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"We began the year with a job interview process laid out for us by SCC's Sports 
Business Program. As we began to progress through the material, one of our BHS 
students, suffered a stroke of the spinal cord. In an effort to assist his family 
with rising medical costs, our marketing class students wanted to do something 
to help. They interviewed for specific team positions (merchandise, promotion, 
sponsorship, finance, marketing, public relations) and they were required to 
present ideas during their interview which made them the best candidates for that 
team. Once the 'organization' was complete, the teams set out to create, develop 
and implement a fundraising event for him. 

What started out as an idea to just help out a family became a huge community 
service project. In addition to obtaining television, radio and newspaper 
coverage, we wound up teaming with a local church to host the 'Play for Patrick' 
fundraising event. Our goal was to raise $5,000 and we actually raised over 
$7,400 and counting. Our local college, Virginia Tech, also became involved and 
ultimately nominated Patrick in Dodge's grablife-givelife.com online fundraiser. 
Patrick won the contest, along with $20,000, in just 14 days. After wrapping up the 
fundraiser, one parent told me he knew that participating in this event was more 
than what my son would ever be exposed to in college–and the parent is a college 
professor! 

Thanks for giving us a roadmap for organizing a life-changing experience for all 
those involved!"

- Kim Radford, Marketing teacher at Blacksburg High School in Virginia

A Sports Business Success Story

CREATING YOUR SUCCESS STORY
There have been many success stories resulting from the adoption and implementation of the Sports Business Program at 
high schools around the country.  But like a snowflake, no two programs will look alike.  Success can be measured in many 
forms, determined by the goals you set when creating the foundation for your Sports Business Program.

Will your accomplishments be measured by the increase in revenue resulting from a successful sponsorship sales campaign?  
Or will you achieve success when the stands are packed with fans, all wearing merchandise designed by students in your 
class?  Perhaps your program's biggest accomplishment will be through a kickball, golf or bowling event that raised aware-
ness and money for charity.  

There is no right or wrong way to implement the Sports Business Program at your school, but this guide will help you 
establish the infrastructure necessary for achieving success.  As long as you are committed to building and growing your 
program, success is inevitable.  As the famous marketing slogan says, just do it!
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Introduction

“The Sports Business Program provides high school students with an  
exceptional opportunity to learn the ins and outs of the sports business world 
in a “hands on” environment. I would encourage any student with an interest in 
sports marketing to get involved as soon as they can.”

- Mike Egan, General manager at Pitt IMG Sports marketing

It takes luck to find a career in sports and entertainment, right?  Not necessarily.  It has been said that “luck happens when 
preparation meets opportunity.” Sports Career Consulting's Sports Business Program (SBP) is specifically designed to pro-
vide students with the necessary preparation for when the opportunity comes. The SBP is for schools that wish to provide 
their students with “real world” experience by simulating the same basic business models used by collegiate athletic depart-
ments, professional sports teams and event management companies while providing a valuable sports and entertainment 
business education.

The goals of this program focus on providing sports and entertainment business education and work experience for your 
students. By taking the necessary steps for implementing the Sports Business Program at your school you will:

1.	 Offer an opportunity for students to gain valuable “hands–on” sports, event and entertainment business experience 
in a unique and exciting learning environment

2.	 Provide a fun and entertaining atmosphere for your fans while enhancing the student athlete experience by packing 
the stands at school events 

3.	 Raise funds for your educational and extracurricular programs, charities and/or school athletic department

By carefully reviewing the material presented in this teacher's guide, you will achieve these goals by gaining an understand-
ing of the professional sports and university athletics traditional business model. We refer to this infrastructure throughout 
the guide as the sports business model. While the program has a clear sports business and marketing-based emphasis, the 
model can easily can very easily be adapted to assist in promoting school entertainment (e.g. school play) and events (e.g. 
charity golf tournament). 

The fast-paced, exciting world of sports and entertainment can open doors to many different career paths. Teams, schools 
and organizations employ individuals with numerous areas of expertise ranging from accounting and marketing, to coach-
ing and athletic training, to digital marketing/social media and graphic design.

According to Keri Stoller, former Manager of Community Investment for the NBA's Memphis Grizzlies, “The draw to work 
in the world of professional sports remains as strong and competitive as ever, evidenced by the high volume of resumes and 
inquires I receive every year from individuals looking for an opportunity to get their foot in the door. When I interview, I 
look for self-motivated people who have experience in the field so I can feel confident that they have a feel for the expecta-
tions and demands of a job in our field.”  Discussions with other industry executives involved in the hiring process reveal 
the same standard. There is no doubt that the trend of a high demand for jobs in sports, events and entertainment will 
continue for years to come.

To assist with your program development, executives from many top professional teams, athletic and apparel brands and 
university athletic programs offer valuable insight on the industry's most successful practices. Refer to the "Marketing 
Tips from Industry Executives" section online for advice on building and managing your Sports Business Program. Please 
remember that you will need to log in to access this feature.
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Industry Overview

“I would recommend to any high school student with an interest in this industry 
to dip their toes in the water and get a feel for how large the industry has 
become.  the business of sport is ever changing and continues to look for strong 
future leadership.  today, students have an opportunity to get involved with 
educational programs that expose them to sport as a business, ultimately helping 
them understand the difference between being a passionate fan and a successful 
professional."

- Jim Kahler, Executive Director, Center of Sports Administration at Ohio University

Where it all began:
The sports business industry, as we know it today, is a rela-
tively new player in a field of multi-billion dollar industries. 
The genesis for sports marketing started as early as 1858, at 
which time the first known athletic event to charge admis-
sion took place at a baseball game. Since then, the sports 
industry has seen numerous milestones.

Where are we now?
The sports industry is one of the largest and fastest growing 
industries in the United States. Plunkett Research estimates 
the size of the sports business industry at nearly $500 bil-
lion.1   To put that figure into perspective, the sports busi-
ness industry is currently more than twice the size of the au-
tomobile industry in the United States and larger than such 
industries as insurance carriers and legal services.  Globally, 
the sports industry is estimated to be around $1.4 trillion. 

What does the future hold?
As the industry continues to grow, new sports and new 
leagues are attracting interest from fans all over the world.  
Sports that traditionally drew international fans, like cricket 
and rugby, are exploding in popularity in the United States.  
Meanwhile U.S. sports leagues, like the NFL and NBA, are 
enjoying unprecedented levels of popularity on a global 
scale.  The emergence of social media and advances in 
technology now provide any sport or any league with a wide 
variety of platforms for reaching fans anywhere in the world.  
The World Surf League broadcasts its events to thousands 
of fans via Facebook Live while X Games fans can tune in to 
see their favorite events live through a virtual reality headset.    

Despite an increasingly cluttered marketplace, the industry 
continues to thrive.  Americans collectively spend 31 billion 
hours watching sports on TV each year—a 40% increase 
from a decade ago – and that figure doesn’t include stream-
ing consumption.2 Sports fans have a seemingly insatiable 
appetite for consuming sport.  That trend does not appear 
to be slowing anytime soon, which means the door is always 
open for a new sports property to grab their attention. 

SPORTS INDUSTRY MILESTONES:

1921 – First baseball game on radio (Philadelphia Phillies at
Pittsburgh Pirates) 

1935 – First full season broadcast (Chicago Cubs) 

1946 – First major sports event on television (Joe Louis boxing
match) 

1954 – First sports exclusive magazine hits the stands, Sports
Illustrated is introduced 

1961 - ABC debuts its groundbreaking 
Wide World of Sports program

1970 – Monday Night Football kicks off 

1973 – Tennis match between Billie Jean King and Bobby Riggs
(billed as the “Battle of the Sexes”) watched by 48 
million in the US and 90 million worldwide 

1979 - ESPN launches, providing fans with  24/7 
sports programming

1995 – DirecTV and the NFL join forces to offer the NFL Sunday
Ticket, a subscriber based cable program enabling 
customers to watch any games of their choice  

1999 – Major League Baseball broadcasts World Series on the
Internet  

2012 – NBC provides unprecedented LIVE coverage of EVERY
Olympic event by streaming content online in addition 
to its traditional television coverage 

2017 - Boxing star Floyd Mayweather and UFC champion Conor 
McGregor agree to fight, prompting industry analysts to 
predict a $1 billion event
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The Sports Business Program is designed to emulate the same business strategies that drive professional sports teams, uni-
versity athletic departments and event management companies worldwide. SCC worked with many industry executives to 
shape a program that could successfully be integrated in a high school setting, using the same basic business principles prac-
ticed throughout the sports industry. We call this basic set of principles the sports business model. As you begin to develop 
the sports business model for your program, be sure to utilize the supplemental resources on the CD-ROM provided with 
your Sports Business Program membership. Use the tip sheets to help get you started and guide you throughout the process. 
The marketing samples and templates will help you create the collateral materials necessary for promoting and publicizing 
your program.

