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The primary purpose of this study was to examine Division I-A collegiate athletic 

marketing directors’ current sport marketing strategies; the secondary purpose of this study was 

to determine if there is an evaluation component of such marketing strategies, and to assess if a 

need exists for research specialists to assist in the athletic marketing evaluation processes. 

Surveys were mailed to 329 Division I-A athletic marketing directors and 136 were returned for 

a 41.3% response rate. Half-time promotions, brochures, local business sponsors, radio 

advertisements, game giveaways, newspaper advertisements, and internet advertisements were 

used 90% or more of those surveyed. Of those respondents, 68% felt good at developing and 

implementing new marketing strategies, while 62% said they often evaluate their marketing 

strategies. Moreover, 54% of athletic marketing directors believe they are competent in 

designing and implementing a statistically sound form of measurement for their marketing 

strategies. It was noted that only 22% of Division I-A athletic marketing directors use research 

consultants.  

 

 

Introduction 
 

             he growth of the sport industry combined with the changing economy has created a need 

for sport practitioners to focus on marketing strategies.  During the 1990’s, the sport industry 

experienced tremendous growth (Rosner, 1989), reaching an estimated worth of $213 billion 

dollars (Mahony & Howard, 2001).  However, as sport forecasters tried to predict the financial 
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growth patterns of the 2000-2010 decade, the possibility of an economic downturn was a 

common theme (Mahony & Howard, 2001).  According to Plunkett Research (2010), the sport 

industry is worth approximately $414 billion; however the industry is not without financial 

challenges. In what is now deemed to be the worst economic recession since the Great 

Depression (Willis, 2009), sport managers recognize the importance of developing systems that 

focus on maintaining and attracting current and new consumers.   

 The concept of maintaining and attracting current and new consumers to sporting 

events posits a challenge for today’s sport marketers.  Though sport has long been viewed as 

recession resistant, many sport consumers are opting for fewer tickets, cheaper seats, and less 

spending on ancillary sport purchases (McCarthy, 2008). As sport marketers attempt to create 

effective strategies, they must consider that entertainment is seemingly at the core of many sport 

events and thus should be the primary marketing objective (Irwin, Sutton, & McCarty, 2002).  

 Aligned with the notion that entertainment is among the core marketing strategies, 

marketers must consider the estimated target needs of consumers throughout the current decade 

of sport (Mahony & Howard, 2001); they must also recognize the need to prioritize marketing 

strategies. As identified by Mahony and Howard (2001), many sport management priority areas 

for this decade are listed under the umbrella of marketing and include: taking advantage of new 

technology; exploiting big events, rivalries and stars; improving targeting efforts; tapping new 

markets; and, reconnecting with traditional fans and consumers.  In addition to prioritizing 

marketing campaigns to enable sport entities to become more profitable, DeGaris (2008) 

suggests that academicians who are seeking to work with practitioners need to focus their 

attention on marketing evaluation.  

 Members of the marketing community recognize the need to gauge effectiveness in 

areas such as sponsorship sales support, marketing planning, sponsorship activation, and 

sponsorship and marketing evaluation; yet, “there is little literature about specific strategies and 

tactics for academics to conduct research that will be of use to sport marketing practitioners” 

(DeGaris, 2008, p. 11).  In addition to the lack of research on evaluation strategies, many sport 

marketers lack time, resources, and ability which often inhibit evaluation processes (Stevens, 

Loudon, & McConkey, 1995).  With this noted, collegiate sport marketing directors may employ 

and create marketing strategies with no developed assessment system to determine a strategy’s 

overall effectiveness.  The lack of evaluation related to marketing tactics might lend an athletic 

department to expend resources on ineffective strategies that could otherwise be targeted 

elsewhere.  This is of particular importance in current collegiate athletic systems, as many 

“athletic departments are experiencing difficulty just trying to maintain their existing program” 

