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Abstract 13 

Purpose: The purpose of the current research is to design a holistic model for brand value-14 

creation in sports clubs in Iran. The system dynamics approach has been chosen for the analysis 15 

of brand value creation due to the presence of various factors and complex interactions and 16 

feedback in time. 17 

Design: An integrated dynamic model for brand value-creation of volleyball clubs is developed 18 

which incorporates brand equity, financial, physical, social, and human capital, competition 19 

environment, laws, social responsibility, brand communications, and club stakeholders including 20 

the federation, sponsors, shareholders, and fans variables.  The system's boundaries, variables, 21 

and their interactions were assessed using reviews and expert opinions. The proposed dynamic 22 

model was validated by using a set of strategies. Ranking strategies’ outcomes are simulated and 23 

analyzed using hybrid multi-criteria decision-making. 24 
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Findings: The obtained results indicate that human resources especially star players and active 25 

participation in online brand communities have had the most effect on the value-creation of the 26 

club’s brand. 27 

Originality: This study is one of the first research that investigated the complex relationships 28 

between sports club brand value creation variables by using the system dynamics. 29 

Keywords: Brand Equity, Sports Clubs, Stakeholders, Analysis of System Dynamics, Multi-30 

Criteria Decision-Making  31 

1. Introduction 32 

The main pursuits of business are creating value gaining a competitive advantage and improving 33 

the company’s performance [1]. Sports clubs have been able to use opportunities provided by 34 

their brand value-creation and earn various business advantages, especially in the sports industry 35 

during the past few years [2, 3]. The support of sports clubs by society in terms of financial and 36 

final success shows the importance of brand value in the sports industry [4]. A sports club is only 37 

respected and supported when it provides appropriate value for its stakeholders [3]. 38 

Club branding increases interest and attraction in stakeholders during the first year of an 39 

organizational life [5]. It can guarantee the satisfaction and loyalty of stakeholders in the later 40 

years of the clubs’ life cycle [6]. Thus, the chain of activities and processes must start with the 41 

needs and demands of stakeholders, and it must end with their satisfaction [7]. Some of the 42 

important stakeholders of a club include fans, shareholders, sponsors, the club’s employees 43 

(office workers, players, etc.), support organizations, and governing bodies (federation and the 44 

league) [8]. A club can build strong stakeholder relations through its brand. Thus, it can predict, 45 

identify, analyze, and solve probable problems that might arise for its stakeholders [9-10].  46 
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Sports clubs’ brand value-creation is vital in terms of attracting more financial supporters and 47 

increasing stock value [2]. A club’s brand value-creation is based on the effects of value-based 48 

management, and provides for the achievement of final success in terms of professional, 49 

financial, and social aspects [11-13]. Therefore, the establishment of the philosophy for clubs is 50 

based on value-creation plus the definition of value as related to the stakeholders. Proper 51 

strategies must be adopted in new competitive environments to maintain and expand the club’s 52 

competitive advantages [14-15]. 53 

Brand value impacts an organization’s operations over time as a multi-dimensional problem. 54 

The complex relationships between the value-creating variables and feedback with some time 55 

delay make a static analysis of brand value-creation highly limited. Thus, developing a dynamic 56 

brand value model offers an effective analysis tool. Due to various factors influencing brand 57 

value, organizations like sports clubs need tailored models for decision-making environments. 58 

This study presents a Comprehensive model for Iran’s volleyball super league clubs, focusing on 59 

factors affecting brand value. Identifying the components and finding the relationships between 60 

them and their impact on each other, due to the behavior of these effects over time, and using the 61 

system dynamics method can increase the efficiency of decisions and ultimately the success of 62 

sports clubs. 63 

2. Literature review 64 

In this section, conducted studies are reviewed in aspects of two main streams including 65 

general brand value-creation and sports brand value-creation. 66 
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2.1. Brand value-creation 67 

Value creation has emerged as a central marketing theme [16]. Various factors such as human 68 

capital can affect the brand value-creation. Evaluation of the role of human capital in the value-69 

creation process shows that we need proper material economic development to make proper use 70 

of highly proficient human capital which can be deduced from the value of fixed assets plus 71 

consumable assets [17]. Value-creation is influenced by human resource management, and 72 

moreover, managing the engines of value-creation implies that there is no economy without 73 

value-creation [18]. 74 

Customers and employees are two important groups that affect value-creation. Value co-75 

creation occurs when the supplier-consumer interaction is the basis for the consumer's positive 76 

perception of the value of the marketing offer [19]. Create value by expanding customer values, 77 

investing in learning, development, and pursuing control-based work design in human resources 78 

management [20]. The ability to provide services that create strong interaction and make up a 79 

leeway creates more value than anything else for the customers [21]. Direct or indirect 80 

participation of customers can affect an organization’s value-creation [22]. Customer interest has 81 

a positive effect on the economic, social, and affection of focal customers (or value-creation for 82 

customers by customers) [23]. Moreover, Fostering a secure, empowered, and valued work 83 

environment motivates employees to achieve organizational goals. This process will strengthen 84 

value-creation in the daily routine work of the employees [24].  85 

Alternatively, the most important assets of any business are intangible; David Acker believes that 86 

these assets, i.e. name, brand, associations, symbols and slogans, perceived quality, brand 87 

awareness, brand image, brand loyalty, customer base, and so on, which constitute the brand 88 

equity, and are the main sources of the company's competitive advantage and future revenue 89 
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[25]. Jones (2005) considers brand equity as a basis for creating brand value. In addition, the 90 

brand equity components have effects on each other that will be important in creating value. 91 