To understand how to operate your athletic department and events like the pros (as a business), we will examine what typi-
cally determines the level of profitability for a sports organization.  Aside from the standard The Sports Business Program 
is designed to emulate the same business strategies that drive professional sports teams, university athletic departments and 
event management companies worldwide. SCC worked with many industry executives to shape a program that could suc-
cessfully be integrated in a high school setting, using the same basic business principles practiced throughout the sports in-
dustry. We call this basic set of principles the sports business model. As you begin to develop the sports business model for 
your program, be sure to utilize the supplemental resources on the CD-ROM provided with your Sports Business Program 
membership. Use the tip sheets to help get you started and guide you throughout the process. The marketing samples and 
templates will help you create the collateral materials necessary for promoting and publicizing your program.

To understand how to operate your athletic department and events like the pros (as a business), we will examine what typi-
cally determines the level of profitability for a sports organization.  Aside from the standard costs such as player salaries, 
front office staff salaries and facility or venue rentals that factor heavily in an organization’s financial prosperity, organiza-
tions also invest in marketing to boost sales of many of their products (tickets, sponsorships, merchandise, concessions and 
parking). In addition to marketing, teams and universities create effective branding and communications strategies to assist 
in generating revenue.   

Often times, organizations find it extremely challenging to achieve profitability due to high costs, particularly in the area 
of player salaries. Fortunately, player salaries will not factor into the SBP’s sports business model. This guide will focus on 
revenue and the ways your students can generate cash flow for the school while gaining valuable industry experience.

Historically, ticket sales and sponsorships provided the financial backbone for an organization. While the landscape has 
been altered by the massive broadcast rights deals, your program will continue to rely on ticket sales and sponsorships as 
key revenue drivers.  

M a r k e t i n g B r a n d i n g
P u b l i c  R e l a t i o n s  /  

C o m m u n i t y  O u t r e a c h
E v e n t  O p e r a t i o n s  &  F a n  E x p e r i e n c e+ + +

R E V E N U E E X P E N S E S P R O F I T— =

T i c k e t s S p o n s o r s h i p s M e r c h a n d i s e C o n c e s s i o n s P a r k i n g R E V E N U E+ + + + + =F u n d r a i s i n g
D o n a t i o n s

THE SPORTS BUSINESS MODEL

REVENUE ENHANCERS:

REVENUE PRODUCERS:

PROVIDES:

“Sports Career Consulting has done a tremendous job creating a program that 
enables schools to run their athletic departments in much the same way we run 
our business operations, but in a simplified format.  The program is easily adapted 
to meet the needs of any high school.”

	 - Ryan Eklund, Assistant AD of Fan engagement, Baylor University athletics

How The Sports Business Program Works
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In addition to ticket sales and sponsorships, an organization can also generate revenue through merchandise sales, conces-
sions, parking and fundraising efforts. Your SBP will also focus on generating revenue through the same channels. We will 
refer to these channels as your revenue producing groups. Use your revenue enhancing operations to support and drive 
those revenue producing areas. Marketing, branding, public relations (communications) and event operations will engage in 
activities that support your revenue producing groups.

As you navigate this process, be sure to emphasize that the business orientation of the SBP will provide them with exposure 
to a variety of career paths in sports and entertainment (largely dependent upon how you structure your SBP), including:

The SBP will help you to successfully create the infrastructure for your school athletics, entertainment and events to gener-
ate revenue while creating a fun learning experience for your students with these Six Simple Steps.

It is a good idea for you to review and familiarize yourself with 
each step before working with your students. You must become 
an expert yourself before creating goals and expectations for 
your student “staff.” As you begin to work through the activities 
provided online, you will develop a greater understanding of the 
sports business model, as will your students.

A critical step in understanding how the program works is 
determining your assets and inventory.  Your assets include 
volunteer staff, boosters, open seats, enthusiastic administra-
tors, teachers excited about sports, excited students, cheerlead-

ers, pep bands, etc. You must also recognize the assets you have at your disposal that have a perceived value to sponsors and 
ticket buyers. For instance, will the administration allow you to put decals on the high school floor? Can you post banners 
or other signage near the playing field or stadium? Are your bleachers permanent? Do you have the ability to offer VIP 
parking or special seats to your season ticket holders?  You thoroughly survey the landscape when identifying and determin-
ing your saleable assets.  

IMPORTANT: We strongly urge you to spend some time with your high school Athletic Director reviewing this process together.  
We would also suggest contacting your state high school athletic administration to insure your program adheres to all the guide-
lines, rules and regulations set forth by the state’s athletic governing body.

How The Sports Business Program Works

Your Revenue Enhancing groups include:
1.	 Marketing
2.	 Public Relations / Community Outreach
3.	 Event Operations / Fan Experience 
4.	 Branding

Your Revenue Producing groups include:
1.	 Sponsorship Sales
2.	 Ticket Sales
3.	 Merchandise
4.	 Concessions & Parking
5.	 Fundraising & Donations

•	 Client Services / Customer Service
•	 Public Relations
•	 Community Relations
•	 Broadcasting / Journalism
•	 Marketing
•	 Event Operations / Entertainment
•	 Creative Services
•	 Finance and Accounting

•	 Merchandising
•	 Facility Operations and Management
•	 Ticket Sales and Services
•	 Premium Seating Sales and Services
•	 Sponsorship Sales
•	 Digital and Social Media Marketing
•	 Communications and Media Relations

SIX SIMPLE STEPS:

1.	 Identify school assets (brand analysis)
2.	 Assess student skills and assign group responsibilities
3.	 Teach students using activities and modules
4.	 Apply Sports Business Model to your classroom
5.	 Develop school goals
6.	 Game time!  Put plan into action…



7S P O R T S  C A R E E R  C O N S U LT I N G

“High schools have the luxury of having a built-in fan base consisting of  
students, alumni, parents and families.  Through the creative use of your  

resources, strive to get each of them out to an event.   Once they are there it is 
your job as a sports marketer to provide value for their purchase and win them 
back time and time again.”

� - Ryan Tanke, SVP and Chief Revenue Officer, Minnesota Timberwolves and Lynx 

Before immersing your class in the teaching modules provided in step three, you must first identify what it is that you'll be 
promoting.  And before you know what you are promoting, you must understand your brand.  We will dive deeper into the 
concept of branding as we progress through the SBP, but you must recognize first and foremost that your school is a brand.  
Your athletics program is also brand.  Even your sports marketing class is a brand.  And those brands carry real value.  So 
what is your program’s brand? Begin by asking the following questions:

•	 Are your fans, community members and local businesses aware of your brand?
•	 How do your fans, community members and local businesses perceive the brand? 
•	 How do you want them to perceive the brand?

Once you have answered those questions, you will have some direction in terms of building a branding game plan.  Brand-
ing is essentially storytelling.  You and your students will be telling your program’s story consistently throughout the process 
of building, maintaining and growing your SBP.  

After you have a basic understanding of your brand (again recognizing that your brand has value), it is important to deter-
mine the product.  What is it that your program will be promoting?  Are you marketing your school sports? Will you come 
up with your own event?  Do you have the capacity to engage in both activities?  

Once you have identified your product(s), you will need to determine which groups (marketing, public relations/commu-
nity outreach, event operations/fan experience, branding, sponsorship sales, ticket sales, merchandise, concessions/parking, 
fundraising) to create.  If you have enough students and staff volunteers, you will want to implement each group to maxi-
mize the education experience. It is also suggested that you work with your school administration to determine which and 
how many of the groups can be implemented and on what timeline.

If your immediate plans only include a few groups, focus on marketing, branding, public relations/community outreach, 
sponsorship and ticket sales. These will offer the best educational experience for the students and outstanding preparation 
for anyone interested in pursuing a career in sports or entertainment. In addition, these are the groups that will assist in 
generating the most revenue for your school. Once you determine those groups to put into place in your first year, review 
each respective teaching module before assigning them to your students.

