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Abstract

Studies have shown the direct and positive influence of the co-creation of value on the performance of organizations. 
However, current knowledge about what and how co-creation of value impacts the performance of non-profit sports 
organizations has been unclear and marginally studied. This paper aims to analyze the impact of value co-creation 
on organizational performance in amateur soccer clubs. A structured questionnaire was used to measure the 
scales of value co-creation (21 items) and the dimensions of organizational performance in sports organizations (20 
items). The sample comprised 345 managers, presidents, and executives of amateur soccer clubs in the Antioquia 
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Soccer League of Colombia. The data were analyzed 
using partial least squares modeling with SmartPLS 
software. The results show that amateur soccer clubs 
jointly create value by developing goods, products, 
and services with consumers and suppliers. This fact 
significantly impacts their organizational performance 
in multiple dimensions, mainly in the financial 
dimension. Based on the empirical results, the authors 
make recommendations for management in nonprofit 
sports organizations in developing countries. 

Keywords: Developing countries; 
Nonprofit sports organizations; Innovation;                           

PLS-SEM path modeling.

Resumen

Los estudios han demostrado la influencia directa y 
positiva de la co-creación de valor sobre el desempeño 
de las organizaciones. Sin embargo, los conocimientos 
actuales sobre el qué y el cómo la co-creación de 
valor impacta el desempeño de las organizaciones 
deportivas sin ánimo de lucro, han sido poco claras y 
marginalmente estudiadas. Este artículo tiene como 
objetivo analizar el impacto de la co-creación de valor 
sobre el desempeño organizacional en clubes de fútbol 
aficionado. Se utilizó un cuestionario estructurado para 
medir las escalas de co-creación de valor (21 ítems) así 
como las dimensiones del desempeño organizacional 
en organizaciones deportivas (20 ítems). La muestra 
consta de 345 gerentes, presidentes y ejecutivos de 
clubes de fútbol aficionados de la Liga Antioqueña de 
Fútbol de Colombia. Los datos se analizaron utilizando 
el modelado de mínimos cuadrados parciales con el 
software SmartPLS. Los resultados muestran que los 
clubes de fútbol aficionados crean valor conjuntamente 
mediante el desarrollo de bienes, productos y servicios 
con consumidores y proveedores. Este hecho impacta 
significativamente su desempeño organizacional en 
múltiples dimensiones, especialmente en la dimensión 
financiera. Con base en los resultados empíricos, los 
autores hacen recomendaciones para la gestión en 
organizaciones deportivas sin fines de lucro en países 
en desarrollo. 

Palabras Clave: Países en desarrollo; 
Organizaciones deportivas sin fines de lucro, 

Innovación, Modelado de ruta de mínimos 
cuadrados parciales.

1. Introduction
Nonprofit Sports Organizations [NPSOs] 

have improved their performance through 
innovation (Weerawardena and Mort, 
2012; Wemmer et al., 2016; Wemmer and 
Koenigstorfer, 2016). However, NPSOs might 
not constantly have sufficient capabilities to 
innovate (Winand and Hoeber, 2017) and may 

have to rely on external sources (Wemmer 
et al., 2016; Wemmer and Koenigstorfer, 
2016). Parks et al. (2011) show that sports 
organizations alone cannot offer isolated 
products and services. Therefore, open 
innovation proposes exchanging ideas with 
external sources that can enhance the 
creation of value in products, services, or 
activities directed at the market, thereby 
promoting co-creation (Wallin and von 
Krogh, 2010). Value co-creation refers 
to the participation of customers in the 
creation of consumable goods (Prahalad and 
Ramaswamy, 2000, 2002, 2004a, 2004b). 
Fang (2008) suggests that the speed of 
the development of products and services 
reduces manufacturing costs, demonstrating 
the impact that value co-creation has on the 
performance of organizations. Nevertheless, 
there is a lack of theoretical and empirical 
understanding of co-creation’s impact on 
sports organizations’ performance. O’Boyle 
and Hassan (2014) state that “due to the 
lack of empirical studies in the field, it is 
unknown how NPSOs can manage imperative 
performance dimensions within their 
organizations to ensure the sustainability of 
a consistently high-performing organization” 
(p. 308). In addition, research tends to focus 
on highly developed countries, and little is 
known about how NPSOs operate in other 
parts of the world (Delshab et al., 2020).

