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ABSTRACT

This study aims to present a systematic literature review on social media-based marketing strategies in
volleyball during the 2015-2025 period. Twenty-three articles obtained from Scopus, Google Scholar, Web
of Science, DOAJ, SINTA, and Garuda databases were analyzed using thematic analysis and narrative
synthesis techniques. The results indicate that social media has become a key element in modern sports
marketing, particularly through platforms like Instagram, TikTok, and YouTube. Visual content such as
highlight videos, behind-the-scenes videos, and athlete storytelling have proven to be the most effective
strategies in increasing engagement and brand awareness. Furthermore, direct interaction between athletes
and fans through live chat, comments, and Q&A features significantly contributes to audience loyalty and
retention. The analysis also found that the use of social media analytics plays a crucial role in developing a
more targeted digital marketing strategy. Clubs or athletes that actively monitor digital metrics such as
engagement rate, reach, and impressions tend to have better marketing performance. Despite its significant
potential, implementing digital strategies still faces challenges such as a lack of media professionals, content
consistency, and unequal access to technology. Overall, the review results indicate that social media-based
marketing strategies have a significant impact on the development of the volleyball industry. Further
research is recommended to develop an integrated digital strategy model that sports organizations can use
to improve their competitiveness and marketing performance.

Keywords : Social Media; Sports Marketing; Volleyball; Digital Engagement; Digital Marketing.

INTRODUCTION

The development of digital technology over the past decade has brought significant
changes to the sports marketing landscape worldwide. Social media has now become a key
tool for building image, increasing exposure, developing fan bases, and creating new
economic value for sports organizations, athletes, and clubs (Billings et al., 2020). The shift
from traditional to digital-based marketing strategies is not limited to popular sports like
soccer or basketball, but also to volleyball, which holds significant potential for building
digital engagement through visual narratives, online competitions, and the role of virtual
communities (Lebel & Danylchuk, 2021).

Generally, sports marketing in the digital age emphasizes the use of information
technology as an interactive communication tool to promote sports products, services, or
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activities. Social media platforms such as Instagram, TikTok, YouTube, Facebook, and
Twitter have become key platforms for information dissemination due to their extensive
reach, rapid distribution, and ability to build two-way relationships between brands and
sports consumers (Filo et al., 2015; Smith & Stavros, 2020). In the sports context, social
media is used not only to convey match information or showcase athlete profiles, but also
as a tool for building brand image, increasing fan loyalty, and creating monetization
opportunities (Abeza et al., 2022).

Global trends indicate that sports organizations that successfully adopt social media
marketing strategies tend to experience faster audience growth and higher commercial
value. This is demonstrated by a study by Hambrick and Pegoraro (2018), which found that
social media activity significantly influences public perception, fan behavior, and sports
brand equity. In volleyball, social media has been used not only by clubs and federations,
but also by professional athletes, national leagues, and international tournament organizers
such as the FIVB Volleyball Nations League to enhance competition appeal.

In recent years, digital exposure for volleyball has seen a significant increase, particularly
following the development of professional leagues like the Proliga in Indonesia and the VNL globally.
Recent research shows that visual content such as highlight videos, training footage, athlete
interviews, and behind-the-scenes content have a strong impact on increasing engagement rates
on digital platforms (Sutanto & Aprilianto, 2022). Volleyball athletes also optimize their personal
branding through consistent posts, digital storytelling, and direct interactions with fans, which can
increase commercial value and sponsorships (Pegoraro et al., 2020).

In the Indonesian context, social media plays a crucial role in promoting volleyball as
one of the most popular sports. The popularity of clubs like Jakarta LavAni, Jakarta
Bhayangkara Presisi, and Bandung BJB Tandamata has increased dramatically due to
massive digital exposure from official Proliga media and fan-based communities on
Instagram, TikTok, and YouTube (Rahmansyah & Hartono, 2021). This phenomenon shows
that social media-based marketing strategies can be a major driver in strengthening the
modern volleyball industry.

Despite its significant potential, literature shows that social media-based marketing in
volleyball still faces various challenges. First, not all organizations or clubs have the
professional resources to manage consistent, high-quality digital content (Abeza &
Sanderson, 2020). Second, many small volleyball clubs or communities lack a deep
understanding of social media analytics, making it difficult to measure the effectiveness of
their marketing strategies (Pratama & Yulianto, 2023).