Use the following guide to determine which groups are right for your school:

 
 

CLASS SIZE RECOMMENDED GROUPS

5-10 Students Marketing / Sponsorship Sales / Publicity

10-15 Students Marketing / Sponsorship Sales / Publicity / Ticket Sales / Branding

15-20 Students Marketing / Sponsorship Sales / Publicity / Ticket Sales / Branding / Event Operations

20-25 Students Marketing / Sponsorship Sales / Publicity / Ticket Sales / Branding / Event Operations

25+ Students Marketing / Sponsorship Sales / Publicity / Ticket Sales / Branding / Event Operations / 
Merchandise / Concessions / Parking

Step One
IDENTIFY SCHOOL ASSETS
SPORTS
CAREER
CONSULTING
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After you have established a manageable infrastructure for your Sports Business Program, you will need to focus on the 
identification of assets. This entails an evaluation of what your program can offer stakeholders (any individual or organiza-
tion whose attitudes and actions can influence the success of your program) of value. Begin this process with activities like 
assessing the number of seats in your facilities, identifying sponsorship inventory, creating lists of community groups that 
might be interested in attending your events, parking areas that could become “VIP” areas, or even thinking about rela-
tionships with other teachers that might be willing to support the SBP at your school. Try to list anything and everything 
imaginable that might help your program to thrive.

The following could also be considered as assets as you work through this process:
•	 Involved and supportive Athletic Directors and coaches
•	 Student leadership groups like DECA, FBLA, BPA
•	 Business classes, marketing classes, web or graphic design classes, English and Art classes
•	 Hall space or other areas in the school to potentially advertise your events
•	  Student newspapers
•	  Community leaders
•	  Booster or Alumni clubs 

Engage your students by asking them to brainstorm as many possible supporters of the program as possible and by identify-
ing any other potential assets for your "team".  Access the “asset identification” activity number from your CD-ROM to help 
get the ball rolling.

Step One
IDENTIFY SCHOOL ASSETS
SPORTS
CAREER
CONSULTING

(Continued)
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“To achieve optimum success, everyone within your Sports Business Program 
must clearly understand and carry out their roles and responsibilities. It is  
important that each individual recognize the importance of being part of the 
team and that they are in a role that suits them. Put your students (staff) in 
a position to succeed by identifying roles that match their particular skill 
sets.”

- Joe Branch, Former Senior Manager, Global Marketing Partnerships, NBA

Step two is designed to assist students in identifying their skills and interests while discovering the skills required for each 
of the groups involved in the Sports Business Program. Assign your students to a group after determining a match between 
student skills and skills recommended for each group. Use the activities from your CD-ROM to assist you with individual 
skills assessment and assigning appropriate student roles.

The following sample organization chart will serve as a guide to help create “departments” in which you will assign your 
groups and create the basic infrastructure for your program. This step in the process can also provide an excellent platform 
for introducing the concepts of professional development, teamwork and leadership to students.

You may want to consider turning this process into a classroom exercise. After your students have completed their personal 
evaluations, discuss them as a class. Once you have listed the skills associated with each position within your sports business 
program, have your students identify which job functions match which students.

Be elaborate and creative with this process. As an alternative to the class activity suggested above, consider simulating the 
complete “hiring” process to fill the positions, giving students a valuable opportunity to experience the employment process 
in a professional setting. If you choose to go this route and want to recreate the experience as realistically as possible, refer-
ence the “Assign Student Groups and Responsibilities” activities and job descriptions on your CD-ROM. Encourage students 
to create resumes and write cover letters to accompany their job applications.  This can be a fantastic career prep exercise.

Once you determine which groups you can effectively put into place in the first year, review each respective teaching mod-
ule before assigning them to your students. Take note of the areas of the business in focus with the sample organizational 
chart. For your Sports Business Program to prosper financially, develop a strong sales staff. The sample chart also illustrates 
an opportunity to incorporate collaborative learning by including a Vice President of Finance position. Talk with students in 
an accounting or finance class to see if they might be interested in assisting in the financial management aspects of your new 
sports, events and entertainment company. Once you determine which groups you can effectively put into place in the first 
year, review each respective teaching module before assigning them to your students. Take note of the areas of the business 
in focus with the sample organizational chart. For your Sports Business Program to prosper financially, develop a strong 
sales staff. The sample chart also illustrates an opportunity to incorporate collaborative learning by including a Vice Presi-
dent of Finance position. Talk with students in an accounting or finance class to see if they might be interested in assisting 
in the financial management aspects of your new sports, events and entertainment company.

Step Two
ASSESS STUDENT SKILLS & ASIGN ROLES
SPORTS
CAREER
CONSULTING

F E AT U R E
P R E S I D E N T  ( C L A S S  I N S T R U C T O R )

V I C E  P R E S I D E N T  O F  F I N A N C E

V. P.  O F  T I C K E T  S A L E S  &  
S E R V I C E

V. P.  O F  S P O N S O R S H I P  S A L E S  & 
S E R V I C E

M A R K E T I N G ,  B R A N D I N G  A N D 
C O M M U N I C AT I O N S  D I R E C T O R

P U B L I C I T Y 
M A N A G E R 
( S P O R T S 

I N F O R M AT I O N 
D I R E C T O R )

M E R C H A N D I S E , 
C O N C E S S I O N 

&  P A R K I N G 
M A N A G E R S

E V E N T 
O P E R AT I O N S 

D I R E C T O R

G A M E / E V E N T 
D AY  S TA F F

T I C K E T 
S A L E S  
R E P S

T I C K E T 
S E R V I C E 

R E P S

P R E M I U M 
S E AT  S A L E S 
&  S E R V I C E 

R E P S

G R O U P 
S A L E S 
R E P S

S P O N S O R 
S A L E S 
 R E P S

C L I E N T 
S E R V I C E 

R E P S
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“The teaching modules used in the Sports Business Program are basically a 
simplified summary of what we do in the sports business world on a daily 
basis, but structured in a way that makes it easy to learn the general concepts 
quickly and easily.” 

- Tricia Strauch, Field Marketing Manager at adidas 

Step three offers teaching modules that will require students to think creatively while developing an understanding of how 
to achieve success in the program. The teaching modules were created to aid each of your groups in the learning process.  
Each module includes several classroom activities developed specifically to provide direction for students involved in each 
respective SBP group.  The activities can be found on the CD-ROM that accompanied this book.

Many opportunities for collaboration exist between your student groups.  For example, as they work through the modules, 
students involved with the branding group should be working with students focused on marketing and sponsorship.  Your 
ticket sales group should be working with the PR group to share ideas and develop strategies. It would be a good idea to 
have at least one "all staff meeting" per week to make sure the entire class is working together. Communication is the key to 
a seamless transition from the conception (ideas) phase of the project to implementation.

Once you have determined which groups (departments) you will be implementing in your school (steps one and two), you 
will be able to easily develop them with your students by using the teaching modules and activities provided. The modules 
correspond with each of the Sports Business Program groups identified earlier in this guide. The modules to choose from 
include:

•	Marketing

•	Sponsorship

•	Ticket Sales

•	Public Relations / Community Outreach

•	Event Operations / Fan Experience

•	Merchandise

•	Concessions / Parking

•	Branding

IMPORTANT: Prosperous organizations assert that the foundation of their success is effective communication.  Your program 
is no different. An open line of communication with your administration and Athletic Director regarding your program plans 
and strategies (along with the possible necessity of prior approval) is essential to your program's success. In fact, consider taking 
a proactive approach to your new business by sharing your vision and program goals with other teachers, boosters, coaches and 
anyone else at school who could help you through the process.

Step Three
TEACH STUDENTS USING ACTIVITIES & MODULES
SPORTS
CAREER
CONSULTING



SBP 
Teaching 
Modules
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Module Goal: 
Create an effective marketing plan for your Sports Business Program to promote school athletics and entertainment events 
that will help generate revenue. 

Marketing Overview: 
The business of sports and entertainment is unique in many ways. Sports and entertainment products often share the same 
characteristics of services in that they are perishable. Your marketing team, regardless of how talented they are, cannot sell 
tickets to last year's homecoming football game or last night's school play. This places a premium on inventory and maxi-
mizing sales based on those limitations. The marketing group is responsible for coming up with innovative ways to capture 
the attention of fans in an emotionally charged environment while giving them reasons to come back for the next game or 
event. Your marketers must create value for sponsors, encourage event attendees to eat more hot dogs and give your fan base 
a reason to don school apparel. 

A sports, entertainment or event marketer’s primary role in the sports business model is to effectively determine a market-
ing mix that will help generate an exciting buzz surrounding the teams and events they are promoting. If performed prop-
erly, marketing will not only help fill the stands, it will also help to build and grow a brand that attracts sponsors who are 
willing to invest in your program. This group will have ample opportunity to apply the marketing concepts learned in the 
classroom to the sports business model. 

How important is this step in the process of developing your school's Sports Business Program? Brian Sandy, President of 
the Tucson Roadrunners hockey club offers this: "If the commonly held belief is true and it indeed 'all starts with a sale'? 
then who created the effective sales materials that generated this transaction? In actuality, at all levels of sport, it really 
begins with a sound marketing plan-- a well thought out, written down plan that is based on standard marketing principles, 
that takes advantage of your unique product(s) and market characteristics and that is adhered to when any questions (or 
crises) arise. If followed, this road map will serve as the catalyst for increased sponsorship and ticket sales and, ultimately, a 
fan experience that leaves them wanting more." 