(Burden & Li, 2003, p. 79). Further, Burden and Li asserted that in order for a university to be 

profitable, athletic programs must spend money in the areas of “marketing and program 

enhancements” (p. 79).  Thus, to be successful in big time college athletics, athletic directors 

either must adopt or have adopted a business perspective with a focus on investing lucratively 

and eliminating wasteful spending.  With this noted, this study sought to examine collegiate 

athletic marketing directors’ current sport marketing strategies as well as the evaluation 

techniques used to gauge marketing effectiveness.  Through the use of proficient measuring 

tactics, marketers will be able to eliminate promotional activities that do not benefit the 

program’s goals, while at the same time set the direction for future marketing plans. 
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Review of Literature 
 

 Sport marketing has been a vehicle for mainstreaming sport and has further contributed to 

the enormity of the sport industry.   Over time, the field of sport marketing has grown in 

importance and usage in colleges and universities (Stevens, Loudon & McConkey, 1995). In 

1999, for instance, the National Collegiate Athletic Association (NCAA) generated over $282 

million in revenues (Barr, McDonald & Sutton, 2000) compared to the $7 billion generated 

during the 2009-2010 season (Plunkett, 2010).  Such growth has encouraged the adoption of new 

marketing strategies that are aimed at continually increasing game attendance, maintaining and 

attracting consumers, and seeking out new revenues streams (Dick & Sack, 2003).    

 Growth within the sport industry has not occurred without a degree of costs and 

pressures.  As a result, marketers have began to focus on developing strategies to emphasize 

different efforts and techniques (Barr et al., 2000), including, but not limited to: creative ticket 

pricing and packaging options, themed games, special promotional activities at games, hallmark 

events, highlighting performances and star players, and incorporating new and emerging 

technologies.  However, the evaluation (or lack thereof) these strategies (DeGaris, 2008), 

presents a critical issue amongst sport marketers, as it is essential for survival in today’s 

collegiate marketplace.  If sport marketers are properly evaluating marketing tactics, likely 

benefits might include but are not limited to: creating target proposals, allocating marketing 

resources more efficiently, developing better direction for the marketing mix, enhancing 

consumer satisfaction by better meeting their needs and wants, and operating a more proficient 

budget (2008).  In short, more attention can be given to effective strategies while ineffective 

strategies can be eliminated - both of which will contribute to a more resourceful sport 

organization.      

 The concept of filtering through effective marketing strategies is not new to the field of 

sport marketing, as in 1987 Sutton suggested that it was critical to obtain expertise in measuring 

and evaluating the effectiveness of marketing plans. However, measuring marketing 

effectiveness poses numerous challenges due to the “multitude of possible metrics for assessing 

effectiveness” (Gray, 2006, p. 1). In the world of sport marketing, this challenge is heightened 

because of multiple stakeholders such as fans, sponsors, students, and faculty (Jackowski, 2007). 

Each stakeholder provides numerous possible goals of a marketing plan, and therefore, provides 

many measures for evaluation (2007). According to Dueease (2005), research is a crucial 

component for successful marketing. It is essential for a marketer to determine the target 

population as well as the likes and dislikes of the population (2005). It is equally important for a 

marketer to determine the most lucrative marketing strategies (Gray, 2006). According to Gray 

(2006), it is time that marketers rely on sound evaluation rather than instinct to determine if a 

promotional plan is effective. Though measuring return on marketing investments poses 

challenges, research suggests that if evaluations are conducted, marketers can eliminate 

approaches that do not effectively or efficiently reach target populations (Kolbrener Newsletter, 

2007). Measuring the outcomes of marketing plans could unquestionably help reduce wasted 

efforts while driving the effectiveness of future promotional strategies.  