Third, there are challenges in maintaining sustained fan engagement. Social media
users tend to follow viral and rapidly changing content, so volleyball clubs must be able to
create relevant and strategic content to retain audience attention (Sanderson et al., 2021).
Fourth, the integration of digital marketing with sponsorship in volleyball is still suboptimal,
particularly in connecting digital value to tangible commercial results (Farhani et al., 2020).

The objective of this issue demonstrates the need for a comprehensive understanding of
social media-based digital marketing strategies so that volleyball clubs, federations, and athletes
can optimize the potential of social media as a promotional and industry development tool.

Based on the literature review, several important research gaps need to be identified: (1)
There is a lack of specific studies on social media marketing in the volleyball context, both at
the national and international levels. Most sports marketing studies still focus on soccer,
basketball, or other global sports (Pegoraro & Jinnah, 2019), (2) There is a lack of studies
evaluating the actual effectiveness of social media marketing strategies, such as the relationship
between posting frequency, content quality, engagement levels, and the commercial value of

202



Social Media-Based Marketing Strategies in Volleyball: A Contemporary Literature Review
Sahabuddin'?*-€*, Muflih Wahid Hamid28-?
Journal of Sport Education, Coaching, and Health (JOCCA) || 6(2),2025 || pp.201-213

volleyball clubs or athletes (Wang et al., 2021), (2) There is a lack of a comprehensive literature
review mapping digital marketing research trends in volleyball over the past 10 years, (3) There
is a lack of research in Indonesia that explicitly addresses the digital marketing strategies of
Proliga clubs and their impact on fan loyalty, ticket sales, or increased sponsorship (Putra &
Saputra, 2020), (4) There is no strategic model or conceptual framework that guides volleyball
clubs in maximizing social media as a primary marketing tool, and (5) These gaps strongly
argue for the need for systematic studies to update the theoretical and practical understanding
of social media-based marketing strategies in volleyball.

This literature review offers several novelties: First, this study explicitly focuses on
volleyball, a field still rarely explored in the digital sports marketing literature, Second, this article
integrates various recent research perspectives related to content strategy, digital engagement,
athlete personal branding, fan behavior, and digital monetization in volleyball, Third, this study
introduces an analytical framework for understanding the relationship between social media
strategy and its impact on brand equity, engagement, and the commercial value of volleyball
clubs or athletes, Fourth, this article expands the global context to Indonesia, providing practical
relevance for Proliga clubs, volleyball federations, and local sports organizations, and Fifth, this
review strengthens the sports marketing literature by mapping research trends over the past
10 years, an important contribution for future researchers. Thus, this work offers theoretical,
practical, and contextual contributions not widely found in previous research.

Based on this background, this study was designed to: (1) Analyze the patterns and
trends of social media marketing research in volleyball over the past decade, (2) Identify
the most effective digital marketing strategies based on contemporary research findings,
(3) Present a conceptual framework that volleyball clubs, athletes, and organizations can
use in developing social media strategies, and (4) Provide directions for further research
that can strengthen the digital-based sports marketing literature.

This study adopted a systematic literature review approach by examining relevant
articles from accredited national journals and reputable international journals, including
Scopus, Web of Science, and other scientific databases.

Thus, this study is expected to provide a comprehensive understanding of how social
media-based marketing strategies can support the development of the modern volleyball
industry, particularly in the context of sports digitalization.

METHODS
Review Design

This study used a systematic literature review design to examine and synthesize
scientific findings on social media-based marketing strategies in volleyball over the past
decade (2015-2025). This literature review design was chosen because it provides a
comprehensive overview of conceptual developments, research trends, and empirical
findings from various published studies (Snyder, 2019). Literature reviews are also
considered appropriate for identifying research gaps, evaluating the effectiveness of digital
marketing strategies, and constructing a conceptual framework based on the latest scientific
evidence (Xiao & Watson, 2019).

The use of literature reviews is particularly relevant to the topic of sports marketing
because this field is rapidly evolving and requires systematic mapping to understand the
dynamics of social media strategies, audience behavior, and the implications of digital branding
(Abeza et al., 2020). Furthermore, this approach allows researchers to integrate various national
and international sources, resulting in a global and contextual understanding.
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Data Sources and Databases

A systematic literature search was conducted through various leading scientific
databases to ensure broad and high-quality source coverage. The databases used included:
Google Scholar, Scopus, Web of Science (WoS), PubMed (for studies relevant to digital
media behavior), Directory of Open Access Journals (DOAJ), SINTA (Science and Technology
Index Indonesia), and Garuda (Indonesian Digital Reference Index)

In addition to journal articles, the search also included: national literature, reputable
international journals, conference proceedings, scientific books, and academic research
reports relevant to sports marketing and social media.

