct projection in theatres or for broadcasting on 

television; •  production in a motion-picture studio, or in special laboratories for 

animated films or cartoons, of full-length films, documentaries, shorts, etc., for 

public entertainment, for promotion, education or training; - supporting activities 

such as dubbing etc.; - activities of sound-recording studios   

– film duplicating as well as audio and video tape reproduction 

from master copies, see 22.3; - film processing other than for the 

motion picture industry, see 74.81; – agency activities, see 74.87; – 

production of films or tapes normally produced in television 

studios, see 92.20; – activities of own account actors, cartoonists, 

directors, stage designers, lighting directors, etc., see 92.31;  

92.12   Motion picture and video 

distribution   

 – distribution of motion pictures, DVDs and video tapes to other industries but 

not to the general public. This involves the sale or renting of movies, DVDs or 

video tapes to other industries, as well as activities allied to the distribution of 

films, DVDs and video tapes such as film and booking, delivery, storage, etc.; – 

buying and selling of motion picture and video distribution rights   

 – film duplicating as well as audio and video tape reproduction 

from master copies, see 22.3; - – wholesale of DVDs and video 

tapes, see 51.43; – retail trade of DVDs and video tapes, see 52.1, 

52.4; – renting of DVDs and video tapes to the general public, see 

71.40; 

92.13   Motion picture projection    – motion picture or video projection in cinemas, in the open air or in other 

projection facilities; - activities of cine-clubs 

  

92.2   Radio and television activities     
92.20   Radio and television activities    – broadcasting of radio and television programmes; – production of radio and 

television programmes whether or not combined with broadcasting. The 

programmes produced and broadcast may be for entertainment, promotion, 

education or training or news dissemination. The production of programmes may 

result in a permanent tape which may be sold, rented or stored for broadcast or 

rebroadcast. 

  

92.3   Other entertainment activities     
92.31   Artistic and literary creation and 

interpretation   

– production of live theatrical presentations, concerts and opera or dance 

productions and other stage productions: • activities of groups or companies, 

orchestras or bands; - activities of individual artists such as actors, directors, 

musicians, authors, lecturers or speakers, sculptors, painters, cartoonists, 

engravers, etchers, stage-set designers and builders, etc.; – restoring of works of 

art such as paintings etc. 

 – restoring of furniture, see 36.1; – restoring of historical musical 

instruments, see 36.30; – restoring of buildings, see 45 

92.32   Operation of arts facilities    – operation of concert and theatre halls and other arts facilities; – operation of 

ticket agencies;  

– operation of cinemas, see 92.13   

92.33   Fair and amusement park 

activities   

 – operation of preserved railways     

92.34   Other entertainment activities 

n.e.c.   

 – production of entertainment n.e.c.:  • activities of dancing schools and dance 

instructors; •  circus production; • puppet shows, rodeos, activities of shooting 

galleries, firework displays, model railway installations etc.   

– other recreational activities, see 92.72   

92.4   News agency activities       
92.40   News agency activities    – news-syndicates and news-agency activities furnishing news, pictures and 

features to the media; – activities of journalists and press photographers   

  

92.5   Library, archives, museums and other cultural activities   

92.51   Library and archives activities    – activities of libraries of all kinds, reading, listening and viewing rooms, public 

archives providing service to the general public or to a special clientele, such as 

students, scientists, staff, members: • organization of a collection, whether 

specialized or not; •  making catalogues; •  lending and storage of books, maps, 

periodicals, films, records, works of art, etc.; •  retrieval activities in order to 

comply with information requests, etc.   

 – renting of video tapes and DVDs, see 71.40; – database 

activities, see 72.40  

92.52   Museums activities and 

preservation of historical sites 

and buildings   

operation of museums of all kinds such as: •  art museums, museums of jewellery, 

furniture, costumes, ceramics, silverware; •  natural history, science and 

technological museums, historical museums, including military museums and 

historic houses; •  other specialized museums;  •  open-air museums; - operation of 

historical sites and buildings 

  

92.53   Botanical and zoological gardens 

and nature reserves activities   

 – operation of botanical and zoological gardens, including children's zoos; – 

operation of nature reserves, including wildlife preservation etc.  

  

92.6   Sporting activities       
92.61   Operation of sports arenas and 

stadiums   

operation of facilities for outdoor or indoor sports events, open, enclosed or 

covered and with or without seating:• football stadiums; • swimming pools and 

stadia; • golf courses; • boxing arenas; • bowling lanes; • winter sports arenas and 

stadia; • field and track stadia etc.; 

– renting of sports equipment, see 71.40; – park and beach 

activities, see 92.72 

92.62   Other sporting activities    – organization and operation of outdoor or indoor sports events for professionals 

or amateurs by organizations with or without own facilities: • football clubs, 

bowling clubs, swimming clubs, golf clubs, boxing, wrestling, health or body-

building clubs, winter sports clubs, chess, draughts, domino or card clubs, field 

and track clubs, shooting clubs; – activities related to promotion and production of 

sporting events; – activities of individual own-account sportsmen and athletes, 

judges, timekeepers, instructors, teachers, coaches, etc.; – activities of sport and 

game schools; – activities of racing stables, kennels and garages; – activities of 

riding academies; – activities of marinas; – activities related to sport or 

recreational fishing; – activities related to sport or recreational hunting; – related 

service activities; 

 – renting of sports equipment, see 71.40; – park and beach 

activities, see 92.72 

92.7   Other recreational activities     
92.71   Gambling and betting activities    – sale of lottery tickets; – operation (exploitation) of coin operated gambling 

machines  

  

92.72   Other recreational activities 

n.e.c.   

 – activities related to recreation not elsewhere classified in this division:• 

activities of recreation parks and beaches, including renting of facilities such as 

bath houses, lockers, chairs, etc.; • motion-picture, television and other theatrical 

casting activities; • operation (exploitation) of coin operated video games  

– personal theatrical or artistic agency activities, see 74.87; – other 

entertainment activities, e.g. circus production or activities of 

dancing schools, see 92.34 

Table 1 – NACE Rev. 1.1 ‘Recreational, cultural and sporting activities’ industry (Eurostat code no. 92). 

Source: Statistical Classification of Economic Activities in the European Community, Rev. 1.1 (2002) 

http://ec.europa.eu/eurostat/ramon/nomenclatures/index. 
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