Some of the reported research results indicate that brand loyalty relies on brand experience and 92 

trust. [26]. Brand image and brand loyalty affect customer satisfaction and brand awareness [27]. 93 

Online brand communities serve as an introduction to the creation of the brand image in the 94 

minds of customers and considerably help proper brand association [28].  95 

Furthermore, The studies demonstrate that organization activities like social responsibility and 96 

stakeholder relationships contribute to value-creation. Observable social responsibility of an 97 

organization such as environmental and social participation has a positive effect on the products’ 98 

market and products’ quality [29]. 99 

Researchers presented a future-focused model for value-creation. Then, a transition path is 100 

designed and the specific actions to be taken including expansion of capabilities through 101 

investment in social, natural, mental, financial and production make it possible to obtain its long-102 

term value [30]. 103 

2.2. Sports brand value-creation 104 

The effect of human, physical, financial, and social capital is have great importance in value-105 

creation [31]. The results obtained from studying value-creation and sports management with 106 

emphasis on various intrinsic dimensions of sports-related business including historical, 107 

economic, and social indicate sports clubs would have economic activities beyond selling 108 

seasonal tickets, commercial products, and TV broadcasting rights. On the other hand, if the 109 

main duty of jobs is attracting and keeping customers, then the function of sports-related jobs is 110 

harder due to the various dimensions of sports. Therefore, the value-creation model design is 111 

crucial for a sports club's stability and success. Analysis of relationships between the structure 112 
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and functioning of different sports-related organizations with emphasis on value-creation and the 113 

concept of the circle of nobilities (implying releasing a chain of positive reactions) shows how 114 

structures can make the best use of value-creation. Although both Real Madrid and Barcelona 115 

clubs do not have any value-creation models for themselves, they are amongst the clubs with the 116 

highest revenues [32].  117 

Other factors identified for the study of value-creation in sports and business activities include 118 

brands and financial support as value-creation, the value of social responsibility in sports, and 119 

sports as a network [13]. 120 

Moreover, a club’s brand equity is crucial in value-creation. Factors such as experience, 121 

management, success, head coach, stadium, star players, and logo play important roles in its 122 

development. Brand equity is affected by variables of brand loyalty and financial support [33]. 123 

Hereby, the team's success, star players, and skilled technical team enhance the brand's 124 

attractiveness and image. [34].  125 

Fans and social media can be of high importance in a club brand’s value creation. Fans can 126 

serve three roles as attractors, adapters, and acknowledgers in value creation [35]. Social media 127 

is an effective channel for implementing value-creation strategies aligned with fan interests [36]. 128 

Despite the importance of brand value-creation, there has been very little attention paid to this 129 

issue in Iran’s sports clubs. Previous studies had limited stakeholder coverage, primarily 130 

emphasizing customers and shareholders. Moreover, even though value-creation in time happens 131 

in financial and non-financial ways, previously reported studies mainly considered the financial 132 

dimensions. Therefore, there can be a competitive advantage for the clubs if we can identify the 133 

factors involved in brand value-creation in sports clubs such as to satisfy all stakeholders in the 134 

simplest and most realistic ways. We can align club behavior with stakeholder needs, identifying 135 
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and interacting with them to ensure satisfaction. Brand value-creation can have an important 136 

effect on the robustness and financial success of the sports club. Finally, the main contribution of 137 

this study is to develop a comprehensive hybrid dynamic model with MCDM methods for 138 

analyzing brand value-creation incorporating extensive variables such as brand equity, club’s 139 

capital, competition environment, federation authority, sponsors, club profit, club stock value, 140 

fans’ team identity, number of fans, and social responsibility. 141 

3. The proposed dynamic model: sports club brand’s value-creation 142 

Next, we will describe the developed model for analysis of brand value-creation based on 143 

literature review and experts’ opinions. For this purpose, the multi-stage analysis method of 144 

system dynamics modeling has been used [37-39] (see Figure 1). 145 

Variables and their relationships were identified based on a literature review. Then, the findings 146 

have been confirmed by experts (confirmation of the presence/absence of variables and their 147 

relationships, introducing new variables and new relationships in causal loops). As a result, The 148 

development of causal loops is based on literature and expert opinions. For this purpose, fifteen 149 

experts (including three club CEOs, four club marketing managers, and eight sports brand 150 

researchers) were interviewed. Of these fifteen experts, two of them were women and thirteen of 151 

them were men. The education of nine of them was doctorate in sports management. Four people 152 

were senior experts in marketing management and financial management. Two people were 153 

masters in physical education and two people were bachelors in physical education. Brand value-154 

creation of a sports club consists of several key factors including brand equity, club’s capital, and 155 

club stakeholders. In this way, the club’s capital includes financial, physical, social, and human, 156 

competition environment, club rules, social responsibility, and brand communications, and the 157 
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club’s stakeholders include the sports federation, sponsors, shareholders, club’s employees 158 