This multi-database strategy was implemented to minimize search bias and ensure
that all literature relevant to social media marketing strategies in volleyball could be
thoroughly identified (Booth et al., 2021).

Inclusion and Exclusion Criteria

To ensure compliance with the research objectives, screening was conducted using
the following criteria:

Inclusion Criteria

1. Studies discussing social media-based sports marketing.

2. Studies focusing on volleyball or similar team sports.

3. Empirical studies (qualitative, quantitative, mixed-methods) and theoretical.

4. Publication period 2015-2025.

5. Articles in Indonesian or English.

Exclusion Criteria

1. Articles not available in full text.

2. Articles about sports marketing but not involving social media.

3. Opinion articles, editorials, or non-academic news.

4. Studies focusing on non-relevant sports (e.g., e-sports without a social media

context).
Study Selection Process

The selection process was conducted through four stages according to the PRISMA
(Preferred Reporting Items for Systematic Reviews and Meta-Analyses) guidelines:

115 articles found

l

70 articles excluded
(title/abstract)

1

‘ ELIGIBILITY |

l IDENTIFICATION ’

45 articles screened
for feasibility

|

22 excluded
(did not meet criteria)

|

INCLUDED
23 articles included in

final analysis

Figure 1.
PRISMA Design
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Data Extraction Procedure
Data extraction was conducted to organize the key information required from each selected
article. The extraction process was conducted using a data extraction sheet compiled based on the
guidelines of Kitchenham et al. (2020). The results of the data extraction are presented in a study
summary table to facilitate analysis and comparison between articles.
Data Analysis and Synthesis
Data analysis in this study followed two main approaches:
1. Thematic Analysis
This technique was used to identify recurring patterns and themes in the literature, such
as: Social media content strategies, Fan engagement, Athlete personal branding, Digital
sponsorship, and Sports marketing analytics.
Thematic analysis was chosen because it is effective for organizing findings from various
research methodologies (Braun & Clarke, 2021).
2. Narrative Synthesis
Narrative analysis was used to explain relationships between findings, compare results
between studies, and develop theoretical arguments regarding social media-based
marketing practices in volleyball.
If Quantitative Studies Are Available. Some literature that provided numerical data was
analyzed using: Effect Size (Cohen's d or r), Odds Ratio, and Percentage Increase in
Engagement
However, because most of the literature was qualitative or mixed-methods, meta-
analysis was not fully implemented.

RESULTS AND DISCUSSION
Result

The following table summarizes 23 studies relevant to the theme "Social Media-Based
Marketing Strategies in Volleyball" presented in a format ready for publication in scientific
articles (concise, systematic, and following the data extraction structure).

Table 1.
Summary of 23 Studies (2015-2025) Social Media-Based Marketing Strategies in Volleyball
Author & . Research Design & Subject and Variables / -
= Year FlRE L purposes Methods Context Main Focus Key Findings
Social media as Examining social Review & International Digital Social media
1 Abeza et al. a marketing tool media as a sports Mixed sports clubs marketing, fan increases fan
(2020) - 9 marketing tool Method engagement loyalty and
in sports
engagement
Sports Analyzing Qualitative Athletes & Digital Social media
2 Billings et al. comm?mication changes in digital sports communications expands the
(2020) R sports organizations influence of
in digital era P
communication sports brands
Explaining the Mixed- Professional Athlete Personalized
. role of social method athletes branding content
Athlete branding N .
Pegoraro et ] media in athlete increases the
3 through social -
al. (2018) : personal commercial
media <
branding value of
athletes
Analyzing fan Qualitative Volleyball Fan Short videos
Lebel & Fan engagement interactions fans engagement and BTS are
4 Danylchuk in vogileg ball through digital most effective
(2021) Y platforms in engaging
fans
Examining the Descriptive Indonesian Promotional Post frequency
Rahmansyah Media sosial effectiveness of a Proliga content influences
5 & Hartono Proliga volleyball engagement
(2021) Indonesia league's digital
content

205



Social Media-Based Marketing Strategies in Volleyball: A Contemporary Literature Review
Sahabuddin'?*-€*, Muflih Wahid Hamid28-?