What does this mean for your program? Essentially the creation of the various dynamics and components of your plan will 
ultimately create the road map that guides you, your students, volunteers, administration, athletics staff and anyone else in-
volved in the promotion of your school sports, entertainment and events throughout the school year. That is not to say that 
you won't deviate from your plan at some point, but this provides the foundation for how you'll implement most of your 
business and marketing strategies. 

So, what exactly is a marketing plan? In the case of your Sports Business Program, the marketing plan will be written docu-
mentation that describes every activity your group will engage in to achieve your program's marketing goals and objectives. 
Because you are in the preliminary stages of building the program at your school, you will want to include short-term goals 
(for this school year) as well as forecasted goals in the longer term (consider a five-year plan).   Focus on the development 
your brand as you create your marketing plan; packaging your school sports, entertainment as events as your very own 
sports or entertainment property. Remember, an effective marketing strategy is the foundation any successful marketing 
plan. Nobody can tell you how to write it because nobody knows the strengths and weaknesses of your students and class 
like you do. No outside marketer can tell you what will work and what won't work in your community. Like any marketing 
strategy, you'll have to try several strategies before you can identify which marketing efforts are successful and which might 
not carry much merit as you continue to build your program.  This is why the development of a thorough situation (SWOT) 
analysis is such a critical step in the process. 

“Start by creating a sound marketing plan - a well thought out, written 
plan that is based on standard marketing principles.  your plan must take 
advantage the uniqueness of your product(s) and market characteristics.  
it is imperative that you adhere to your plan when any questions (or 
crises) arise.”

- Brian Sandy, President, Tucson Roadrunners

MARKETING

TEACHING MODULE

(REVENUE ENHANCING)
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MARKETING GROUP RESPONSIBILITIES: 
DEVELOP MARKETING PLAN 
The NCAA's online guide to creating to creating a marketing plan suggests "the basic element of any successful marketing 
campaign is to convince the public that the product being promoted is a commodity that they either want or need." 3   

The guide identifies several basic objectives for a marketing plan: 

•	 Educate the public about your school's athletic teams and school entertainment/events 
•	 Create awareness in your school about athletic teams and entertainment/events 
•	 Promote school sports and entertainment/events as valuable commodities to be sought by consumers 

The NCAA guide also suggests that marketing plans should incorporate the following elements: 

•	 Situation analysis (identify your program's strengths, weaknesses, opportunities and threats) 
•	 Competitive analysis (identify your program's competition) 
•	 Goals (you will address this again in step five) 
•	 Time line (determine a time line for creating and executing all activities in your marketing plan) 

A solid marketing plan is the key ingredient to the success of any business. The Sports Business Program is no different. The 
role the sports marketing group plays in this process is to direct communication between groups to ensure everyone works 
together to help reach group goals, increase event attendance, sponsorships and provide a means to reach those goals.  Con-
sider including the following components for your marketing plan:

•	 Mission statement
•	 SWOT analysis (identify your program’s strengths, weaknesses, opportunities and threats) 
•	 Marketing mix (product, price, place, promotion)
•	 Marketing strategy (identify target markets, positioning and differentiation strategies, etc.)
•	 Differentiation strategy / competitive advantage
•	 Market segmentation (demographic, geographic, product usage, etc.)
•	 Market research
•	 Determination of promotional channels (lockers, hallway banners, school announcements, etc.)
•	 Advertising (include working with vendors for quotes on any paid advertisement)
•	 Creation and distribution promotional materials
•	 Brand messaging (slogan, tag lines)
•	 Cross-promotional planning
•	 Licensing strategy 
•	 Community outreach plan
•	 Digital and social media marketing efforts

Here are several other tips to help you successfully build your marketing plan:
•	 Reference the marketing plan development activities and/or marketing plan template from your CD-ROM as a guide 
•	 Work with your PR group to come up with strategies for generating buzz and excitement about your program as a 

whole at school and in the community
•	  For example, could you come up with a creative new concessions item to offer during basketball season that would get 

fans talking?  	
•	 Consider how your school mascot can be used to assist your program's efforts (if you don't have a mascot, maybe this is 

the time to think about bringing one to life!)
•	 Brand building:  All your marketing should be consistent with your brand
•	  Logo: would developing a "secondary" logo to compliment your school's existing logo help raise awareness for your 

program and/or create a new revenue stream for your merchandise group?
•	 Remember, even the world's greatest products don't sell themselves!

 
 

MARKETING
TEACHING MODULE

(Continued)
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MARKETING

CREATE AND PROMOTE WEB SITE
Set your school apart by developing a website dedicated to your school’s sports and sports marketing programs. Your 
program-branded website will provide an excellent way to promote upcoming events, merchandise and ticket sales. Your 
digital and social marketing campaigns will serve as an extension of your new website.  

Consider content for your site focused on upcoming promotions, game/event times, outlets for ticket purchases, game/event 
highlights, player profiles and exposure for your sponsors.  As a group, you must determine how you will drive traffic to the 
site and maximize the number of hits your page receives.  Most free web builder applications (like Wix, WordPress, Weebly 
etc.) do most of the heavy lifting for you so you don’t need to be a programmer or coding expert to analyze website data.  
You may also want to consider the development of your program website as another collaborative learning opportunity by 
involving your school's computer or graphic design classes.  Content marketing is an incredibly effective marketing tool 
so think about all the content you can share with fans, as well as the distribution channels available to you for that content.  
For example, you might want to feature a blog or create a unique microsite to dedicated to a specific, upcoming promotion.  
Work with the PR group to make sure they are providing new content regularly, allowing you to refresh your online and 
social platforms with engaging material.

DEVELOP SALES MATERIALS AND ADDITIONAL COLLATERAL
Obviously, your marketing group will not have the same financial resources as professional sports teams or major col-
leges and universities to develop flashy, expensive campaigns. However, there are still a number of ways you can effectively 
promote your program to help fill the stands and boost sponsorships.  One particularly important role your group will play 
is the development of sales (collateral) materials such as flyers and brochures to help promote your events. Collateral could 
also be featured in your digital marketing campaign. Remember to keep the message in “on-brand” and consider doubling 
down on your promotional efforts by sharing through social media.  The creation of sales material, signs and flyers will play 
a very important role in generating interest and excitement for your sporting events. This can serve as another collaborative 
learning opportunity by involving an art class in the creation of your promotional materials.

When developing your collateral, try to determine areas where you have a competitive advantage in your market. If you 
are the only local high school program, accentuate those ties to the community in your marketing efforts.  In a market-
place cluttered with a growing number of entertainment options, your group must come up with ways to distinguish your 
product. How will you differentiate your school sports, entertainment and events from other entertainment properties who 
are also in competition for discretionary dollars in your local area? For example, why should consumers come to your event 
instead of going to the rodeo, movies or the water park?

In the end, it is up to your sports marketing group to use their creativity to build promotional pieces that will generate that 
excitement. Collateral, when properly positioned, can be a powerful tool that encourages your community to support your 
program and all that you are working to accomplish.

MANAGE SPORTS BUSINESS PROGRAM BUDGET
Because the marketing group oversees the communications between all other groups, you should also be responsible for 
handling the budget for your Sports Business Program. Money generated from the program could be funneled back to the 
school to benefit a number of programs, possibly based on the discretion of your school administration. It is important that 
you clarify and negotiate with administration at the earliest stages to ensure that your sports business program and athletic 
department will receive a percentage of proceeds generated by your group. An accounting or finance class may prove to be 
a tremendous asset to your program when calculating budget numbers and managing program finances. As an alternative, 
you may want to consider assigning these responsibilities to the company President (teacher).

One of the most important responsibilities of sports business professionals is to determine the appropriate redistribution or 
allocation of the financial resources for the improvement of the organization. You will want to consider many factors when 
working on your budget.

Will your marketing group want to advertise in local newspapers or on the radio? Will your event operations or ticket sales 
groups want to bring in outside entertainment acts as a promotion to sell more tickets and add entertainment value to an 
event?  Will your sponsorship group want to host a catered “customer appreciation” event for clients? Will your merchandise 
group want to upgrade their inventory by including several new items? Does your group want to consider any stadium or 

TEACHING MODULE

(Continued)
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MARKETING
TEACHING MODULE

(Continued)

field upgrades that could potentially lead to more 
sales? Does your ticket sales group want to add 
additional benefits for premium seat holders? Re-
investing in your program will help foster growth, 
build credibility, and strengthen relationships with 
your stakeholders.