(employees, players, and others) and fans. These factors will be detailed below. 159 

 Brand equity includes factors such as brand loyalty, brand awareness, brand association, 160 

and perceived brand quality and it is affected by social responsibility. It also affects the 161 

competition environment.  162 

 Club’s capital consists of social capital, financial capital, human capital, and physical 163 

capital. This will also affect the competition environment. Moreover, human capital will 164 

affect brand communications, brand associations, and costs. It is affected by brand value-165 

creation as one of the stakeholders. 166 

 The competition environment is affected by various factors such as the club’s fame, 167 

social responsibility, innovation level, federation, brand equity, brand communications, 168 

and the club’s capital. Conversely, brand communication is affected by marketing efforts, 169 

human capital, satisfaction, and trust of stakeholders. It can also affect other factors such 170 

as the competition environment, and brand equity. 171 

 Federation is a factor that is affected by the club brand’s value-creation while as a group 172 

of stakeholders; it affects the competition environment and laws of the club.  173 

 Sponsors are a group of stakeholders who can affect sources of club income.  174 

 The final profit for the club is obtained from the subtraction of costs from income.  175 

 The value of stocks of the club which is an important factor for shareholders affects the 176 

financial capital of the club. 177 

 Fans’ team identity is affected by brand associations and the club’s fame, and it can affect 178 

brand loyalty and social capital. 179 
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 The number of fans is affected by the club’s fame, social responsibility, and branding and 180 

it affects social capital. 181 

 Social responsibility affects the club brand’s value-creation, brand equity, number of 182 

fans, club’s fame, and competition environment. 183 

Figure 2 illustrates cause-effect feedback with system dynamics analysis. Diagrams are strong 184 

tools to model dynamic assumptions presented in cause-effect diagrams which show how the 185 

variables of the system dynamics interact with each other. The formation of cause and effect 186 

loops in the model shows the relationships between the variables. For instance, the successive 187 

effects of sports club brand value-creation on the support of financial sponsors, financial sponsor 188 

support on profit, and the profit on the value-creation of the sports club brand form a 189 

reinforcement causal loop in the proposed model. In addition, the sequential effects of sports 190 

club brand value creation on the federation, the influence of the federation on club rules, and 191 

club rules on the brand value creation of the sports club show another reinforcement causal loop 192 

in the brand value-creation model. Further reinforcement causal loop could be defined via 193 

potential relationships between the effects of club brand value-creation on the number of fans, 194 

the number of fans on social capital, social capital on funds, and finally the effect of funds on the 195 

value-creation of the sports club brand.  196 

Diagrams include the set of state variables as well as transition rates. State variables indicate 197 

conditions of the system at any specific time. In this study, the variables club brand’s value-198 

creation, brand equity [40], perceived brand quality, brand awareness, brand loyalty, brand 199 

associations [27, 33], club reputation, capital, social capital, human capital [17, 31], operations 200 

cost and benefit [31] are assumed to be state variables. The rates or flows are time-dependent and 201 

may not be defined if time is assumed to be constant. State variables are changed by flow rate 202 
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variables. Moreover, in this study, social responsibility [29], marketing mix [41-42], marketing 203 

efforts, internal branding [6, 31], trust [26], fans’ team identity, number of fans, number of 204 

volunteers, shareholder stock value [43], management experience, players’ experience, coach 205 

experience, employees experience [31, 33], satisfaction [6, 7], brand communications [36], 206 

club’s laws, competition environment, competition day income, income from commercial 207 

activities, donations, and media broadcast charges [31, 44] are assumed to be rate variables. 208 

4. Research findings 209 

Data in this research are analyzed in this section by using hybrid system dynamics and multi-210 

criteria decision-making methods. Figure 3 shows considered relationships between the various 211 

parts of a club’s brand value-creation model. Vensim software package was used for the 212 

simulation of the described model. The simulation duration is set to 15 years. The duration of 213 

this period was considered from 2016 to 2031. 214 

Since all the results were based on a case study (Iran Volleyball Super League), the title of the 215 

case study is presented in the findings section. 216 

4.1. Case study profile 217 

Iran Volleyball Super League is a professional league with the highest level of competition 218 

among volleyball clubs. This league is organized by the Volleyball Federation of Iran. In 2013, 219 

Iran won the quota for participating in the World Volleyball League. Since then, the popularity 220 

of volleyball in Iran has multiplied and more fans have been attracted to this sport. Before 221 

entering the World League, Super League Volleyball competitions were held in Iran with about 8 222 

to 11 teams. After entering the World League, this number increased to 14 teams. Almost all of 223 
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these teams are run by the public sector. About 3 teams are managed by municipalities and 8 224 

teams are managed by companies affiliated with the Ministry of Industry and Mines of Iran. 225 

The main cost of the clubs is related to human resources, which has been in the range of 10 to 226 