  Limited research exists in the area of sport marketing evaluation.  Further, the majority of 

the research related to evaluation is focused solely on sponsorship.  Noting this, one of the most 

comprehensive exploratory studies involving the successful use of specific marketing and 

promotional activities was conducted by Stevens et al. (1995). Athletic directors at all 535 active 

NCAA Division I and II colleges and universities were surveyed through the use of a structured 
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questionnaire. They found the most effective marketing tactics to be the entertainment value of 

the event, strong advertising and promotion, low ticket prices or pricing discounts, and 

quality/accessibility of facilities. In relation to specific promotional activities, newspaper ads, 

radio ads, television advertisements and word of mouth were among the top four promotions 

considered to be most commonly used and most effective. Among the top four reasons for not 

engaging in more marketing activities were cost, limited personnel, time and benefits not worth 

the associated costs (1995). 

Other studies evaluated the effectiveness of several marketing techniques used in the 

professional sports. Mawson and Coan (1994) conducted a study to determine which marketing 

techniques were used by the National Basketball Association’s (NBA) marketing directors to 

promote attendance at home games. They divided 22 NBA franchises in two groups according to 

their seasonal high versus low capacity of attendance. The study used a Marketing Techniques 

Questionnaire developed by Hambleton (1987), which consisted of 21 marketing techniques. 

Results indicated that season ticket options and business sponsorships were the most used 

techniques compared to promoting star players and magazine advertising which were the least 

preferred marketing strategies. Comparing marketing strategies for high and low attendance 

franchises, NBA marketing directors with high attendance reported that winning season incentive 

was a strongly used marketing technique. Low attendance franchises found strategic planning, 

direct mail advertising, and newspaper advertising the most effective marketing techniques. The 

study also suggested that combining different marketing techniques was effective in promoting 

attendance.  

In 2003, Dick and Sack followed up Mawson and Coan’s (1994) study and compared 21 

marketing techniques and promotional strategies that NBA Marketing Directors thought to be the 

most effective in increasing ticket sales and game attendance. In addition, they examined the 

effectiveness of an additional 33 marketing techniques in small versus large franchises. These 

marketing techniques were not included in Mawson and Coan’s study. Television and radio 

advertising and the promotion of star players increased in their effectiveness compared to the 

decline of strategic planning and direct mailing. Results also showed significant differences in 

the effectiveness of marketing techniques between large and small franchises. Television 

advertising, special events, a package of options with tickets, marketing research, open houses, 

and booster clubs were the most effective marketing techniques used by small markets. The 

effectiveness of market research was higher in small market franchises than in large market 

franchises.  

Another study evaluated NBA marketing strategies from a different perspective by 

ranking the most effective marketing techniques and then comparing differences between 

marketing directors and attendees. The differences in perception of importance of marketing 

techniques between spectators and NBA marketing directors were high as both groups disagreed 

on the effectiveness of 15 of 20 marketing techniques used in the study. Telemarketing with up-

selling, selecting target marketing with strategic and marketing research plan, face to face 

meeting with business sponsorships and corporate ticket programs, word of mouth, mini-packs, 

and e-mail offers via Internet and website showed the greatest difference between the directors 

and ticket holders. Ticket holders rated promotional premiums or give away items at the door as 

the most effective marketing strategies. The most important findings suggested marketing 

directors should reevaluate their currently used marketing techniques to drive more attendees 

(Dick & Turner, 2007).  
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Measuring the effectiveness of marketing strategies also requires examining other 

external factors rather than the use of specific marketing tactics. For example, a study conducted 

by Lehnus and Miller (1996) examined the status of athletic marketing in Division I-A 

institutions and the importance of athletic marketing programs in meeting the financial demands 

of the future. Questionnaires were mailed to university presidents, athletic directors, and athletic 

marketing personnel in106 NCAA Division I-A universities. Results indicated that gender 

equity, insufficient finances for athletic programs, job satisfaction, shortage of finances, staff, 

and time, and the lack of understanding the role and purpose of athletic marketing were the most 

common problems facing athletics in 1990’s. In order to solve the financial pressures, university 

presidents suggested that there should be a balance between cost curtailment and revenue 

generation through marketing efforts. In addition, there was a need for academic preparation or 

work- related experience in the area of athletic marketing profession.  