ADVERTISING
In the future, your ability to expand your program's 
marketing efforts will be predicated on past finan-
cial success. As your program grows and you build 
a significant sponsor base and increase sales of tick-
ets, concessions and merchandise, your marketing 
plan will inevitably evolve, at least to some degree. 
With an infusion of cash for your program comes 
the flexibility and ability to become more creative 
with your promotional planning.

When creating your long-term marketing plan, be 
sure to allocate some portion of your budget for 
advertising.  Again, even the best products don't 
sell themselves. Consider any/all of the following 
mediums to help promote your program:

•	 Print (newspaper etc.)
•	 Television
•	 Radio
•	 Online (digital and social)
•	 Outdoor (billboards etc.)

If you feel advertising now will have an instant im-
pact on your ability to promote your school sports, 
entertainment and events and you don't have any 
immediate budget available, you have a few options 
worth considering. The alternatives would likely fall 
under the realm of responsibilities for your spon-
sorship group, but the marketing group can lend a 
hand in facilitating the process.

In the short-term, consider approaching your sponsors with co-op advertising opportunities.  If they are supporting your 
program, they might be willing to invest in spreading the word through a small advertising campaign.  In other words, 
the sponsor would "tag" existing advertisements to include mentions of whatever it is you have chosen to promote at your 
school. For example, if the local pizza joint (we'll call them ABC Pizza) agrees to sponsor your program, you may want to 
consider negotiating additional advertising opportunities as part of your agreement. So, when ABC pizza runs ads in the 
local newspaper, the advertisement might include a mention of your event.

Another alternative you may pursue is a "trade-out" or "in-kind" sponsorship. Essentially, instead of cash, a sponsor would 
provide advertising for the opportunity to be associated with your school sports or event. As an example, the local radio sta-
tion might be willing to sponsor your event but instead of supporting your program with a $2,000 sponsorship, they would 
provide $2,000 worth of airtime to help promote your program.
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“Corporate partnerships (sponsorships) provide a very important and 
consistent revenue stream for organizations, teams, venues and collegiate 
athletic programs.  as the sponsorship industry grows and continues 
to Mature, we need to take the time to educate our next generation of 
leaders with real life situations.  learning through experience is the 
ultimate education in the sports and entertainment industry.”

- Adrian Staiti, Executive Vice President, Global Partnerships Lagardère Sports  

SPONSORSHIP

TEACHING MODULE

(REVENUE PRODUCING)

Module Goal: 
Provide students with an understanding of the school’s assets / inventory that is potentially available for them to sell. 

Sponsorship Overview: 
Sponsorship is a form of marketing in which a specific company (such as a local restaurant) will attach their name or logo 
(or link in some other form) to an event (such as a school charity golf tournament). How fruitful is the business of sponsor-
ship? IEG projects worldwide sports sponsorship spending will reach nearly $63 billion billion this year.4 

Most often, a business becomes a sponsor in hopes that a connection with the event will help increase sales.  In other 
cases, a business might sponsor a local event to show their support within a community or to a specific cause.  Ultimately, 
a sponsorship provides a mutually beneficial partnership between two parties. In the case of the Sports Business Program, 
your group will solicit partnerships with local businesses that want to affiliate their company with your school sports and 
entertainment and/or support your events. 

Prospective Sponsorship Sales Inventory: 
•	 Game/event promotions (giveaways, entertainment, contests, etc.)
•	 Print advertising (posters, schedules, newsletters, game/event program ads and inserts, couponing) 
•	 Signage
•	 Web advertising
•	 School/community television or radio broadcasts
•	 Special events (specific games, golf tournaments, etc.)
•	 Tickets and hospitality 

SPONSORSHIP GROUP RESPONSIBILITIES: 
•	 Review inventory and develop inventory sheets (inventory sheets identify all potential inventory available for sale to 

prospective sponsors)
•	 Establish pricing and create rate card (the rate card attaches specific values to each itemized piece of inventory detailed 

in the inventory sheets) 
•	 Develop promotional ideas
•	 Identify targeted customers and prospects
•	 Establish sponsorship sales strategy
•	 Create proposals
•	 Sell sponsorship packages (prospect, make sales calls, present and close) 
•	 Fulfill sponsorship agreements 
•	 Collaborate with PR group to explore opportunities for any cause marketing or philanthropical programs 

SPONSORSHIP INVENTORY:
GAME/EVENT PROMOTIONS
The Sponsorship group must work closely with the event operations and marketing groups, as it involves the sale of promo-
tions (giveaways, entertainment and contests) you would like to implement at your game or event. These groups must make 
sure the promotion or contest promised to a sponsor will be properly delivered.
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SPONSORSHIP
TEACHING MODULE

(Continued)

Game/Event Promotion Example:
Staging a “Dizzy Bat Race” contest during a time out in a basketball game that involves a several contestants placing 
their foreheads on the end of a baseball bat, spinning around in circles several times, and then racing to the other end 
of the court with a basketball and trying to make a shot.  The first one to get the ball in the hoop is declared the winner. 
Your P.A. announcer should mention "tonight's dizzy bat race is brought to you by ______" each time the promotion 
takes place at your game or event.

Sponsorship Sales “Sponsor Match” Example:
After coming up with a promotional idea like the “Dizzy Bat Race”, find a potential sponsor who might be a good fit. 
In this case, a sporting goods store would make perfect sense as the sponsor of that promotion. The winner of the race 
might receive a $10 gift certificate to the sponsor’s place of business.

PRINT
Print advertising is a wonderful piece of inventory to work with for your sponsorship group. An ad for a business can be 
placed in a variety of places: game schedules or magnets, team posters, newsletters, pocket schedules, program inserts and 
couponing. In addition, the ad size can be customized to meet the needs and price range of the sponsor.

GAME/EVENT PROGRAM ADVERTISING
All too often, game/event programs are not used to their fullest potential.  The advertisements in the program that you will 
be selling vary in size and placement to meet the needs of your sponsors.  There is much more room for creativity with your 
program ads.  The following example and an exercise can help you get started.  This is another great opportunity to get your 
art or computer design students involved as a collaborative learning opportunity.

Program Ad example:
Partner with a lighting company to sponsor a full-page program ad featuring personal information and an interview 
with a player.  It could be called the “Generic Lighting Company Player Spotlight.”

SIGNAGE
Signage can be your most valuable piece of inventory in sponsorship sales. Signage uses areas of the playing field or arena 
to provide visual exposure for a business hoping to promote their products or services to your fans. No doubt you have seen 
advertising on signs, scoreboards and screens at professional sporting events.

ONLINE ADVERTISING
Assuming your marketing group has created a branded website and your PR group is maintaining consistent updates, adver-
tising on this space may be just what one of your sponsorship prospects is looking for.

Communicate to the prospect the various promotional methods you currently have in place to drive traffic to the site.   If 
possible, track the number of hits the site has received as any potential business partner will want to have that information 
prior to making any kind of investment decision.  You will want to capture as much user information as possible (name, 
e-mail address) with an "opt-in" feature that would allow for you to follow up with each visitor with information relating 
to your Sports Business Program events.  Most template building programs like Wix, Weebly, WordPress etc. offer these 
features.  Some domain host companies like GoDaddy also offer free website builders when you purchase your domain from 
them.

TICKETS & HOSPITALITY
Creating a special "sponsors only" hospitality area at your event will add another valuable piece of inventory for your spon-
sorship sales team.  Also, give some consideration to the possibility of packaging tickets with each sponsorship proposal.  
Suggest to sponsors that they give away tickets or passes to the hospitality area as a promotion.
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SPONSORSHIP SAMPLE: RATE CARDS
A rate card is, by definition, a published price list for purchasing advertising time or space.7  In the sports, events and enter-
tainment industry, a rate card typically refers to a list of prices associated with various pieces of inventory.  In this example, 
the University of Minnesota Duluth identified signage and sponsorship opportunities for several key athletic properties.  

If the goal of your Sports Business Program is to manage business opportunities for all of your school sports, you will want 
to take a similar approach with the development your rate card.  Remember, the sports that are most popular and enjoy the 
greatest local following will command a higher dollar value.  Be sure that is reflected in your rate card.  Events with higher 
attendance will be more attractive to prospective sponsors so be sure to place a premium on those pieces of inventory.

Should you choose to manage fewer school sports (or individual school entertainment/events), your rate card will have a 
slightly different look and feel to it.  In this case, be sure to highlight and focus on those opportunities that will capture a 
potential sponsor's attention while offering the best chance for maximizing revenue.