This paper aims to close these research 
gaps by investigating the impact of value 
co-creation on organizational performance 
in NPSOs, such as amateur football clubs 
in Colombia. Although football clubs have 
social recognition in Colombia, according 
to Mesa et al. (2010), these organizations 
lack interventions in their organizational 
dynamics to strengthen the whole Colombian 
football industry. Hence, the following 
research question arises in the Colombian 
context: what is the impact of value co-
creation on organizational performance in 
amateur football clubs?

1.1. Value Co-creation
According to Prahalad and Ramaswamy 

(2000, 2002, 2004a, 2004b), value co-
creation is about solving needs that influence 
competitive environments. Therefore, the 
authors identify a framework made up of four 



3

Cuadernos de Administración :: Universidad del Valle :: Vol. 38 N° 73 ::  May - August 2022

https://doi.org/10.25100/cdea.v38i73.11051

dimensions to co-create value, referred to 
the acronym DART standing for: Dialogue 
(leads the exchange between stakeholders); 
Access (leads the organization to exchange 
information on value and thus create positive 
experiences); Risk reduction (requires more 
information and accountability for value-
makers in the management of the risks of co-
created assets); and Transparency (refers to 
the confidence required for the interaction 
between organizations and clients). Authors 
present the DART model as the key to value 
co-creation, where the organizations can 
interact with their clients or partners and 
identify opportunities related to their needs. 
Under this scenario, organizations become 
structures that generate innovation due 
to creating value through interactions and 
continuous relationships (Taghizadeh et al., 
2016).

1.2. Value co-creation in sports 
organizations

Regarding value co-creation in sports 
organizations, Woratschek et al. (2017); 
Woratschek et al. (2014a, 2014b) suggest 
that the traditional concepts of creating 
value only through internal resources of 
nonprofit and for-profit organizations in 
sports should migrate towards the creating 
value together concept. A recent study on 
the benefits of value co-creation in sports 
organizational settings (Woratschek et al., 
2017) analyzes mega sports events (e.g., FIFA 
World Cup or Olympic Games). The authors 
identify two new dimensions of motivation 
for passive sports consumption: freedom to 
move and intercultural contact, representing 
new ways to create value in sports events. 
Hedlund (2014) states that value co-creation 
in fanatics happens when they interact 
among themselves through participation in 
rituals and traditions associated with the 
network of fanatics, increasing the intention 
of consumption and attendance to the games. 

Horbel et al. (2016) demonstrate the 
influence of co-creation in sports services 
in the 2014 FIFA World Cup context. The 
authors conclude that suppliers of sports 
services should know the most crucial value 
dimensions for consumers in the considered 
context. The above discussion represents the 
importance of co-creating value in sports, 

which could change the way to obtain more 
significant value creation and benefit sports 
organizations. However, the studies do not 
analyze how the benefits of applying value 
co-creation impact the performance of these 
organizations.

1.3. Organizational performance in sports 
organizations

Organizational performance is one of the 
most relevant constructs when researching 
the field of management (Baruch and 
Ramalho, 2006; Richard et al., 2008). Several 
studies have conceptualized measuring 
performance in sports organizations 
(Winand et al., 2014). Due to the different 
perspectives on organizational performance 
in the literature, there is a lack of consistency 
in measuring performance (Nowy et al., 
2015). Organizational performance combines 
efficiency and effectiveness (Perck et al., 
2016; Winand et al., 2010; Winand et al., 2013). 
Effectiveness is the ability of an organization 
to achieve its objectives, whereas efficiency 
refers to the relationship between inputs and 
produced goods.