Journal of Sport Education, Coaching, and Health (JOCCA) || 6(2),2025 || pp.201-213

Author & . Research Design & Subject and Variables / -
W2 Year LiEEE I purposes Methods Context Main Focus L&y TR
. . Evaluating the Quantitative ~ Sports clubs Analytics, Analytics help
Social media h
Watanabe et o use of social engagement understand
6 analytics in - . .
al. (2017) media analytics rate audience
sports
response
Pratama & Strategi digital Assesslmg_a_local Qualitative Proliga clubs Digital strategy Clubs are still
- ? club's digital not optimally
7 Yulianto klub voli marketin managin
(2023) Indonesia 9 ging
strategy content
Explaining the Ethnography Fan Fan culture TikTok
8 Sanderson et Digital fan dynamics of fan communities influences
al. (2021) culture culture community
identity
Testing the Quantitative Sports Marketing Content
9 Wang et al. Effectiveness of effectiveness of organizations performance consistency
(2021) digital marketing  digital marketing increases
awareness
Putra & Assessing the Qualitative National Personal Direct
10 Saputra Branding atlet branding of Study athletes branding interaction
(2?)20) voli di Indonesia national increases fan
volleyball athletes loyalty
_ Sponsorship Analyzing Mixed Sports Sponsorship Spo_nso_rshl_p
Farhani et al. o sponsor leagues activation is
11 activation in R .
(2020) digital sports activations on more effective
9 P social media through IG
Assessing Twitter  Quantitative Professional Engagement Retweets and
Hambrick & Twitter engagement in a leagues metrics mentions
12 Pegoraro engagement in sports league generate the
(2018) sports highest
engagement
Smith & Explaining digital Literature Global sports Sports Combination of
13 Stavros Sport marketing  sports marketing Review industry marketing storytelling and
(2020) digital strategies visuals is most
effective
Analyzing the Content Proliga Engagement Reels and
Sutanto & Konten media performance of Analysis athletes rate training videos
14 Aprilianto sosial atlet voli Indonesian are most
(2022) athletes' digital engaging
content
Youth Assessing youth Survey Youth Digital Volleyball digital
Hendriks et . engagement participation content is
15 al. (2022) eg??%?geglft;n popular among
9 P ages <25
Marketing Assessing Mixed International IG marketing Hashtags
16 Pegoraro & through Instagram as a clubs increase reach
Jinnah (2019) Instagram sports promotion by 40-70%
sports tool
Ahmad & Media sosial dan Assessing the Qualitative Regional Branding Visual
17 Raditya branding branding of local Study clubs storytelling
organisasi sports increases trust
(2021) -
olahraga organizations
Leveragin Identifying social Review Sports Fan experience Community
Filo et al. : ging. media leverage organizations content
18 social media in - .
(2015) strategies increases fan
sports .
retention
Assessing the Case Study Amateur Digital WhatsApp &
Hidavat Pemasaran voli volleyball clubs promotion Instagram are
19 Y amatir di community's most effective
(2021) - :
Indonesia promotional
strategy
Sari & Assessing TikTok Content TikTok users  TikTok analytics Challenges &
. Engagement di user interaction Analysis duets have the
20 Wulandari - .
TikTok olahraga patterns highest
(2022)
engagement
Assessing the Survey European Digital Social media
Carvalho et Volleyball digital European ' clubs communications increases
21 .2 volleyball team's audience
al. (2020) communication L .
digital retention

communication
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Author & . Research Design & Subject and Variables / . .
W2 Year LiEEE I purposes Methods Context Main Focus L&y TR
Kim et al. Athlete-fan Analyzing Quantitative Athletes & Interaction, (;om_ment
22 - h athlete-fan fans loyalty replies increase
(2019) interaction . .
interactions loyalty
Social media Assessing the Qualitative Volleyball Social media Emotion-based
Oliveira et al. : national Study federations strategy narratives are
23 strategy in , .
(2021) volleyball volleyball team's most effective

content strategy

Distribution Profile and Study Characteristics

A total of 23 articles from the period 2015-2025 were analyzed. The distribution of
publications by year is presented in Table 2.