SPONSORSHIP
TEACHING MODULE

(Continued)

NAMING RIGHTS
Recognizing the sensitive nature of the sale of naming rights at high schools, you will definitely want to have a conversation 
with administration before exploring any opportunities.  While any rights deals to major school venues like the football 
stadium or gymnasium should probably be left to a professional, you might be able to provide some creative naming rights 
opportunities for potential sponsors. Could you re-name a section of your parking lot?  Could the weight room be a poten-
tial landing spot for a corporate sponsor?  Is there a space in the gym that can be converted to a private VIP lounge on game 
days bearing the name of a local business?

* SALES TIP – When developing your list of potential partners, start with existing school or district vendors.  Many vendors 
will have marketing budgets that would allow for supporting your SBP, and sponsoring your events could be a great “win-win” 
opportunity for you and local businesses!
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SPONSORSHIP SAMPLE
TEACHING MODULE

ROCHESTER SKEETERS 
SPORT MARKETING PROPOSAL 

 
Developed Especially For: 
GANDER MOUNTAIN  

 
 
 
I. Tickets and Hospitality 
 

A.  Four (4) End Zone Season Tickets @ $220 each …..   $880.00 
 
B.  Two (2) Coach’s Club Memberships @ $100 each   …   $200.00 
 
Total Tickets and Hospitality  …………………………… $1,080.00 
 

 
II. Advertising 
 

A.  Half Page Program Ad  @  $1,500  …………………. $1,500.00 
      (Featuring Give-away every game) 
 
B. P.A. Announcements:  Two (2) P.A.’s at each of the 

17 home games    ……………………………………. $1,700.00 
 

Total Advertising  ……………………………………….. $3,200.00 
 

 
III. Promotion 
 

A.  Gander Mountain Night  ……………………………… $3,000.00 
      Opportunity to provide couponing 
      Gander Mountain Half-Time Show  
      (Waders vs. Blaze Orange 3-on-3 Basketball)  ……….      
 
Total Promotion Value  …………………………………… $3,000.00 
  
Total  Value:      $7,280.00 
 
Your  Discount:      $2,280.00 
 
PACKAGE  PRICE:     $5,000.00 
 

 

 
 

SPONSORSHIP SAMPLE: PROPOSALS
The first step in developing relationships with local businesses in your community is to spend some time discussing their 
business needs to determine how you and your Sports Business Program can help.  When the time is right to present a 
proposal to your prospective sponsor, make sure you have carefully customized a package that helps meet the needs of each 
business.  For example, if they have revealed that they don't plan to attend any school sporting events and don't have an 
interest in providing tickets for employees or customers, don't include tickets and hospitality in the partnership proposal.  If 
they have indicated a desire to promote products and services to the student body, be sure to develop the proposal accord-
ingly.  For more help with the sales process, use the "sponsorship sales" activity from your CD-ROM.
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“Ticket sales will be an integral part of your revenue generating efforts. 
Developing a ticket strategy that provides flexibility and value for the 
customer is the key to a successful program.”

� - Corbin Hunt, Associate Athletics Director, University of Virginia

(REVENUE PRODUCING)

Module Goal:
Provide a general overview of the ticket sales process to prepare students for the actual implementation of a ticket sales plan 
in your school. Many activities have been included to help your school develop ticket packages and a ticket sales plan. These 
activities encourage creativity and provide an excellent opportunity for students to learn about the ticket sales process. For 
ticket sales ideas and samples, access the "team samples" folder on your CD-ROM and the "From the Vault: Promotions 
Database" feature online.

Ticket Sales Overview:
Ticket sales play a critical role in the business of sports, events and entertainment. Now more than ever, offering flexibility 
with a ticket package is required to ensure sports and entertainment properties have something unique to offer all fans re-
gardless of their interest level and schedules. Today, the competition for the entertainment dollar is as fierce as ever. It is the 
responsibility of the sports and entertainment marketer to determine how to capture those dollars.

Ticket Sales Goal:
Generate revenue and increase attendance for your events through strategic ticket packaging and sales activities.

TICKET SALES GROUP RESPONSIBILITIES:
•	 Determine and review inventory
•	 Establish pricing
•	 Identify targeted customers and prospects
•	 Develop ticket marketing plan (create ticket plans and packaging strategies)
•	 Work with event operations group on game day grid
•	 Develop sales and promotional pieces
•	 Sales and service (prospect, make sales calls, create proposals, present, close and fulfill) 
•	 Print and distribute tickets to ticket buyers

TICKET SALES INVENTORY:
GROUP TICKETS
Group tickets are a block of tickets reserved for a specific game or event. Typically, a group will consist of ten or more indi-
viduals and discounts on tickets and / or additional benefits are offered to those members.

Group Tickets Example:
Groups of 10 or more students receive $2 off ticket prices, a free program and a free soda.

THEME NIGHT PACKAGES
Theme nights are specific ticket packages designed exclusively for a particular or select group. Theme nights and groups are 
almost synonymous with one another. Theme nights could be considered glorified groups accommodating a niche mar-
ket.  They encourage students to think outside of the high school “group” setting and on a much larger scale. The focus of 
a theme night is to attract large groups (such as local girl scouts) to attend a game or event through creatively marketing a 
ticket package designed exclusively for a particular group.

TICKET SALES

TEACHING MODULE

(REVENUE PRODUCING)
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TICKET SALES
TEACHING MODULE

(Continued)

Theme Night Promotion Example:
Girl Scout Night – Bring your troop to a game or event and get $3 off each ticket, free popcorn and soda, and the op-
portunity to set up a booth to sell cookies at the game/event.

Youth Program Theme Example:
Youth Soccer Night – All kid's club members or participants in local youth soccer programs are invited to participate in 
a free pre-game soccer clinic with the purchase of a ticket to that day's  game.

SEASON TICKETS
Season tickets provide your fans with a ticket to every home game for a particular sport at a package price. Playoff tickets are 
not typically included with the package, however, teams have used the inclusion of playoff tickets as a powerful value-based 
incentive in the season ticket package. Season tickets often provide the back- bone revenue stream for many professional 
teams, colleges and universities.

Season Ticket Example:
Company XYZ purchases four “premium seats” as season tickets for their employees, customers, and to support the lo-
cal high school team. As incentive to purchase four tickets rather than two, the school’s sports marketing team includes 
vouchers good for a free soda at every game and a parking pass.

“MINI PLAN” TICKET PACKAGES:
Often potential customers will be hesitant to make a commitment to a full season ticket package because of the financial 
and time investment required to attend that many games. To address this, create smaller packages that are more manageable 
financially and require less time commitment.

“Mini Plan” Ticket Package Example:
The Varsity Baseball team offers a six-game package including two games per month (on average). Mini plan ticket 
buyers receive a free mini bobblehead of the baseball coach and a voucher good for free soda at each game.

INDIVIDUAL AND SINGLE GAME TICKET SALES
For those customers who decline the purchase of any type of ticket package, you’ll want to encourage and promote the sale 
of individual games. This will still encourage fans to purchase tickets to individual events in advance to eliminate the risk of 
people changing their minds on the day of the game.

Individual and Single Game Ticket Sales Example:
Post flyers around the school promoting the crowning of the prom king and queen at halftime of a girls’ softball game.

PREMIUM SEAT TICKET PACKAGES
One key component of the revenue model for a sports or event property is premium (also widely referred to as club, pre-
ferred or VIP) seating. Premium seats could include anything from suites, court side seats, or seats else- where that receive 
preferential or VIP treatment. Simply put, a premium seat is a seat at a game featuring additional benefits or values. Offering 
premium seats allows your school to charge a higher price for tickets because of the added value they bring and the limited 
number of seats being available.

Premium Seat Benefits Example:
Premium seats include seat cushions for added comfort at the game or event. (This also creates additional promotional 
opportunities for your sponsorship group.)

*  TIP -  Make these packages available only with a sponsorship or on a full season basis.
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TICKET SALES
TEACHING MODULE

(Continued)

WALK UP TICKET SALES AND PROMOTIONAL TICKET SALES
The term “walk up” refers to fans who buy their tickets when they get to the game or event. Assigning special promo-
tions for each game/event will help drive “walk up” sales. Maximize your numbers of walk-up fans by creating as many 
promotional opportunities as possible. To add incentive to those fans, you may want to dis- count tickets (be careful not 
to discount more than what you’ve offered your season, group and mini plan package customers), or come up with other 
incentives to offer. An example would be “Hawaiian Shirt Night” where any fans wearing Hawaiian shirts will receive $1 off 
their ticket.