Nowy et al. (2015) highlight the research that 
Winand et al. (2010) carried out as a reference 
for researching performance measurement. 
The authors base their argument on the fact 
that the multidimensional model integrates 
and develops previous works on performance 
measurement, includes efficiency and 
effectiveness measures, enables comparison 
between organizations of different levels, 
types, and sizes, and is empirically tested.

1.4. The relationship between value co-
creation and organizational performance

The value co-creation approach supports 
collaboration between organizations and 
their interest groups. This fact promotes 
significant improvements in organizations 
performance, incentivizing their growth (Ge 
et al., 2019) through market opportunities 
(Ratten et al., 2021).

One of the critical factors for improving 
sports organizations’ success is their ability 
to collaborate with other players through 
bilateral relationships and multilateral 
networks for co-creation (Gerke et al., 
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2020a, 2020b). Co-creation occurs through 
a value network that includes employees, 
citizens, consumers, and government 
agencies, positively affecting organizational 
performance (Kim et al., 2020). Value co-
creation occurs due to participating in open 
innovation networks at intergroup, interunit, 
or inter-organizational levels, generating 
benefits for sports organizations’ performance 
(Gerke et al., 2020a). Value co-creation may 
enhance organizational performance in two 
ways; first, by emphasizing the role of key 
interest groups and, second, by promoting 
good governance practices and suitable 
environmental conditions (Chao, 2019).

Co-creation capabilities are based on 
inter-connected operational resources, 
which, when combined, represent the ability 
of an organization to co-create value along 
with other organizations (Wilden et al., 2019). 
Therefore, combining these capabilities 
becomes essential for achieving sustainable 
organizational performance (Clauss, 2017). 
This means organizations must constantly 
innovate to enhance performance and sustain 
competitive advantage (Huang et al., 2019). 
Consequently, value co-creation capabilities 
are necessary for enhancing innovation 
performance, growing in the market, and 
improving consumer satisfaction, which 
influences organizational performance (Chao 
et al., 2019).

Nowy et al. (2015) propose assessing the 
results of a sports organization against the 
dimensions presented by Winand et al. (2010), 
considering among them: the sports, the 
customers, the image and the communication, 
the financial and the organizational, due to 
the theoretical and empirical considerations 
taken into account for the study result.

The theory of value creation argues that 
organizations, including those of sports, 
require creating differentiation in products, 
services, or activities to be sustainable in the 
long term (Gómez et al., 2010). This situation 
has ended up in the quest for innovation and 
the harnessing of market opportunities to 
enhance performance (Winand and Hoeber, 
2017; Winand et al., 2016). An example of this 
is sports clubs, which through innovation, 
are more likely to enhance their performance 
-efficiency and effectiveness- (Weerawardena 
and Mort, 2012; Wemmer and Koenigstorfer, 

2016). Thus, organizations can achieve 
greater efficiency by successfully applying 
value co-creation (Hoyer et al., 2010). This 
thesis leads us to the first hypothesis:

H1. Value co-creation directly and 
positively influences the sports performance 
dimension of sports organizations.

Gómez et al. (2010) suggest that value 
creation in sports organizations related to 
soccer should be assessed, taking into account, 
among others, the dimensions of sports and 
communication. Additionally, according to 
Hoyer et al. (2010), the interaction between 
customers and organizations results in co-
creation, intervening in the maximization of 
organizations’ performance through high-
impact collaboration, thus obtaining growth, 
learning, and innovation at lower costs 
(Evans and Wolf, 2005). Thus, the second and 
third hypotheses arise:

H2. Value co-creation directly and 
positively influences sports organizations’ 
customer/members’ performance dimension.

H3. Value co-creation directly and 
positively influences sports organizations’ 
image and communication performance 
dimensions.