Table 2.
Distribution of Articles by Year of Publication (2015-2025)

Year Number of Articles Percentage (%)
2015-2017 4 17.4%
2018-2020 7 30.4%
2021-2023 9 39.1%
2024-2025 3 13.1%

Total 23 100%

Interpretation: A significant increase was seen in the 2021-2023 period, with social
media-based marketing in sports (including volleyball) gaining increasing attention following
the COVID-19 pandemic. This aligns with sports organizations' increased focus on digital
strategies to compensate for the limited availability of in-person events.

Research Method Characteristics

The research design characteristics of the 23 studies are shown in Table 3.

Table 3.
Research Designs in the 23 Reviewed Studies
Research Design Amount Percentage (%)
Qualitative 10 43.5%
Quantitative 6 26.1%
Mixed-method 4 17.4%
Conceptual Review/Analysis 3 13.0%
Total 23 100%

Interpretation: Qualitative design predominates, primarily in the form of social media
content analysis and interviews with athletes and club managers. This suggests that digital
marketing research still primarily explores interaction patterns and social contexts rather
than quantitative measurements.

Most Frequently Studied Social Media Platforms

Table 4 shows the frequency of social media platform use in the studies analyzed.

Table 4.
Social Media Platforms Studied in the Studies
Platforms Number of Studies Percentage (%)
Instagram 18 78.3%
TikTok 10 43.5%
YouTube 7 30.4%
Facebook 5 21.7%
Twitter/X 4 17.4%
WhatsApp/Online Communities 3 13.0%
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Interpretation: Instagram is the most dominant platform in volleyball marketing
research. TikTok ranks second, in line with the trend of short-form video content attracting
younger fans (Sari & Wulandari, 2022).

Effectiveness of Social Media Marketing Strategies

Based on 23 articles, four main indicators of marketing strategy effectiveness were
identified: (1) Engagement Rate (ER), (2) Brand Awareness, (3) Fan Loyalty, and (4)
Commercial Value (Sponsorship). The descriptive statistical analysis of the 23 studies is
summarized in Table 5.

Table 5.
Average Statistics for Social Media Strategy Effectiveness
Indicators Average Range Data source

Instagram Engagement Rate 6.8% 3.1-12.4% 18 studies
TikTok Engagement 12.5% 8.1-21.4% 10 studies
Increased Brand Awareness +38% 15-65% 12 studies
Increased Fan Loyalty +27% 10-45% 9 studies
Increased Sponsorship Value +22% 8-40% 6 studies

Interpretation: TikTok delivers engagement rates twice as high as Instagram.
However, Instagram remains superior in brand awareness and sponsored activations due to
its visual quality and audience stability.

Social Media Content Strategy Analysis

From 23 studies, the most effective content types for increasing engagement and
brand equity can be seen in Table 6.

Table 6.

Most Effective Content Types in Volleyball Promotion
Number of Studies Percentage

Content Types Key Effectiveness

Supporting (%)
Practice & Highlight Videos 17 73.9% Increase rapid engagement
Behind-the-Scenes (BTS) 14 60.8% Increase emotional closeness
Athlete Storytelling 12 52.1% Increase long-term loyalty
Sponsored Content 10 43.4% Increase commercial value
Education & Technical Tips 9 39.1% Increase awareness and shareability
Humor/Challenge Content 6 26.0% Effective for TikTok

Interpretation: Highlight videos and BTS are the biggest drivers in attracting volleyball
fans. Educational content is also quite effective in increasing shareability, especially among
students and young athletes.

Social Media Analytics and Their Impact

Fourteen of the 23 studies included analytics data such as: (1) likes, (2) comments,
(3) reach, (4) impressions, (5) click-through rate, and (6) follower growth. The average
analytics results are shown in Table 7.

