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Vertical disintegration of production and the rise of

market for brands
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4. Conclusions: market for brands and entrepreneurial opportunities

Vertical disintegration leads to the emergence of a market for brands. We view a market as a place where the sellers of a
particular good or service can meet with the buyers and where transactions can potentially take place. In our case, brands
are sold, acquired and resold (e.g. Nike, the largest player in the sporting goods industry bought Hockey brand Bauer in 2004
and sold it in 2008) through trademark transactions. We have shown that this phenomenon is manifest at the global level
but it remains unclear in terms of fine grained data. In general, entrepreneurial opportunities are the outcome of changing
circumstances (Eckhardt and Shane, 2003). Increasing vertical disintegration is one factor that reduces barriers of entry,
facilitating access to technology and other strategic factors and creates thus opportunities for new venturing. Moreover,
intangible assets such as brands should facilitate market entry for entrepreneurial firms (Williams et al., 1991). While our
study does not uncover if the emergence of a market for brands is related to entrepreneurial dynamics (such as an increase
of entry rates), we can not exclude that small and entrepreneurial firms do not participate in the market for brands. Given
the high number of transactions it is unlikely, that the phenomenon is the result of exclusive trading by large firms. The
existence of a substantial market of brands can be seen as a signal for the existence of entrepreneurial behavior. Moreover,
previous research suggests that new market entry with intangible assets such as a brand increases the survival probability of
the new entrants (Williams et al., 1991). Every time a brand is bought or sold creates multiple opportunities for future
entrepreneurial behavior (Timmons, 1994).
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