Sports organizations’ performance, 
according to Byers et al. (2012); Nowy et al. 
(2015); Robinson et al. (2012); Treem and 
Leonardi (2012), considers the following 
measuring variables: I) the efficiency, in 
which there is a relationship between the 
utilized resources and the obtained products; 
and II) the effectiveness, which is related 
to the capacity of achieving organizational 
goals (Bayle and Madella, 2002). Likewise, 
in the performance assessment of sports 
organizations, financial measurements for 
evaluating efficiency are combined with 
non-financial measurements for evaluating 
effectiveness (Herman and Renz, 1999; 
Winand et al., 2010). Therefore, the fourth 
and fifth hypotheses arise as follows:

H4. Value co-creation directly and 
positively influences the financial performance 
dimension of sports organizations.

H5. Value co-creation directly and 
positively influences the performance 
dimension of sports organizations.
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In order to close this knowledge gap, this 
study proposes empirically validating that 
nonprofit sports organizations need to co-
create value to improve their organizational 
performance (Taghizadeh et al., 2016) (Figure 
1).

2. Method

2.1. Research context
Amateur football clubs in the Antioquia 

region of Colombia, recognized at the national 
level and affiliated with the Antioquia Football 
League (LAF), were selected for this study. 
These clubs compete mainly in 2 categories 
-male and female football- distributed among 
750 teams and 13,500 players between 9 and 

21 years of age. Currently, the clubs obtain 
financial resources from players’ sports 
rights, sponsorships, government subsidies, 
and donations. Some of these clubs carry 
out innovation projects, providing a base for 
researchers interested in investigating value 
co-creation.

2.2. Measures 
Within the DART model (Taghizadeh et 

al., 2016), twenty-one items were adapted 
for each construct under four dimensions to 
measure value co-creation in amateur soccer 
clubs (i.e., Dialogue 6; Access 5; Risk 5; 
Transparency 5). Twenty items were adapted 
to measure the performance dimensions of 
sports organizations (Winand et al., 2010) 
(i.e., Sports 4; Customers/Consumers 4; 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual model and hypotheses 

Source: Elaborated from Winand et al. (2010a); Taghizadeh et al. (2016).
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Communication and Image 4; Finance 4; and 
Organization 4). Since the study focuses on 
amateur football clubs, the grassroots and 
elite sport dimensions were merged into one 
dimension labeled sport. All survey items 
were measured using a 5-point Likert scale 
ranging from 1 (strongly disagree) to 5 
(strongly agree).

2.3. Instrument
A two-part self-administered printed 

questionnaire was used; in the first part, 
demographic data were included; and, in 
the second part, the items measuring the 
constructs were incorporated. Under the 
postulates of Czaja and Blair (2005), the rigor 
of the measurement instrument is following 
the pre-and pilot tests. The rigor tests applied 
to the questionnaire are presented below. 
Pre-test 1. Review of the questionnaire by 
academic peers on the choice, translation 
into Spanish, wording, and consistency of the 
41 items that emerged from the literature 
review of constructs such as value co-
creation and the performance dimension in 
sports organizations. Pre-test 2. Application 
of the questionnaire to a panel of 7 experts, 
composed of managers of the sports sector 
in Antioquia, to detect possible errors in the 
wording or interpretation of the items. In this 
way, the questionnaire was adjusted before 
applying the pilot test.

Pilot test. Application of the questionnaire 
to 24 managers of teams participating in 
LAF tournaments and competitions. This 
validated the design of the questionnaire, the 
internal consistency -Indicator: Cronbach’s 
Alpha (AC) => 0.7 (Nunnally and Bernstein, 
1994)-, and the reliability of the instrument 
-Indicator: Composite Reliability (Crossan 
and Apaydin, 2010) => 0.70 (Fornell and 
Larcker, 1981)-. Finally, after adjusting 
the design and verifying the internal 
consistency of the instrument and the initial 
composite reliability, the final version of the 
questionnaire was proposed.

Seven hundred and fifty (750) sports 
and administrative managers of amateur 
soccer clubs were invited to complete the 
questionnaire, but 405 (54%) completed 
and returned it. Once the completed 
questionnaires were received, 60 

questionnaires (15%) were discarded due to 
lack of completion, following Nunnally and 
Bernstein’s (1994) guideline of a minimum 
of 80% completion. Thus, 345 questionnaires 
were completed, with a response rate of 48%.