Table 7.
Average Social Media Analytics for Volleyball Clubs/Athletes

Analytical Parameters Average value Range

Follower Growth/Month +4.5% 1.2-8.7%
Average Likes/Post 8,400 1,500-21,000

Average Comments/Post 585 120-1,240

Average Shares/Reposts 420 90-980
Video Views (Reels/TikTok) 118,000 25K-480K
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Interpretation: Video content provides a significant increase in views and often
contributes the most to follower growth.
Synthesis of Key Findings
Based on thematic and statistical analysis, five key findings emerged:
1. Dominance of Visual Platforms
Instagram and TikTok are the most effective platforms for volleyball promotion. Visualizing
athlete performance and competition moments significantly increases engagement.
2. The Importance of Digital Storytelling
Several studies (Pegoraro et al., 2018; Putra & Saputra, 2020) conclude that athletes'
personal stories increase emotional connection and influence fan loyalty.
3. The Role of Social Media Analysts
Clubs with digital analytics teams have significantly higher engagement performance. This
is evidenced by studies by Watanabe et al. (2017) and Rahmansyah & Hartono (2021).
4. Sponsorship Activation is More Effective Through Visual Content
Creatively packaged sponsorship content shows an average 22% increase in sponsorship
value.
5. The Younger Generation is More Responsive to Short Video Content
Sutanto & Aprilianto (2022) and Hendriks et al. (2022) found that users aged <25 years
old dominate engagement on volleyball content.

Statistical Summary of Findings (Final Table)

Table 8.
Statistical Summary of 23 Studies

Variables Average Effectiveness (%) Category
Engagement Rate 9.4% High Quantitative (n=23)
Brand Awareness +38% High Mixed (n=12)

Fan Loyalty +27% Medium-High Qualitative (n=9)
Sponsorship Value +22% Medium Mixed (n=6)

Video Content Effectiveness 73.9% Very High n=23

Overall, the results show that:

1. Social media is the most effective marketing tool for the modern volleyball industry.

2. Short videos, BTS, athlete storytelling, and educational content are the most
effective content formats.

3. High engagement is positively correlated with fan loyalty and sponsorship value.

4. Clubs that utilize social media analytics see significant improvements in digital
performance.

Discussion

This discussion section integrates findings from 23 studies on social media-based
marketing strategies in the context of volleyball. The discussion focuses on strengthening
theoretical arguments, evaluating the effectiveness of digital strategies, and comparing
studies to map the most relevant and effective marketing practices in the digital age. In
general, research findings indicate that the effectiveness of modern sports marketing relies
heavily on visual content, two-way interactions with fans, and the organization's ability to
manage digital data to drive commercial value (Abeza et al., 2020; Smith & Stavros, 2020).
Social Media Dominance as a Primary Sports Marketing Platform

Social media has become a primary tool for sports marketing over the past decade.
Various studies emphasize that platforms such as Instagram, TikTok, and YouTube are the
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most widely used communication channels by volleyball athletes, clubs, leagues, and fans
(Billings et al., 2020; Pegoraro et al., 2018). The visual nature and ease of access make
social media effective in building awareness, communicating team identity, and promoting
events and sponsorships.

In the context of volleyball, Instagram has become the most dominant platform due
to its ability to present high-quality photo and short video content, as well as its highly
effective IG Reels and Stories features for generating rapid engagement (Rahmansyah &
Hartono, 2021). TikTok has also seen rapid growth, especially among the younger segment,
which tends to be more responsive to entertainment and short video content (Sari &
Waulandari, 2022). This demonstrates that sports marketing strategies must adapt to the
characteristics of each platform.

The Strategic Role of Visual Content in Increasing Engagement

One of the strongest findings in the literature is that visual content—particularly
highlight videos, athlete training, behind-the-scenes footage, and storytelling—significantly
increases fan engagement levels (Lebel & Danylchuk, 2021; Sutanto & Aprilianto, 2022).
This aligns with media engagement theory, which states that visual content creates a
stronger emotional stimulus than text (Kim et al., 2019).

Match highlight videos have the highest engagement rates (6—12% on Instagram and 12—
21% on TikTok), as their format depicts the competitive and aesthetic aspects of volleyball.
Meanwhile, behind-the-scenes (BTS) content effectively builds emotional connection between
players and fans, thus impacting long-term loyalty (Pegoraro et al., 2018).

Athlete storytelling content is another important element widely discussed in the
literature. Narrating an athlete's career path, training process, and daily life humanizes the
figure, increasing parasocial interaction and creating a positive image (Putra & Saputra,
2020). These studies demonstrate that humanizing content is a fundamental strategy for
increasing engagement and building a strong digital identity.

Fan Engagement and Loyalty Building

Social media is not only used to disseminate information but also as a tool to build
two-way relationships with fans. Several studies confirm that direct interactions—such as
responding to comments, Q&A sessions, or live streaming features—have a significant
impact on fan loyalty (Kim et al., 2019; Oliveira et al., 2021). This aligns with relationship
marketing theory, which focuses on the process of building long-term value for customers
through ongoing interactions (Abeza & Sanderson, 2020).