20 billion Rials for one year .The most important source of income for clubs, according to the 227 

approved laws, can be from the place of media broadcasting rights. The share of other sources of 228 

income such as sponsors, match day income, donations (government, donors, and fans), and 229 

other sources has been limited due to improper branding of clubs over the past years. However, 230 

by improving branding and attracting more revenue from these resources, the revenue conditions 231 

of the clubs can be significantly improved. For this purpose, a dynamic integrated model 232 

including dimensions such as brand equity, club’s capital including financial, physical, social, 233 

and human, Competition environment, club rules, social responsibility, brand communications, 234 

and club stakeholders including sports federation, sponsors, shareholders, club employees 235 

(employee, players, and others) and fans has been developed to analyze the brand value creation 236 

of sports clubs in the Iranian Volleyball Super League. 237 

4.2. Model validation results 238 

Model validation is done with the objective of analysis of the reliability and applicability of 239 

the results. Structural and behavioral validation is considered for this purpose. At first, the 240 

structural validity was approved by experts’ opinion. Then, bounds and parts testing methods 241 

were used for behavioral validation. In the bounds test, several variables of the model such as 242 

employee experience were set at their bound values (very high and very low) and the sensitivity 243 

of the model to these changes was studied. The obtained results indicate a logical behavior of the 244 

model at the bounds under study. Then, model parts were tested. The model was broken down 245 
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into simpler sub-models and the extreme bounds tests were done on each sub-model (Figure 4). 246 

All results obtained indicate the desirable behavioral validity of the model.  247 

4.3. Simulation results 248 

Validation measures for the developed dynamic model were chosen based on experts’ 249 

opinions. Therefore, simulations of the present conditions were done for 15 years starting from 250 

2016 (current conditions) as shown in Fig. 5. The key effective variables used were club brand 251 

value-creation, brand equity, brand loyalty, perceived brand quality, brand associations, capital, 252 

number of fans, support of financial supporters, level of innovations, and federation. The 253 

obtained results indicate improvement of key variables in the 15 years of simulations. 254 

This growth is due to the present conditions of Iran’s volleyball Super League concerning value-255 

creation via brands that are in inappropriate and underdeveloped conditions. Conversely, after 256 

developing the model and analysis of operations for 15 years, we can see that the evaluation 257 

measures (i.e., key variables) have a desirable growth (see Figure 6). One of the reasons for this 258 

claim is that the feedback from the club’s human capital including star players, experienced 259 

executive and technical teams, attention to social responsibility, and the club’s financial capital. 260 

Moreover, possible feedback from special attention to incom sources such as TV broadcast rights 261 

and financial supporters, internal branding and other factors that affect value-creation will play a 262 

role in this growth. In addition, the increases in possible positive roles of feedback loops that 263 

exist in the model (such as the club’s brand value-creation, number of fans, social capital, and 264 

capital) show the reason for growth. Providing a variety of income sources such as TV broadcast 265 

rights, employing star payers, presence of professional technical-office teams, fan loyalty, 266 

achieving desirable results in sports competitions arranged by the club, and the pursuing 267 

attraction of more financial support. Therefore, we can see that club’s brand value-creation has 268 
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considerable growth. In addition, emphasis on invisible capital such as brand equity, brand 269 

loyalty, perceived brand quality, brand associations, and innovation level along with legislation 270 

that motivates clubs to become more professional can improve this growth in the period of study. 271 

Here we present strategies based on analysis of the environment and experts’ opinions 272 

considering the role of policy makers in the management of club brand’s value-creation. 273 

Moreover, their effects on systems operation are studied through analysis of simulation results. 274 

The considered scenarios based on the experts’ opinions are as follows:  275 

 Scenario 1 (Concentration of internal branding). Internal branding can be considered 276 

as a strategy for some of the weaknesses of clubs such as insufficient fame of players and 277 

the technical team due to the undeniable role of human power in branding. It can provide 278 

a positive image of the club for the stakeholders. Therefore, in this scenario, the role of 279 

internal branding at its high level along with the moderate value of technical and 280 

managerial employees and low value of players on the club brand’s value-creation is 281 

studied. The obtained results indicate that effective implementation of internal branding 282 

plans in local clubs can have a considerable effect on the improvement of employees 283 

about the club’s brand and the improvement of the club’s image in the minds of its 284 

stakeholders. On the other hand, special attention to players and employees would 285 

increase brand loyalty (reduce players’ quitting the club) which is an important factor in 286 

value-creation. We can create value for a club by paying attention to little-known but 287 

capable players and having an average technical team even though the presence of star 288 

players in a club has a key value in the minds of its stakeholders. This would cause an 289 

increase in other key factors of brand value-creation such as brand equity, number of 290 

fans, and sponsorship support. 291 
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 Scenario 2 (Star players). Players and technical teams are the two most important assets 292 

of a club. Although players are a brand by themselves, they have a very important role in 293 

the club’s branding. Expansion of a club’s social responsibility efforts is another means 294 

of branding. Thus, a club’s value-creation through star players, average executives and 295 

managers, and a limited level of social responsibility efforts in this scenario. The 296 

obtained results from the simulation of this scenario indicate that a club’s brand equity 297 

can have a considerable improvement with star players, an acceptable executive, and 298 

technical team. Moreover, a club’s perceived brand quality, brand association, fame, 299 

value, and image will improve due to the attractiveness of players for the fans. 300 