2.4. Data analysis
The literature proposes different 

approaches to the multivariate method, 
but Structural Equation Modeling SEM 
was chosen for this research. This method 
overcomes the weaknesses of others, such as 
cluster analysis, exploratory factor analysis, 
multidimensional scaling, analysis of variance, 
multiple regressions, and confirmatory 
factor analysis (Hair et al., 2017). One of 
the advantages of this approach is that the 
population distribution is not restricted, so 
exploratory and confirmatory research can 
be conducted with small and medium-sized 
samples (Tsao et al., 2016).

Subjective least squares path modeling 
(PLS-SEM) hypotheses were tested using 
SmartPLS 3.0 software (Ringle and Sarstedt, 
2012). Partial Least Squares Structural 
Equation Models [PLS-SEM] are part of 
the most recent strategies for conducting 
quantitative research in sports management 
Zhang et al. (2017. The minimum sample size 
was ensured through the result of the power 
test analysis. (Hair et al., 2017) suggest 
this test to ensure adequate statistical 
power, considered the core of the PLS-SEM 
algorithm. 

Thus, by using the G*Power 3 software 
(Faul et al., 2007), for a standard significance 
level µ = 0.05, a mean effect size (f2 = 0.15), 
with 345 validated cases, and the regression 
of 4 explanatory variables-4 that make up 
the independent construct of co-creation, 
the power achieved was 99%. That is a good 
percentage achieved for studies in social 
sciences.

3.Results
According to the postulates of Hair et al. 

(2017), to validate the studies in PLS-SEM, it 
is necessary to adopt the following stages for 
the measurement and analysis of the model: 
I) validity of the measuring instrument for 
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reflective constructs: internal consistency, 
reliability, convergent and divergent validity; 
II) validity of the measuring instrument for 
formative constructs: weight and importance 
of the indicator, and multicollinearity; and, 
III) measurement of structural model: the 
value of determination coefficients, the 
importance of structural relationships and 
predictive relevance. 

3.1. Measurement model
The model presents acceptable Compound 

Reliability (Crossan and Apaydin, 2010) 
values for all reflective constructs, 
demonstrating the internal consistency and 
reliability of the instrument. Moreover, the 
Average Variance Extracted (AVE) values of 

the reflective constructs are more significant 
than 0.5 (Table 1). Also, all loadings sizes 
were significant and greater than 0.6. These 
values show compliance with convergent 
validity; the items measured the respective 
constructs robustly. 

According to Fornell (1982); Fornell 
and Larcker (1981); Hair et al. (2017), the 
discriminant validity is determined as 
follows: diagonal values were calculated by 
the SmartPLS software, such as the square 
roots of the AVE (Chin, 1998) (Table 2). These 
variances are more significant than the highest 
quadratic correlation of the constructs listed 
below the diagonal. Secondly, comparing 
factorial cross-loadings of indicators in a 
latent variable against the loadings of all 
other latent variables is necessary. Factorial 

Table 1. Internal consistency and reliability for reflective constructs

Dimensions Items Loadings CA CR AVE

Sport

Sport_1 0.764***

0.880 0.918 0.736
Sport_2 0.909***

Sport_3 0.891***

Sport_4 0.861***

Customer/Members

Customer_M_1 0.810***

0.828 0.886 0.661
Customer_M_2 0.745***

Customer_M_3 0.837***

Customer_M_4 0.855***

Communication and 
image

Com_Image_1 0.787***

0.885 0.920 0.743
Com_Image_2 0.864***

Com_Image_3 0.914***

Com_Image_4 0.878***

Finance

Finance_1 0.750***

0.855 0.902 0.699
Finance_2 0.889***

Finance_3 0.869***

Finance_4 0.830***

Organization

Organization_1 0.878***

0.909 0.936 0.786
Organization_2 0.886***

Organization_3 0.911***

Organization_4 0.871***

*Indicates significant paths: ***p<0.001.