As noted, there is scant research related to overall employed and effective marketing 

strategies as well as the process of evaluation for such tactics. The majority of the studies 

focused on a specific marketing strategy such as sponsorship in elite intercollegiate football 

programs (Dees, Bennett & Villegas, 2008), measurement of sponsorship effectiveness in sports 

(Crompton, 2004), the effectiveness of overall promotion strategies on attendance in Major 

League Baseball (McDonald & Rascher, 2000), or measuring overall effectiveness of marketing 

strategies in the NBA (Dick & Sack, 2003; Dick & Turner, 2007; Mawson & Coan, 1994).  

In addition, there continues to be a lack of theory-driven evaluation tools for measuring 

the effectiveness of employed marketing strategies, particularly within intercollegiate athletics.  

A recent study of NCAA Division I and II programs suggested that only 32% of universities 

conduct fan surveys at home games while many continue to operate with no research at all 

(Mullin, Hardy, & Sutton, 2007). Knowing what to measure in regards to marketing is another 

dilemma many institutions face. Due to the nature of promotions and the frequency and quantity 

of data that needs to be processed and set aside, promotional information other than the sales 

volume is seldom fed into marketing information systems (Ziliani, 2005). In addition to 

measuring only the sales aspect of marketing, consumers do not always interpret the promotional 

messaging in the way the marketer intended. Therefore, marketers may be using resources on 

techniques that consumers feel are not effective.  This was evident in the above study by Dick 

and Turner (2007) which found that NBA marketing directors perceived overall marketing 

techniques to be more effective than their ticket holders; specifically, marketing directors and 

consumers disagreed on the effectiveness of marketing strategies 75% (15/20) of the time.  

 

Purpose 
 

The primary purpose of this study was to examine Division I-A collegiate athletic 

marketing directors’ current sport marketing strategies; the secondary purpose of this study was 

to determine if there is an evaluation component of such marketing strategies, and to assess if a 

need exists for research specialists to assist in the athletic marketing evaluation processes. 

Through the use of proficient measuring tactics, marketers will be able to eliminate promotional 

activities that do not benefit the program’s goals, while at the same time set the direction for 

future marketing plans.  Furthermore, this examination assists in bridging the gap between 

marketers and research specialists at higher learning institutions. The following research 

questions guided this study: 
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1. How do intercollegiate athletic marketing directors feel regarding the effectiveness of 

their current marketing strategies? 

2. Are intercollegiate athletic marketing directors utilizing some form of measurement for 

their marketing efforts? If so, is the measurement developed prior to implementing a 

promotional activity? 

3. Overall, do intercollegiate athletic marketing directors feel competent designing and 

implementing a statistically sound form of measurement for their marketing strategies? If 

so, do they feel they have adequate time to properly assess their marketing strategies? 

4. Are intercollegiate athletic marketing directors seeking assistance from external or 

internal research specialists? 

5. Do intercollegiate athletic marketing directors feel that additional help from external or 

internal research specialists would be beneficial in the area of evaluation? 

 

Methodology 
 

 This study used an exploratory, mixed-survey design. All active NCAA, Division 1-

A collegiate athletic marketing directors were included in the sample.   

 

Participants  
 

The population for this study was limited to athletic marketing directors at 329 Division 

I-A institutions. After obtaining Institutional Review Board approval, surveys were distributed 

via U.S. mail. Population contact information was obtained from the NCAA website and internet 

research from university websites. Participation was voluntary and participants were ensured 

anonymity. There was no incentive offered to participants who completed the study. A total of 

136 surveys were returned for a 41.3% response rate.  