Ultimately, attention to the mentioned points will lead to a considerable improvement in 301 

the club’s brand value-creation. Moreover, all clubs must take every possible step in the 302 

improvement of their value-creation due to the role that social responsibility and making 303 

a desirable image play in society. 304 

 Scenario 3 (Star players and donations). Providing sustainable income sources has 305 

always been very important for clubs. Since the government has sole ownership of 306 

broadcast rights for which no money is given to the clubs, most efforts of volleyball 307 

teams in Iran have been focused on receiving government donations. The Club’s brand 308 

value-creation in the presence of star players, limited income from TV broadcast rights, 309 

and an average amount of donations from the stakeholders is studied in this scenario. The 310 

obtained results indicate a reduction in total revenue and financial capital due to limited 311 

sources of club revenue and especially not benefitting from TV broadcast rights. Despite 312 

this fact, an acceptable amount of brand value-creation is observed in this scenario since 313 

star players help attract more fans, increase the trust of fans in the club, and more 314 
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satisfaction. Moreover, there has been considerable growth in brand loyalty, perceived 315 

brand quality, brand association, brand equity, and support of financial supporters. 316 

 Scenario 4 (Hybrid scenario). In this scenario, the club brand’s value-creation is high 317 

by focusing on high-quality players, a high-level marketing mix, low levels of internal 318 

branding, donations, social responsibility, and executive and technical teams. Marketing 319 

mix activities such as improvement of conditions of places where services are provided, 320 

improving distribution channels (such as internet purchase of sports event tickets), 321 

providing competitive prices, and motivation for stakeholders through effective means. In 322 

addition to effective executive processes (such as before and after the games), it is able to 323 

improve perceived brand quality for the club’s brand. In contrast, using star players 324 

would provide positive associations in the minds of the stakeholders that would be seen 325 

in the form of loyalty to the club and an increased number of fans. In these conditions, 326 

the overall capital will increase due to increased human and social capital of the club 327 

despite the increased costs of employment of star players and constant level of 328 

innovations. Overall, employing star players and concentrating on the marketing mix can 329 

compensate a lot for other deficiencies. This is a desirable scenario for managers since it 330 

includes a series of controllable variables and external factors have very little effect. 331 

 Scenario 5 (Club is negligent of its social responsibilities). In this scenario – given the 332 

importance of social responsibility activities - we try to study clubs’ brand value-creation 333 

in the usual conditions of Iranian clubs given the importance of social responsibility 334 

activities. Most of these clubs usually employ star players, obtain high-level donations, 335 

and ignore social responsibility. Implementation of this scenario indicates considerable 336 

improvement in value-creation that happens with improved fame of the club, number of 337 
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fans, brand equity, perceived brand quality, brand association, brand loyalty, sponsors, 338 

and capital. Star players can attract the media and repeat the name of the club, the club’s 339 

attractiveness, improved performance, and perceived brand quality for the stakeholders. 340 

Anyway, paying attention to social responsibility is important for maintaining the growth 341 

of the number of fans in the long run. If social responsibility is used as an empowerment 342 

tool by the club, it can result in high spiritual improvement like improved social 343 

attractiveness which is followed by pursuing activities (such as purchasing the club’s 344 

products, watching TV, or attending competitions) leading to increased financial profit.  345 

 Scenario 6 (Star clubs and modern communications). In this hybrid scenario, the 346 

purpose is to improve value-creation by using valuable human capital, high-level 347 

donations, and emphasis on stakeholders through active participation in online brand 348 

communities, medium activities in social responsibilities, low-level marketing mix, and 349 

internal branding. The results obtained from the simulation of this scenario indicate 350 

desirable growth in the club’s brand value-creation. Employment of high-level players 351 

and coaches, and obtaining government aid (whether right or wrong) can lead to more 352 

successful technical performance and fewer financial problems. Thus, there would be a 353 

higher perceived club brand quality. Alternatively, the relationship of clubs with the 354 

community in the form of participation in philanthropic affairs, environmental activities, 355 

and meeting the economic needs of the community can create positive associations in the 356 

community. Active participation in online brand communities can strengthen the links 357 

between clubs, fans, and other stakeholders; it would not only increase their number but 358 

turn them into loyal persons who even advertise for the club. Overall, the obtained results 359 

from this scenario indicate that club investments of a combination of donations, human 360 
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capital, social responsibility, and online societies are more effective than other 361 

investment activities (such as internal branding, marketing mix, special income sources, 362 

physical capital, etc.). 363 

 Scenario 7 (Least attention paid to internal branding). Although internal branding has 364 

become one of the main recent empowerment factors in branding for organizations, this 365 

scenario seeks to study brand value-creation with weak internal branding and strong 366 

human capital. The results obtained from the simulation of this scenario indicate very 367 

appropraite growth in the club’s brand value-creation. This implies that the presence of 368 

high-level human capital makes it unnecessary for the club to invest in internal branding 369 

and other acts such as training and development. In other words, this human capital can 370 