Source: From the results of the SmartPLS software through the calculation of the PLS Algorithm and Boststrap.
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loadings had a more excellent value with their 
variable than other variables assessed in the 
model, demonstrating discriminant validity.

The relative relevance of the weight load 
of the dimensions of the value co-creation 
construct was validated through the weights. 
Table 3 shows that only the dialogue dimension 
was significant (P>0.001). The other 
dimensions (access, transparency, and risk) 
were not. Therefore, it is required to evaluate 
the weight of the non-significant dimensions. 
According to Hair et al. (2017), the dimension 
is maintained if the loading is greater than 
0.5 or if the dimension is significant, even 
if the loading is not greater. Therefore, all 
dimensions meet the relative importance of 
the weight load. An additional evaluation was 
performed to obtain the Variance Inflation 
Factor (VIF) for the formative dimensions, 
thus verifying the model’s goodness of fit to 
be estimated. The values associated with the 
indicators were lower than five (Korkman, 
2006), with a tolerance (Di Minin et al., 2014) 
higher than 0.20 (Hair et al., 2017). The 
formative dimensions of the measurement 
model are validated when their indicators 

are not highly correlated. Table 3 shows that 
the dimensions meet the highest loading (> 
0.5). 

3.2. Structural model
The results show that R2 values were 

statistically significant with relevant and 
moderate indicators for the dependent 
variables: finances (R2 = 0.484), 
communication, and image (R2 = 0.477); 
organization (R2 = 0.457), costumer/members 
(R2 = 0.422), and sport (R2 = 0.413), enabling 
making inferences about them (Hair et al., 
2017). The resampling procedure called 
Blindfolding was executed to evaluate Q2. 
The findings demonstrate that all dependent 
variables had a predictive relevance greater 
than zero (Q2 > 0) (Hair et al., 2017).

Therefore, based on the path coefficient 
structural model results, the DART model 
of value co-creation directly and positively 
impacts the organizational performance in 
amateurs’ football clubs (Figure 2 and Table 
4).

Table 2. Discriminant validity of reflective constructs

Dimensions 1 2 3 4 5

Communication & image (Treem, 2012) 0.862  

Customer / Members (Treem, 2012) 0.813 0.813  

Finance (Treem, 2012) 0.682 0.681 0.836

Organization (Treem, 2012) 0.723 0.711 0.705 0.887

Sport (Korkman, 2006) 0.789 0.794 0.658 0.719 0.858

Source: From the results of the SmartPLS software through the calculation of the PLS Algorithm.

Table 3. Measurement instrument for formative constructs

Second-order 
construct Dimensions

Collinearity Statistics Weight-Load

TOL VIF Sig. Weight Beta loadings Sig. Loadings

Co-creation of value

Dialogue 0.41 2.427 0.000 0.953 0.000

Access 0.53 1.875 0.878 0.670 0.000

Risk 0.33 2.974 0.002 0.876 0.000

Transparency 0.35 2.789 0.029 0.838 0.000

Source: From the results of the SmartPLS software through the calculation of the PLS Algorithm and Boststrap                      
for significance ***p<0.01.
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Figure 2. Results of the structural model

Source: From the results of the SmartPLS software.

Table 4. Significant testing results of the structural model path coeffcients

Hypothesis Structural path Path 
coeffcient t -value Conclusion

H1 Co-creation of value -> Sport elite 0.644*** 13.99 Supported

H2 Co-creation of value -> Customer / Members 0.651*** 14.21 Supported

H3 Co-creation of value -> Communication and image 0.691*** 16.13 Supported

H4 Co-creation of value -> Finance 0.697*** 18.06 Supported

H5 Co-creation of value -> Organization 0.677*** 17.76 Supported

*Indicates significant paths: ***p<0.001.

Source: From the results of the SmartPLS software through the Boststrap calculation.