 

Instrument  
 

A 13-item questionnaire, developed by the researchers and a panel of experts, was used to 

obtain benchmark data from collegiate athletic marketing directors. The questionnaire sought to 

determine the promotional and evaluation strategies that collegiate athletic marketing directors’ 

employ at their universities.  The questionnaire placed emphasis on what sport marketing tactics 

are most often employed by utilizing a recall list of common marketing tactics provided in 

Brenda Pitts and David Stotlar’s Fundamentals of Sport Marketing, 3
rd

 Edition. Athletic 

marketing directors were questioned on their current promotional evaluations as well as the 

needs for research specialists to assist in athletic marketing processes.  Excluding the recall list, 

the remaining 12 items had forced, close-ended, and scaled response options.  Response options 

of questions included yes or no; very poor, poor, fair, good, or  excellent; not effective at all, 

somewhat effective, or very effective; not at all, rarely, sometimes, often, or 100% of the time; 

and, not helpful at all, somewhat helpful, or very helpful.  A demographics section was also 

included to determine gender, race/ethnicity, age, athletic conference, salary, education, 

institution type, and location. 
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Data Analysis  
 

Data sheets were assigned numeric values and keyed into SPSS.  Specifically, all 

response options were coded numerically.  Descriptive statistics and frequencies were recorded. 

Though no tests of significance were applied, overall percentages were reviewed to determine 

the most frequently utilized promotional activities as well as the scope of evaluation processes 

that marketing directors’ use.  

 

Results 
 

Demographics 
 

A total of 136 Division I-A marketing directors participated in this study (41.6% response 

rate). Respondents represented 40 different states and 30 conferences. The majority of 

respondents were male (73.5%).  Those represented in the study were primarily between the ages 

of 21 and 39 (75%). Fifty-five percent (55%) obtained at least a master’s level education. 

Salaries ranged from $20,000 to $70,000+. Table 1 provides an overview of the demographic 

profile of the participants. 
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Table 1 

______________________________________________________________________________ 

Demographic Profile of the Participants (N) (%) 

 

  

Gender  Male   100  73.5 

 Female   32 23.5 

 

Age  21-29  54 39.7 

 30-39  49 36.0 

 40-49  23 16.9 

 50+ 10 7.4 

 

Ethnicity    African-American 5 3.7 

    Asian-American 3 2.2 

    Caucasian-American  122  89.7 

    Latino  3 2.2 

    Others  3 2.2 

 

Salary  20,000 – 9,999 10 7.4 

 30,000 – 39,999 29 21.3 

    40,000 – 49,999 37 27.2 

  50,000 – 59,999 26 19.1 

  60,000 – 69,999 10 7.4 

  70,000 + 22 16.2 

 

Degree   Bachelors 59 43.4 

    Masters 74 54.4 

    Doctorate 1 0.7 

 

 

Institution Type  Private  48 35.3 

    Public  85 62.5 

 

 
Frequently Employed Marketing Strategies 
 

Table 2 represents marketing strategies that are implemented among collegiate athletic 

marketing directors.  Additionally, the table illustrates which strategies are used more frequently, 

or used by 50% or more of those surveyed. Each Division I-A athletic marketing director was 

asked to identify methods that he or she currently uses as promotional tactics. Additionally, they 

were asked to list any other methods of promotion they utilize that may not have been included 

within the questionnaire. Table 3 highlights promotional marketing tactics that are infrequently 

used, used by less than half of the collegiate athletic marketing directors. 
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Table 2 

______________________________________________________________________________ 

Promotional Strategies and Percentage of Use by College Marketing Directors 

Strategy    Percentage of Use 

Half-time Promotion    94 

Brochures     94 

Local Business Sponsorship   93 

Radio Advertisements    93 

Game Giveaways    92 

Newspapers     90 

Internet     83 

Player and Coach Meet and Greets  79 

Camps      79 

Direct Mail     77 

Fan Clubs     75 

Alumni Clubs     74 

Luncheons     73 

Children’s Fan Clubs    69 

TV Advertisements    68 

Billboards     60 

Pep Rallies     53  

 

 

 

Table 3 

______________________________________________________________________________ 

Promotional Strategies Employed By Less than 50% of the College Marketing Directors 

Strategy     

Nongame giveaways 

Magazine Advertisements  

Team Calendars 

Parades 

Concerts 

Others   

 

Research Questions 
 

1. How do intercollegiate athletic marketing directors feel regarding the effectiveness of 

their current marketing strategies? Overall, 68% of respondents felt they were good at 

developing and implementing new marketing strategies, while 18% responded as fair and 

14% responded as excellent. Additionally, 63% felt their tactics were somewhat effective 

while 35% felt their efforts were very effective.   