Walk Up and Promotional Ticket Examples:
“Disco Night”:  $1 off a game/event ticket if you come to the event in disco gear

Food Drive Night: Work with your PR students to create promotion where fans receive $1 off ticket prices by bringing a 
canned food item to the game or event

TICKET SALES TIPS:
•	 Consider creating a "school spirit" ticket program offering student access to all sports and entertainment events 

throughout the school year for one package price (a sponsor may want "naming rights" to this plan!)
•	 Think about adding a sponsor to the back of your ticket stock or ticket stubs to provide an additional piece of inventory 

for your sponsorship group
•	 Integrate cross promotion strategies into your ticket marketing plans
•	 Tie a ticket sales effort in with a community relations program ($1 from all homecoming game tickets sold benefits 

Special Olympics)
•	 Consider setting up an informational table or booth at several key school events displaying your ticket sales and spon-

sorship information such as brochures and other collateral material (have a member of your Sports Business Program 
team on hand to answer questions and take orders if possible)

•	 Use those mediums that will most effectively reach your target audience to communicate upcoming events and corre-
sponding promotions (e-mail, instant messaging, text messaging, MySpace)

•	 Host at least one "Pack the House" type promotion in an effort to sell out an athletic event that has historically suffered 
from poor attendance

•	 Access the '"From the Vault...Promotions Database" for more ticket sales and promotions ideas
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“Knowledge is a valuable commodity in any business endeavor, particularly 
in the world of public relations. We cannot take for granted that things 
will always somehow get done. There needs to be a plan. Every member of 
the PR team should be flexible and knowledgeable enough to be able to 
step in and deal with issues as they arise. The very nature of PR is to expect 
the unexpected, but the first step in dealing with any problem is to have a 
clear contingency plan in place to avoid potential pitfalls.” 

- Pete Moris, Associate AD - Strategic Communications at Virginia Tech 

PUBLIC RELATIONS / COMMUNITY OUTREACH

TEACHING MODULE

(REVENUE ENHANCING)

Module Goal:
To highlight the responsibilities required of the PR group and provide the steps necessary to implement your communica-
tions and PR strategies within your Sports Business Program.

Public Relations / Community Relations Overview:
Publicity, while technically considered to be a component of marketing, is so important to any sports program that it merits 
special attention and typically becomes its own department.  Why is publicity so important?  In its simplest form, it provides 
the means for conveying information about your program to your fans through various media platforms.  Publicity provides 
a tool for creating awareness about upcoming promotions, special events and anything else that might get your community 
excited about your program.

Many times, in a sports business setting, publicity is referred to as public relations, media relations and/or community rela-
tions. In some organizations, all three terms can reference the same set of responsibilities.  However, in our sports business 
model, we are going to examine each aspect in detail.

PR / Community Relations Group Goal:
The overall goal of the PR group is to encourage your fans to become more knowledgeable about, and ultimately more 
interested in, your team.  The group is responsible for communicating information that motivates fans to become actively 
engaged with your brand.

FAN (PUBLIC) RELATIONS:
In our sports business model, we will be replacing the word “public” with “fan” to create a new component to our PR group. 
Developing a positive relationship with your fanbase will have a profound impact on the financial success of your program. 
Fan relations refers to the methods your sports business group will employ to ensure fans feel appreciated and connected 
with the team. A great example of fan relations would be the development of a “fan loyalty” program used by many teams in 
professional sports. Teams recognize the need to reward fans who consistently attend games and events. We’ve provided our 
version of this in the Marketing Module’s “Frequent Fan” example. The first professional team to implement this concept 
was the San Diego Padres in 1996.5  To date, the San Diego "Compadres" program has over 150,000 members.	

MEDIA RELATIONS:
Media relations refers to the relationship between a team or franchise and those media outlets that cover and follow the 
team. Media members consist of local newspapers, television and radio stations, as well as national media such as ESPN. 
The role of media relations in the sports business model we’re applying with your school will be minimal since your school 
likely does not garner a major media following. That’s not to say, however, that this is not an important component to your 
school’s sports business model. Having a positive relationship with local media can help provide additional coverage of your 
teams, influencing the probability of promotional coverage.  This promotional coverage can serve as free marketing for your 
Sports Business Program.
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COMMUNITY RELATIONS:
Community relations is the component of the publicity mix that focuses on a team or organization’s commitment to bet-
tering their community. As an example, NBA players work each year reading to area youth in partnership with the SMART 
reading program.  Other aspects of community relations include charitable events such as hosting a food drive at a game or 
participating in local United Way events. You may want to consider the development of some type of community relations 
program for your athletic teams.

* TIP – A sound community relations strategy will go a long way in building the groundwork for a stronger relationship with 
your alumni base.  Alumni support can play an instrumental role in helping your program grow and can even provide a finan-
cial boost in the long-term as you engage in more aggressive fundraising efforts.

PUBLIC RELATIONS / COMMUNITY RELATIONS GROUP RESPONSIBILITIES:
PUBLISH SPORTS/ENTERTAINMENT NEWSLETTER
Your PR group will be working hand in hand with the marketing department to promote school events.  One key area of this 
collaboration will focus on the development of content for your various marketing channels, like your program's newsletter. 
Your newsletter might include such content as player profiles, team related community events, casting calls for school plays, 
game/event results or a special fan of the month feature.  The newsletter can be something you print or disseminated to fans 
through digital platforms like e-mail, on your program website or a through a team, school or SBP program branded app.  

* TIP – If you do not currently have an app, consider developing one for your program.  Apps provide a fun way to engage fans 
and an excellent platform for communicating with them.

COVER SCHOOL EVENTS
We’ve all heard the sports expression “It’s a game-time decision.” This applies not only to athletes, but also spectators attend-
ing sporting events. Quite often, people attending sporting events make their decision to attend shortly before the event be-
gins. To assist in building fan enthusiasm and excitement, it is important for your PR team to effectively cover your events. 
Fans should be able to find information about last night’s game easily. With a focus on accessibility, you’ll also increase the 
probability that your fans will see the information in more than one place, ultimately assisting in the promotion of your 
program.

ESTABLISH A FAN CLUB OR KID’S CLUB
Forming a fan club that is dedicated to rewarding your loyal sports fans can accomplish many things: 1) ensure a solid fan 
base 2) provide your Sports Business Program with ambassadors in the community 3) give you a venue for rewarding fans 
for attending games and encourage them to attend more 4) potential for an additional revenue source.

Consider building a special “Frequent Fan” type program to reward fans who come to many school events. For example, 
fans attending each game during the girls’ basketball season will receive a special prize such as an autographed basketball or 
commemorative T-shirt.

Alumni clubs can also provide an additional outlet for your Sports Business Program to generate some added revenue.

DEVELOP NEWS RELEASES AND PRESS KITS
Even in today’s digital world, a traditional news release is still the most common means of generating free media coverage. It 
is important for your group to develop captivating news releases. If they aren’t creative and informative, the media will not 
run them and you will have to rely on paid advertising. You’ll want to address team performance, special events and promo-
tions. You might consider delegating the responsibility of "approving" all releases and kits to your SID (Sports Information 
Director). SID plays a critical role in collegiate athletic departments across the country and should be an important figure in 
your program as well.  See the organization chart on PAGE X? to see who your program’s SID should report to.

Effective news releases will feature a creative, catchy title. Begin each release with the most important information and 
always include a contact name with a phone number.  You can find a press release template in the “SBP Resources” folder on 
your CD-ROM.
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DATABASE DEVELOPMENT / CONTENT MARKETING
One of the most valuable byproducts of content marketing is the opportunity to learn more about your fans. By creating and 
distributing information about your program that encourages fan engagement, you will be able to collect information and 
begin building a database.  As such, it is critical to capture as much information about your fans as possible.  Offer exclusive 
opportunities to fans who sign up for your SBP updates, making sure they first “opt-in” (or sign up) to receive exclusive 
information or promotional opportunities.  The opportunity to send push notifications, text messages, emails or direct mes-
sages will be invaluable to your program.  Remember, however, that this type of marketing activity is also known as “permis-
sion” marketing, so it’s important for your group to only send messages to those fans who have opted-in and wish to receive 
them.

PROVIDE COPY FOR LOCAL AND SCHOOL MEDIA AND PUBLICATIONS
Stories written by your group for the newsletter and website also make for great reading in your school’s paper or the local 
newspaper. As a teacher or advisor, you may want to consider scheduling a preliminary meeting with the local newspaper to 
discuss the possibility of members of your PR “staff ” to have a “feature” or column in the local paper.  This will provide great 
experience and a positive resume builder for your students.