realize the adaptation and socialization of the club faster and have a high level of 371 

performance in the new conditions. With increased media attention, this issue can bring 372 

more fame, more fans, and stronger sponsors for the club and meet the expectations of 373 

the stakeholders. Thus, the outstanding characteristics of human capital result in effective 374 

communication with the customers and club stakeholders create some belief about the 375 

characteristics and advantages of the club’s brand in society. 376 

 Scenario 8 (Ethical club). In this scenario, brand value-creation is studied given human 377 

capital, high level of social responsibility, low-level marketing, and average income. The 378 

obtained results from this scenario indicate increased brand value-creation through the 379 

proper increase in capital, brand equity, associations, perceived brand quality, support of 380 

sponsors, and loyalty. A club is a human, social, and operational organization that can 381 

increase cultural issues through active participation and reduce stress. Presence in social 382 

affairs and welfare activities, and consideration of benefits of future generations in 383 



18 
 

utilizing resources can affect public opinion and bring about benefits such as increased 384 

brand equity and a considerable increase in value-creation by attracting stakeholders, 385 

especially fans. Of course, the sudden drop in the level of loyalty in the few middle years 386 

during the period of study can be because of the social responsibility acts along with a 387 

high level of human capital cannot yield good results without marketing activities 388 

(marketing mix or online social communities) to create trust, and positive opinions and 389 

behavior. 390 

4.4. Evaluation and ranking of strategies 391 

The main objective of this study is to rank the considered strategies using managerial measures. 392 

This was achieved by applying fuzzy ANP (Analytic Network Process) and fuzzy TOPSIS 393 

(Technique for Order Preference by Similarity to Ideal Solution) methods to handle the 394 

uncertainty of qualitative criteria assessment based on the experts’ opinions [41]. Buckley’s 395 

geometric average of weights was used to do a pairwise comparison to implement the fuzzy ANP 396 

method. Next, the weights were placed in the initial ANP supermatrix to calculate the weighted 397 

and bounds supermatrices to find the final fuzzy ANP weights. Nine key criteria in this research 398 

were selected using library studies and the opinions of 15 experts in the field of sports 399 

management and marketing. All of the nine used measures in this study had internal relationships 400 

with each other. Thus, a pairwise comparison of the nine measures relative to the goal (Table 1) 401 

and computation of fuzzy and non-fuzzy weights of the measures was done at first (Table 2). 402 

Finally, the management strategies were obtained based on the expert’s opinion, using the ANP 403 

multi-criteria decision-making, and TOPSIS methods. The shown results in Table 3 show that 404 

scenario 3 has the highest priority. Next in rank are scenarios 7 and 5. The markings in the 405 

following tables are: C1 (Perceived Brand Quality), C2 (Brand Loyalty), C3 (Capitals), C4 406 
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(Number of Fans), C5 (Innovation), C6 (Brand Equity), C7 (Sponsorship Support), C8 407 

(Federation), and C9 (Brand Associations).  408 

5. Conclusions and managerial insights 409 

Branding is one of the new approaches for value-creation. Branding can be an important strategy 410 

in businesses, and it is an undeniable necessity for the robustness of a club in the minds of its 411 

stakeholders. Better brands unconsciously cause value-creation for the stakeholders. Although a 412 

lot of studies have been previously done on finding the factors that affect branding and value-413 

creation, this concept has still not been sufficiently investigated due to its dynamic nature. A 414 

problem that must be considered is the lack of a comprehensive model that includes all the 415 

various factors that affect brand value-creation and all clubs’ stakeholders and can run 416 

simulations using present conditions until a long period later. The system dynamics analysis 417 

method is used to analyze and evaluate due to the presence of various complicated relationships 418 

with time-dependent feedback loops in the brand value-creation system. Therefore, the design of 419 

a dynamic model for Iran’s Super League volleyball clubs’ brand value-creation can be a good 420 

policy for their policymakers. 421 

Implementation of the ethical club (scenario 8( shows that changes in any of the variables in 422 

the model would lead to improvement in the club’s brand value-creation. This indicates that most 423 

of the variables identified in the model are in poor condition now. Therefore, improvements in 424 

any one can have a positive effect on the results of the model. Thus, it seems that focusing on 425 

human capital, especially star players and active participation in online brand communities can 426 

create more value than other factors. Star players and donations and the least attention paid to 427 

internal branding (scenarios 3 and 7) are clearly shown to be ranked first and second. In other 428 
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words, the skills, capabilities, and technical level of players, coaches, and managers can produce 429 

a positive view of the club by showing the club’s salient assets. Therefore, human capital is a 430 

form of capital that can create a lot of value for the club. Some of these results are also present in 431 

the research of Malik et al. [20], Spender [18], and Sajjadi et al. [33]. Instead, easy and public 432 

access to the internet and virtual networks as new technologies, has provided the means for clubs 433 

to establish effective communications with their stakeholders with very little effort and cost in 434 

online communities that will ultimately lead to the club’s brand value-creation. The research of 435 