2. Are intercollegiate athletic marketing directors utilizing some form of measurement for 

their marketing efforts? If so, is the measurement developed prior to implementing a 

promotional activity?  The majority of athletic marketing directors, 62%, said they often 

evaluate their marketing strategies, and 12% claimed they evaluated such strategies 100% of 
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the time.  Of those surveyed, 35% stated that they sometimes develop an evaluation tool prior 

to implementing a marketing strategy, while 29% stated they often and 27% stated they 

rarely develop an evaluation tool prior to implementing a marketing strategy. 

3. Overall, do intercollegiate athletic marketing directors feel competent designing and 

implementing a statistically sound form of measurement for their marketing strategies? 

If so, do they feel they have adequate time to properly assess their marketing strategies? 

Of those surveyed, 54% responded yes they are competent in designing and implementing a 

statistically sound form of measurement for their marketing strategies, while 46% stated no 

they are not competent in developing a sound form of measurement.  Most or 72% asserted 

no they do not have time to properly assess their marketing strategies, while 28% did have 

time to properly assess their marketing strategies. 

4. Are intercollegiate athletic marketing directors seeking assistance from external 

(someone outside of the university) or internal (someone employed at the university) 

research specialists? Most athletic marketing directors do not seek help from consultants.  

In fact, 78% said they do not have external research consultants as assistants, while 83% 

claimed no help from internal research consultants. 

5. Do intercollegiate athletic marketing directors feel that additional help from external or 

internal research specialists would be beneficial in the area of evaluation?  Of those who 

have utilized a research consultant, 74% said it has been somewhat helpful.  For those who 

have not used a research consultant, 73% said it would be somewhat helpful while 20% 

believe it would be very helpful.  Majority of respondents or 74%, believed researchers at 

their institutions would be interested in collaborating research efforts. 

 

Discussion 
 

The primary purpose of this study was to examine Division I-A collegiate athletic 

marketing directors’ current sport marketing strategies; the secondary purpose of this study was 

to determine if there is an evaluation component of such marketing strategies, and to assess if a 

need exists for research specialists to assist in the athletic marketing evaluation processes. 

Several study limitations existed, and as such, the findings are incomplete.  First, the study is 

limited to Division I-A collegiate athletic marketing directors, thus generalizations can only be 

made for this group.  Though an acceptable response rate was achieved, there were no efforts to 

obtain data from non respondents. If, in fact, the non respondents had been targeted, the results 

may have been different.  Though the questionnaire was able to solicit responses that answered 

the specific research questions, the instrument was restrictive with response options.  For 

example, there were no questions that elicited responses that would be telling of the current 

evaluation practices (sales dollars, surveys, focus groups, etc.) being utilized by the participants.  

Additionally, many of the response options constrained the degree of findings (i.e. “yes” or “no” 

responses and subjectively defined scaled responses). A more developed questionnaire regarding 

collegiate athletic marketing directors employed strategies and evaluation processes could 

generate more revealing and applicable findings.   

Sport marketing academicians have noted the importance of market research, particularly 

in reviewing sport consumers, companies, competitors and climate (Mullin et al., 2007).  Further, 

academicians have observed the need for cyclical evaluations to occur in marketing processes.  

Though recommendations to conduct thorough market research and evaluations are made, it has 

been documented that only 32% of NCAA Division I and II universities conduct fan surveys and 
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many operate with no research (Mullin et al., 2007). This coupled with the fact that limited 

literature related to marketing research and evaluation strategies is available (DeGaris, 2008) 

poses a challenge to marketing directors, as they have a scant pool of references to help guide 

effective and efficient decisions.   