 

 

 

 

_M
_1 
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4. Discussion
There is a current debate on the 

conceptualization and measurement of 
value co-creation in organizations, including 
sports organizations. In this sense, this 
study proposed measuring the relationship 
of the DART value co-creation model with 
the performance dimensions of amateur 
football clubs in a developing country, such 
as Colombia. Football is the most practiced 
sport in Colombia, with the most significant 
number of fans.

The results are consistent with that 
Hedlund (2014) shows in his study that 
sports organizations perceive the influence 
of value co-creation in the financial benefits 
as an effect of new modalities of consumption 
intention from the fans.

Findings also reveal a strong relationship 
between communication, image, and value 
creation. The aforementioned is similar to what 
Delshab et al. (2020) argue: communication 
is an inherent aspect of the processes 
and activities in networks of creation and 
exchange of knowledge. Likewise, Grönroos 
(2006, 2008); Grönroos and Helle (2010); 
Grönroos and Ravald (2011) determine 
that communication processes generate 
value through the interactive participation 
of consumers in organizations. This could 
mean that communication influences and is 
influenced by the generation of interactive 
value between clients or partners.

Despite the lack of financial resources 
that support amateur football in Colombia 
as a developing country, value co-creation in 
sports constitutes a tool to obtain financial 
benefits and the achievement of their 
sports, organizational, customer/members, 
communication, and image goals. 

Following Gerke et al. (2020a); Woratschek 
et al. (2014a, 2014b), this study shows the 
benefits of engaging with interested parties 
in value co-creation, as it generates other 
ways of thinking about services that may 
apply to customers or members of sports 
organizations. Prahalad and Ramaswamy 
(2004b); Taghizadeh et al. (2016) emphasize 
that the DART value co-creation model 
contributes to organizational innovation. 
Thus, similar to what Wemmer and 
Koenigstorfer (2016) propose, this study 

demonstrates the benefits of innovation in 
sports clubs, especially in amateur football 
clubs. 

5. Conclusions
This study provides empirical evidence on 

the relationships between the DART value co-
creation model and the performance of sports 
organizations, in line with other studies that 
link organizational performance to value 
co-creation. The theoretical contribution is 
expressed in the positive and direct effect 
of value co-creation on sports organizations’ 
performance dimensions. 

This study has managerial implications for 
nonprofit amateur football clubs in developing 
countries. It is recommended that their 
managers develop new or improved services 
through value co-creation processes to 
optimize performance. Clubs should generate 
joint services and products with partners 
that should emerge from academic research; 
needs and wishes of customers, members, or 
fans; the business knowledge about sponsors, 
suppliers, and inventors; and the support 
of government agencies that favor the 
benefits of the clubs and also their partners. 
Therefore, club managers should obtain 
theoretical and practical skills in systems 
and tools for co-creating value, developing 
networking strategies, and building trust 
relationships. Likewise, managers should set 
organizational performance indicators that 
show how their performance evolves due to 
developing joint projects with their members 
or partners. 

Sports organizations face difficulties 
detecting innovation, among other reasons, 
because of the lack of appropriation of the 
concept. This limitation also afflicts nonprofit 
sports organizations attached to amateur 
football in Antioquia. Therefore, some data 
and information on the chosen constructs 
for studying the phenomenon of innovation 
management in sports organizations may not 
be fully incorporated. Similarly, during the 
research, some organizations showed fragile 
administrative structures and issues with 
the internal assignment of responsibilities, 
generating limitations when applying 
measuring instruments. Amateur football 
governing bodies should accompany their 
clubs to promote a culture of innovation by 
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creating common value by developing or 
improving products and services.

Another limitation is that the research 
was only conducted in nonprofit sports 
organizations, excluding for-profit ones, 
widely differentiated in the literature. In this 
same vein, the study has only considered 
nonprofit sports organizations attached to 
amateur football in Antioquia, excluding 
amateur football in other regions and 
professional football in Colombia.

Conclusions, contributions, and, mainly, 
limitations of the research presented in this 
section pave the way for further research 
on understanding value co-creation as 
a phenomenon and its effect on sports 
organizations’ performance.
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