Zhou et al. [28] confirms the importance of activity in online brand communities in brand value-436 

creation. 437 

The club is negligent of its social responsibilities (scenario 5) which was ranked the third 438 

highest priority scenario in this research study places very little emphasis on social 439 

responsibility. It is expected that social and environmental concerns play an important role in 440 

clubs’ brand value-creation given the increased public awareness and sensitivity. The results of 441 

research by Bardos et al. [29] indicate the importance of the role of social responsibility in value-442 

creation in organizations. Also, the findings of Jalonen et al. [13] show the effective position of 443 

social responsibility in the value-creation of sports brands. Evaluation of this scenario indicates 444 

that despite the low level of social responsibility, clubs’ brand value-creation is desirable. This 445 

may be because the presence of star players and access to government donations are the most 446 

important factors in branding and value-creation for Iran’s volleyball clubs at present conditions. 447 

Government aid is of importance since Iranian clubs are deprived of many trade rights such as 448 

broadcasting rights, copyright, presence of female fans in the stadiums, etc. due to government 449 

regulations. Therefore, donations are one of their most important income sources. Overall, 450 

despite the importance of social responsibility, it is not considered to have any priority in Iran’s 451 
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volleyball due to a lack of attention to more important factors in business and sports.  In the long 452 

term, there will be more attention paid to social responsibility with reduced perceived risks by 453 

the stakeholders, improved brand value, and gained financial advantages. High-level players and 454 

technical staff, proper use of online brand communities, and access to government donations are 455 

the most important three variables that affect Iran’s volleyball clubs’ brand value-creation.  456 

Focusing policy makers and managers of volleyball clubs on sources of income is also 457 

important besides the three mentioned factors. TV broadcast rights are among the most important 458 

sources of income for sports clubs in the world [45]. This is so important that clubs or the league 459 

put the TV broadcasting rights for their competitions on auction and sell these rights at the 460 

highest price. However, the TV and internet broadcast rights of sports competitions are solely 461 

given to government TV stations which do not pay anything to the clubs. Deprivation from this 462 

income source (especially for private clubs) has led to their inability to pay the players and 463 

coaches and at times it has resulted in their bankruptcy. Another common method of covering the 464 

expenses of sports clubs is getting sponsors to whom the club gives the right to advertise to 465 

companies and large businesses. At present, most Iranian clubs rely on financial support, 466 

especially from the government, and do not pay much attention to attracting sponsors. 467 

Benefitting from various income sources is very important for clubs in a competitive trade. This 468 

provides for increased financial capital for the clubs, increased stock value for the shareholders, 469 

and ultimately increased value-creation for the clubs. 470 

The present research study has developed a comprehensive model for volleyball clubs’ 471 

brand value-creation by considering the various club stakeholders and the various factors that 472 

affect them. The model has been simulated for a long period and it predicts changes and is thus 473 

considered to be a new research study. However, studying each club individually by considering 474 
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its conditions can show its applicability and prepare the grounds for more applied models. On the 475 

other hand, the choice of variables for the present model has been made based on the existing 476 

Iranian clubs which are mostly public and dependent on the federation. It is suggested that in 477 

future studies, the design of system dynamics for clubs’ brand value-creation is done assuming 478 

that the clubs are independent of the federation and there are changes in the league’s governance 479 

method. In other words, moving towards the commercialization of clubs will require a long 480 

process and it would lead to changes in the main stakeholders (such as change of owners), the 481 

number of variables in the model, and the type of relationships that exist between the variables 482 

which would be interesting to study.  483 

Based on the results of the current research, the direction of future studies could be on 484 

creating financial and non-financial value simultaneously in sports clubs and not only 485 

shareholders but also other stakeholders of the club. It seems like this should be a topic with a 486 

focus on modern social media and online environments. An important part of the results of the 487 

current research emphasizes these variables and is being developed 488 
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7.2. Figures 655 

 656 

 657 

Figure 1. Stages of modeling by using the system dynamics approach 658 

1. Define and structure the problem 

2. Dynamic hypotheses 

3. Cause and effect diagram 

4. Accumulation and flow model 

5. Model validation 

6. Policy design and evaluation model 
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 659 

Figure 2. Cause-effect's diagram of brand value-creation of sports clubs 660 

 661 
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 662 

Figure 3. Accumulation and flow diagram of brand value-creation of sports clubs 663 
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 665 

  

Figure 4. a Figure 4. b 

Figure 4. Results of the validation of the research model 

 666 
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Figure 5. Simulation of present conditions 667 

  
 

  
 

   

 

 

 



34 
 

Figure 6. Simulation results for considered planning period 668 

7.3. Tables 669 

Table 1. paire wise comparison of measures (incompatibility rate: 0.07) 670 
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Table 2. fuzzy and non – fuzzy weights for measure  680 

C1 (1,1,1) 
(4.58,5.6

1,6.63) 

(0.43,0.5

2,0.64) 

(2.84,3.4

6,4.08) 

(1.58,2.2

2,2.61) 

(0.80,0.9

4,1.10) 

(2.39,3.0

2,3.65) 

(3.38,6.4

0,7.41) 

(1.56,1.8

5,2.22) 

C2 
(0.15,0.1

8,0.22) 
(1,1,1) 

(0.39,0.4

5,0.54) 

