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Introduction
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 Increasing competition for discretionary dollar 
(Mullin, Hardy, & Sutton, 2007).  

 Brand equity serves as a point of differentiation for 
sport organizations (Ross, 2007).

Monetary Benefits of Brand Equity:

1. Enhanced product image (Gladden, Milne, & Sutton, 1998) and 
value (Keller, 2003).

2. Improved purchase intention (Cobb-Walgren et al., 1995;
Gladden & Milne, 1999).

3. Immunity to product-associated crisis (Dewar & Pillutla, 2000).

4. Support team when struggling from  performance standpoint 
(Gladden & Funk, 2001).



III. Review of Literature

Brand Equity: Assets linked to a brandôs name that 
add consumer value to the product being offered by a 
sport entity (Aaker, 1991). 

Pioneer Branding Concepts:

Brand is ñmore than just a labelò (Gardner & Levy, 1995).

Combination of physical product, intangible values, and 
customer expectations (Brandt & Johnson, 1997).

Successful implementation of public associations allows 
sport organization to develop strong brand image/loyalty 
(Dickey & Lewis, 2009).
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Role of Technology
(E-Branding Principles)

 Brand management principles dictate need for using 
technology to enhance image (Christodoulides, 2009).

 Lack of empirical research in sport e-branding (de 
Chernatony & Christoudoulides, 2004).

Purpose: To survey NCAA Division I  athletic administrators 
to gain an understanding of the electronic strategies that 
athletic departments use when attempting to build brand 

equity with consumers.

i. Athletic department websites

ii. Independent technology

iii. The role of technology in the future
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III. Method

 Exploratory Research: Online survey of NCAA Division I 
athletic departments (Football Bowl Subdivision [FBS] and 
Football Championship Subdivision [FCS] to understand  
the role of technology branding efforts.

Details of Research

Survey Instrument : 
16-items within four categories (6-point likert).

Sample: 
Invites sent to FBS Senior Administrators in targeted areas of 

expertise (e.g., Senior AD in Marketing).

Response Rate: 
Following two invitations, there were over 50% of NCAA 

Division I athletic departments represented (N = 152).
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IV. Results
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 Solid representation from FBS (N = 64) and FCS (N = 88) 
conferences. 

 Budget:
Average = $150,000 (FBS)
Average = $75,000(FCS)

 Employees:
Average = Four Marketing Employees (FBS) 
Average = Two Marketing Employees (FCS)

 Content Delivery:
78% control content; Updated multiple times daily (FBS)
86% control content; Updated multiple times daily (FCS)

per day.



Athletic Website
(Importance of E-Branding Technologies)
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Table 1
Criticality of Website Technologies to Build Brand Image

Technologies

Division I FBS FCS

M SD M SD M SD

Video Broadcasts 5.24* 1.21 5.31 1.19 5.18 1.23

Audio Broadcasts 5.13* 1.13 5.15 1.23 5.10 1.06

Social Network Links 4.28* 1.38 3.75 1.29 4.66** 1.32

Newsletter 4.24* 1.26 4.26 1.20 4.22 1.31

Blog 3.97 1.22 4.16 1.25 3.83 1.19

Podcast 3.95 1.24 4.30** 1.16 3.70 1.24

Interactive Fan Poll 3.77 1.25 3.81 1.23 3.74 1.26

Interactive Chat 3.74 1.27 3.90 1.28 3.62 1.25

Message Board 3.16 1.44 3.03 1.39 3.25 1.48

Note. The scale ranged from Strongly Disagree (1) to Strongly Agree (6)
*p < .05 (ȉ Ó 4)      **p < .05 



Independent Mediums
(Importance of E-Branding Technologies)


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Table 2
Criticality of Independent Technologies to Build Brand Image

Technologies

Division I FBS FCS

M SD M SD M SD

Social Network Sites 4.69* 1.28 4.67   1.19 4.85   1.25

Video Sharing Sites 4.53* 1.33 4.53 1.24 4.53 1.39

Texting 4.41* 1.29 4.48 1.17 4.34 1.37

Microblogging 4.23* 1.17 3.97 1.05 4.42** 1.22

Mobile Applications 4.13 1.32 -- -- 4.13 1.32

Podcasts 3.96 1.17 4.25** 1.01 3.75 1.24

Blogs 3.91 1.18 4.10 1.05 3.77 1.25

Message Boards 3.48 1.45 3.43   1.42 3.51 1.48

Note. The scale ranged from Strongly Disagree (1) to Strongly Agree (6)
*p < .05 (ȉ Ó 4)      **p < .05 
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Future Role
(Importance of E-Branding Technologies)

ñAbility to interact with consumers in an innovative mannerò

 Larger role when communicating with younger 
generations of consumers (M = 5.60*, SD = 0.86).

Areas of Emphasis (E-Branding):

Social Network Sites (M = 4.83*; SD = 1.05)

Text Messaging (M = 4.81*; SD = 1.00)

Video Sharing (M = 4.68*; SD = 1.10)

*p< .05 (ȉ Ó 4)     



E-Branding Initiatives
(Open-Ended Administrator Responses)

 Website Technologies:
 E-Commerce (Online store, auctions)
 Email (Blast messages)
 Link to vendors
 Splash page
 Video (Embedded in stories, flash animation intro)

 Independent Technologies:
 Linear channel platform
 Innovative text use
 Voice messages (coaches)
 Voice email
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Discussion
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 Growing need to use technology (Simmons, 2008)

 Ability to meet needs of younger generations 
(Christodoulides, 2009)

 Allegiances ïpersonalization/customization
 Social needs ïshared consumption experiences

 Economic efficiency (Kiang, Raghu, & Huei-Min   
Shang, 2000)

 Monetary benefits
Enhanced product value, improved purchase intention, 

immunity to product-associated crisis, loyalty during losses



Conclusions
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 Growing importance of Internet and E-Branding

Limitations:
 Focus on athletic department viewpoint
 Emphasis on FBS departments

 Future Research: 

Consumerôs perspectives on technologies
 Division II, III athletic departments
 E-Branding outside the United States

 Use of E-Branding technologies*



The Endé

 Summary

 Any questions?

 Thanks for attending!!! 
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