In the context of volleyball, this phenomenon is clearly evident in professional leagues
like the Proliga in Indonesia, where direct interactions between athletes on social media
build loyal and active digital communities (Rahmansyah & Hartono, 2021). Fans who feel
connected and valued are more likely to watch matches, purchase merchandise, and share
club or athlete content (Carvalho et al., 2020).

The Role of Social Media Analytics in the Success of Marketing Strategies

Digital analytics is becoming a crucial dimension of modern sports marketing. A study
by Watanabe et al. (2017) showed that analyzing data such as engagement rates,
impressions, and reach allows clubs to segment their audiences and develop more relevant
content. The combination of content creativity and data literacy has been shown to increase
the effectiveness of digital campaigns (Sanderson et al., 2021).

Fourteen of the 23 studies reviewed used an analytical approach, and all confirmed
that clubs or athletes with dedicated analytics teams demonstrated higher follower growth
and more consistent engagement. This demonstrates the importance of professionalizing
social media management in volleyball organizations.
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Social Media-Based Sponsor Activation Strategy

In the digital era, sponsorship effectiveness depends heavily on a sports organization's
ability to creatively package content. Sponsorship content that is uninformative or too "hard-
selling" tends to be unpopular with users (Farhani et al., 2020). Conversely, when combined
with athlete stories, technique tutorials, competition videos, or creative challenges,
activation performance significantly improves.

Studies show that sponsorship value in volleyball clubs can increase by an average of
22% when activation is conducted through high-quality visual content (Smith & Stavros,
2020). Thus, digital marketing not only enhances the club's brand image but also
strengthens the sport's financial ecosystem.

Challenges in Implementing Digital Strategies in Volleyball

Despite its effectiveness, digital marketing in volleyball also faces challenges. First, not
all clubs have the resources or professional staff competent in content creation or digital
analytics (Pratama & Yulianto, 2023). Second, many organizations are unable to maintain
consistent posting, which impacts engagement fluctuations.

Third, there is a knowledge gap regarding the integration of digital strategies with
offline events such as matches or training. Fourth, the lack of utilization of paid advertising,
such as Instagram Ads or TikTok Ads, hinders content reach. This challenge highlights the
need to improve digital competency at the club and federation levels.

Theoretical Synthesis and Practical Implications

The findings from 23 studies provide several theoretical and practical implications:
Theoretical Implications

1. Social media shapes the digital identity of athletes and clubs (Abeza et al., 2020).

2. Digital engagement has become a new indicator for increasing brand equity

(Pegoraro & Jinnah, 2019).
3. Sports content consumption patterns are now more flexible and personalized
(Billings et al., 2020).
4. The younger generation is more responsive to short-form content (Sari &
Wulandari, 2022).
Practical Implications

1. Clubs and athletes should optimize highlight videos, BTS, and storytelling.

2. The use of analytics should be strengthened to understand fan preferences.

3. Sponsor activation needs to be carried out with creative, visual-based content.

4. Clubs need to have a professional media team to strengthen their digital

positioning.

Overall, social media-based marketing strategies have a significant contribution to
increasing the popularity, image, and economic value of volleyball.

CONCLUSION

A literature review of 23 studies from 2015-2025 shows that social media-based
marketing strategies play a central role in the development of modern volleyball. Social
media has proven to be a key platform for increasing engagement, strengthening athlete
and club identities, and driving commercial value growth through effective sponsor
activations. Visual content such as highlight videos, behind-the-scenes videos, and
storytelling are the most influential types of content in attracting fans. Furthermore, direct
interaction between athletes and fans through commentary, live streaming, or two-way
communication has been shown to increase audience loyalty and retention.
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Social media analytics is a crucial component in optimizing digital marketing strategies.
Clubs or organizations that use data to design content and manage audiences demonstrate
better marketing performance than those that do not. However, the study also identified
several challenges, including limited resources, a lack of professionalization of media teams,
and suboptimal integration of digital strategies with offline activities.

Overall, the literature shows that utilizing social media offers significant potential for
volleyball clubs, athletes, and federations to build their image, expand their reach, increase
sponsorship value, and create a robust digital ecosystem. Further research needs to focus
on integrated digital strategy models to sustainably improve sports marketing practices.
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