(0.78,0.9

9,1.19) 

(1.06,1.3

1,1.59) 

(0.21,0.2

4,0.28) 

(0.84,1.0

8,1.33) 

(1.13,1.3

6,1.63) 

(0.20,0.2

4,0.29) 

C3 
(1.54,1.9

1,2.29) 

(1.85,2.2

1,2.58) 
(1,1,1) 

(0.66,0.8

1,0.98) 

(1.32,1.5

8,1.88) 

(1.28,1.5

4,1.84) 

(1.82,2.2

2,2.63) 

(3.49,4.1

4,4.80) 

(1.97,2.4

7,3.03) 

C4 
(0.24,0.2

9,0.35) 

(0.83,1.0

1,1.28) 

(1.01,1.2

3,1.51) 
(1,1,1) 

(1.83,2.2

2,2.64) 

(0.79,0.9

6,1.15) 

(1.61,1.8

8,2.16) 

(2.87,3.6

3,4.41) 

(1.39,1.6

3,1.90) 

C5 
(0.38,0.4

5,0.53) 

(0.63,0.7

6,0.94) 

(0.53,0.6

3,0.76) 

(0.38,0.4

5,0.45) 
(1,1,1) 

(0.33,0.3

7,0.44) 

(0.22,0.2

6,0.31) 

(0.88,1.2

7,1.91) 

(0.64,0.7

3,0.83) 

C6 
(0.90,1.0

6,1.25) 

(3.52,4.1

3,4.76) 

(0.54,0.6

5,0.78) 

(0.86,1.0

4,1.25) 

(2.28,2.6

5,3.03) 
(1,1,1) 

(1.95,2.3

3,2.37) 

(2.17,2.5

3,2.91) 

(3.13,3.7

7,4.44) 

C7 
(0.27,0.3

3,0.42) 

(0.75,0.9

2,1.19) 

(0.38,0.4

5,0.55) 

(0.46,0.5

3,0.62) 

(3.27,3.8

8,4.50) 

(0.36,0.4

3,0.51) 
(1,1,1) 

(1.68,2.1

0,2.55) 

(0.20,0.2

3,0.27) 

C8 
(0.13,0.1

5,0.18) 

(0.61,0.7

3,0.88) 

(0.21,0.2

4,0.28) 

(0.22,0.2

7,0.35) 

(0.52,0.7

9,1.14) 

(0.34,0.3

9,0.46) 

(0.39,0.4

7,0.59) 
(1,1,1) 

(0.29,0.3

4,0.40) 

C9 
(0.45,0.5

4,0.64) 

(3.40,4.1

0,4.85) 

(0.33,0.4

0,0.50) 

(0.52,0.6

1,0.71) 

(1.21,1.3

7,1.56) 

(0.22,0.2

6,0.32) 

(3.65,4.2

6,4.90) 

(2.50,2.9

2,3.41) 
(1,1,1) 

Measure 
)(∏ �̃�𝒊𝒋

𝒏
𝒋=𝟏 )

𝟏
𝒏⁄
( 

(�̃�) Fuzzy weight 
Non – fuzzy 

Normal weight 
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 681 

 682 

 683 

 684 

 685 

 686 

 687 

 688 

 689 

 690 

Table 3. Grades and ranking of choices 691 

 692 

Geometric average weight 

C1 (1.77, 2.09, 2.44) (0.15, 0.20, 0.27) (0.206) (0.201) 

C2 (0.50, 0.59, 0.7) (0.04, 0.06, 0.08) (0.059) (0.057) 

C3 (1.50, 1.79, 2.09) (0.12, 0.17, 0.24) (0.177) (0.172) 

C4 (1.08, 1.27, 1.49) (0.09, 0.12, 0.17) (0.126) (0.123) 

(0.057) C5 (0.50, 0.59, 0.71) (0.04, 0.06, 0.08) (0.059) 

C6 (1.53, 1.77, 2.04) (0.12, 0.17, 0.23) (0.175) (0.171) 

C7 (0.62, 0.73, 0.86) (0.05, 0.07, 0.10) (0.073) (0.071) 

C8 (0.35, 0.42, 0.50) (0.03, 0.04, 0.06) (0.042) (0.041) 

C9 (0.95, 1.10, 1.28) (0.08, 0.11, 0.14) (0.109) (0.107) 

∑(∏�̃�𝒊𝒋

𝒏

𝒋=𝟏

)

𝟏
𝒏⁄

 (8.82, 10.36, 12.13) 
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Rank 
(CL) final 

grade 

(-D) distance to 

negative ideal 

(+D) distance to 

positive ideal 
Scenario 

7 0.258 0.238 0.685 scenario 1 

4 0.460 0.497 0.583 scenario 2 

1 0.502 0.561 0.556 scenario 3 

5 0.499 0.483 0.593 scenario 4 

3 0.461 0.499 0.582 scenario 5 

6 0.350 0.370 0.688 scenario 6 

2 0.496 0.550 0.559 scenario 7 

8 0.232 0.212 0.702 scenario 8 

 693 

 694 

 695 

 696 

 697 

 698 

 699 

 700 

 701 

 702 

 703 