At first glance, the need for additional references might not be evident.  For example, this 

study supports that 92% of athletic marketing directors feel good or excellent about their ability 

to develop and implement new marketing strategies.  However, though majority stated they felt 

very capable of developing and implementing new strategies, few offered other tactics that were 

not presented on the questionnaire’s promotional list. Through the examination of frequency 

reports, it was evident that majority, over 50% of marketing directors were utilizing the same 

strategies.  Specifically, half-time promotions, brochures, local business sponsors, radio 

advertisements, game giveaways, newspaper advertisements, and internet advertisements were 

used by 90% or more of those surveyed.  Though the frequently identified strategies are aligned 

with findings from Stevens et al. (1995), results might be indicative that most athletic directors 

continue implementing strategies in which they perceive as effective as opposed to developing 

and implementing new tactics.  This is potentially problematic because research has supported 

that significant differences exist in perceived effectiveness of marketing directors and sport 

consumers (Dick & Turner, 2007). Additionally, research has supported that marketers need to 

consider the size of the sport entity in developing suitable strategies (Dick & Sack, 2003).  

Relative to this study, considerations for organizational size appears not to have mattered in the 

development of marketing strategies, given that so many of the same tactics were used majority 

of the time. 

With regards to effectiveness, marketing directors were not asked to reveal their primary 

methods of evaluation, but rather were questioned on their assessment competencies, 

implementation processes and outcomes.  Overall, 98% of athletic marketing directors felt their 

strategies were effective. The participants further asserted that efforts to measure effectiveness 

are conducted often or 62% of the time. Though assessments on promotional strategies might be 

occurring, Ziliani (2005) suggests that such data might be limited as many marketing directors 

primarily utilize sales volume to indicate effectiveness. As a whole, 91% of athletic marketing 

directors are comfortable with methods of evaluation tactics, and 54% claimed they are 

competent in designing a statistically sound form of measurement.  Inconsistent with this data 

and aligned with findings from Stevens et al. (1995), is that most or 72% of athletic marketing 

directors do not feel they have time to properly evaluate marketing strategies, and therefore 

measures of effectiveness may be inaccurate.   

In an effort for sport entities to operate as resourcefully as possible, the prudent sport 

marketer might consider the help of internal or external research consultants (Burden & Li, 

2003).  These consultants could assist in the aforementioned areas of designing statistically 

sound forms of measurement and devoting the appropriate time to collecting and analyzing 

information.  This study revealed that at present most directors are not using external or internal 

research consultants.  Though most are not utilizing assistance, majority or 93% of respondents 

said it would either be somewhat (73%) or very helpful (20%). For those who have used 

consultants all felt the assistance was somewhat (74%) or very helpful (26%).  Additionally, 74% 

of athletic marketing directors felt that researchers at their institutions would be interested in 

collaborating research efforts with the athletic marketing department.  Therefore, opportunities to 

collaborate research efforts with academia, particularly sport management faculty and students, 

at these institutions exist and have not yet been capitalized.   This information supports the 
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growth of relationships among industry practitioners and academics, as faculty and students can 

act as internal consultants, providing a much needed element of research and evaluation to sport 

marketers (DeGaris, 2008).   

 

Conclusion  
 

Research findings have provided rationale that allows sport managers, particularly those 

in sport marketing and sport management academia to focus on: 1) developing statistically sound 

instruments that will assist in the evaluation of frequently used sport marketing strategies and, 2) 

promoting research collaboration among university sport marketing practitioners and university 

sport management academia. The application of tailored marketing plans and accurate 

evaluations may assists with expenditure curtailment and revenue generation for university 

athletic programs. Further research should be conducted to determine: 1) the most effective 

promotional strategies relative to the sport entity’s characteristics, 2) the types of evaluation 

methods that are being implemented by athletic marketers, 3) which marketing efforts are being 

evaluated (sponsorship sales support, marketing planning, sponsorship activation, sponsorship, 

and marketing evaluation), 4) the frequency of such evaluations, and if such instruments are 

reliable and valid measures.   
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