COORDINATE WITH LOCAL AND/OR SCHOOL TV AND RADIO
Having district access television as part of your local cable package in your area can be a huge asset to your program. If that 
is the case, the first step is determining who controls the programming for the station.  It will be crucial for you to estab-
lish a relationship with the station and to show all the unique ways a partnership with your Sports Business Program will 
be a valuable resource for them.  If you are able to reach an agreement that makes sense for both parties, many new doors 
will open to your students in terms of opportunities. Not only will you have a vehicle for promoting your upcoming events 
and new sponsorship opportunities, you may be able to create new learning experiences for students with respect to sports 
careers by filming the games/events and encouraging students act as play by play announcers for the broadcast.

ASSIST OTHER GROUPS IN SALES EFFORTS
In almost any sports organization, each and every member of the staff is considered to be a salesperson.  From encouraging 
fans to visit the program website and follow your SBP through social media to building excitement about upcoming promo-
tions, PR students can help provide a sales boost.  Your PR group should be there consistently to help support your revenue 
producing groups in any way possible.
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“The event operations staff is responsible for putting all of the elements 
of entertainment together throughout the game or event. Each member 
of the group must be prepared for the program to find success.” 

- Todd Bosma, Director of Game Operations and Special Events, Portland Trail Blazers 

EVENT OPERATIONS / FAN EXPERIENCE

TEACHING MODULE

(REVENUE ENHANCING)

Module Goal:
The event operations and fan experience teaching module will help you develop the added entertainment you’ll be bringing 
to your school sports, entertainment and events. It will also prepare you for the execution of your entertainment as well as 
guiding you through the fulfillment process of your sponsorship agreements and promises to ticket holders.

Event Operations / Fan Experience Goal:  
The term “event operations” is a broad term encompassing all elements of game or event entertainment.  From the pre-game 
entertainment and starting lineup announcement to half time, the event operations group is responsible for adding more 
entertainment value to the event.  Maintaining a positive fan experience throughout your events will be one of the most 
important aspects of your SBP.

Event Operations / Fan Experience Overview:
The event operations process starts before any of the events take place in the creative minds of our sports marketers. Gener-
ally, those individuals who work in event operations (referred to as game entertainment or game production in the world of 
sports business), have a procedure in place for developing their “game plan” mapped out for the entire season before the first 
game or event begins. 

The fan experience is influenced by many factors that require attention to detail.  As you begin to host more events, you will 
find ways to improve the game/event experience for fans in attendance, and know that it will always be a work in progress.  

The role of event entertainment will play for your program is twofold: 1) Enhance the experience for the fans while keep-
ing them involved in the event throughout the course of the entire game. 2) Event entertainment creates opportunities to 
generate revenue by adding additional valuable inventory to include as part of sponsorship packages.  It also helps generate 
revenue by helping sell more tickets.

Remember, it is not a requirement to follow this plan directly. In fact, we strongly encourage you to use this material simply 
as a guide to get students headed in the right direction.

Event Entertainment Options:
At a high school level, entertainment options at games and events have traditionally been pretty limited.  However, the 
implementation of the Sports Business Program will help your school pick it up a notch. Your first step in this process is to 
identify the event entertainment options you’ve seen in the past or currently have in place at your school’s athletic events. 
You should also gain some familiarity with advanced entertainment options used in collegiate athletics and by professional 
teams. This will allow you to make the best decisions possible when integrating the various forms of entertainment into 
your school sports, events and entertainment.

EVENT OPERATIONS GROUP RESPONSIBILITIES:
•	 Identify and implement event entertainment opportunities
•	 Develop game day grid and game/event scripts
•	 Work with other groups/departments (ticket sales, sponsorship, PR etc.) on game day grid
•	 Prepare event day checklists and effectively manage overall game and event production
•	 Manage school mascot
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IDENTIFY OPPORTUNITIES TO ADD ENTERTAINMENT TO THE EVENT
The role of the event operations group is to keep fans entertained throughout the game or event.  The team takes care of the 
action and entertainment on the field or court while the “ball is in play.”  The event operations group is responsible for keep-
ing the event fun any time there is a break in the action. Sports marketers view these breaks as opportunities. As an example, 
consider time outs at basketball games and between innings at baseball/softball games as opportunities.  This is the point of 
the game when promotions take over in keeping the crowd engaged.

DEVELOP GAME DAY GRID
Once you have identified opportunities, you must develop a game day grid. This is a tool to chart or display each game 
entertainment opportunity you have available at a given event. The grid should always be displayed prominently so every 
member of your Sports Business Program is prepared for each event.  You can find a game day grid template in the “SBP 
Resources” folder on your CD-ROM.  

CREATE GAME/EVENT SCRIPTS
Another important responsibility of the event operations group includes the preparation of a script. The script is a docu-
ment outlining every additional entertainment event that takes place during the game and must be completed prior to the 
game or event's start. 

The script should be shared with every person involved in the event production process, including everyone from the stu-
dent band and cheerleaders to the PA announcer. Your game operations group should have an appointed “Director of Event 
Operations” who is responsible for making sure everyone is on the same page. To help understand this concept, review the 
sample script provided in the "templates" folder on your CD-ROM.

PREPARE EVENT DAY CHECKLISTS
The event operations group must also create an event day checklist.  The checklist is a summary of how you will accomplish 
a smooth transition between scripted entertainment events.   Preparing these checklists will keep the group organized and 
serve a very important role in the successful implementation of event day entertainment at your events.

The event operations department is responsible for every element of event presentation, right down to the staffing of ticket 
takers, making sure concessionaires are in place, and confirming that the merchandise area has been set up. It is their job to 
oversee the entire production and execute all promotions. The event day checklist will help your students to prepare for the 
event, maintain focus during the event, and effectively manage the event from start to finish (ingress to egress).

SCHOOL MASCOT MANAGEMENT
Hopefully your school already has a mascot. If not, it would certainly be advantageous to create one. A mascot is an excel-
lent marketing and branding resource and is certain to provide a great connection with the community.  According to the 
San Jose Sharks website, Sharkie (team mascot) makes over 350 appearances per year at community events.  Mascots are a 
fantastic addition to kid’s birthday parties, community and fundraising events and can help draw patrons to local businesses 
with appearances. Pursuing a local sponsorship for your mascot might be an avenue worth exploring to secure funding.   
Once a school mascot is in place, your event operations group is responsible for involving him/her in event entertainment. 
They, along with your PR team, will also be responsible for booking community appearances. Access the "mascot market-
ing" teacher tip sheet online to see suggestions for successful mascot marketing.

FOCUS ON THE FAN EXPERIENCE
One of the primary responsibilities for this group is to provide the best fan experience possible for those attending your 
event(s).  There are many of factors to consider when evaluating how to enhance that fan experience.  For example, how 
long are the lines for bathrooms?  Is it easy for fans to find and purchase merchandise?  What kind of quality are your 
concessions items?  Is the soda flat and popcorn stale?  Is the music appropriate?  Is it too loud?  Is the mascot engaged with 
your fans?  Try to put yourself in the shoes of the fan as you consider all the factors that will influence the experience your 
event will provide.

Game # Date Anthem Sponsor Pre-Game Half Time Special Promos Groups Give Aways
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“Everyone has different opinions of which products will be hot sellers. In 
the end, the only opinions that truly matter are those of the consumers 
(fans).  Managing a merchandise store effectively requires tight teamwork 
among people both inside and outside your organization. When customers 
are happy and you turn your inventory well, it's like winning the Stanley 
Cup!” 

- David Perricone, Former Director of Merchandise, New Jersey Devils 

MERCHANDISE

TEACHING MODULE

(REVENUE PRODUCING)

Module Goal:
The merchandise teaching module helps you develop or expand merchandising efforts as it pertains to your athletic pro-
grams.

Merchandise Group Goal:
The goal for your merchandise team is to create and offer products that will appeal to the entire fanbase.  It is the respon-
sibility of the merchandise group to develop a distribution strategy that will help to maximize your program’s merchandise 
sales. 

Merchandise Overview:
With a rapidly expanding consumer base and enormous market potential, the global licensed sports merchandise market is 
expected to experience considerable growth in the next few years. Transparency Market Research estimates that the mar-
ket, which was valued at nearly $28 billion in 2015, will reach nearly $50 billion by 2024. 9   In other words, fans are buying 
merchandise, and a lot of it. 

While the potential exists for merchandise sales to become a significant revenue driver for your program, expectations 
should be limited at first.  As you begin, you likely won’t have the budget to invest in much inventory.  Additionally, you will 
need to feel out your fan base to see what types of products will be popular before producing too many branded items.  

Ultimately, you’ll have the most success by rallying behind the promotion of team spirit. Fans love to support “their” teams 
and wearing school gear is one of the most suggestive measures they can take in doing so.  Consider working with your PR 
and marketing groups to help spread the word and build excitement about any new merchandise items.  Be sure to remain 
focused on your brand as you work through this process.

Presentation is a key ingredient to a successful merchandising operation. Presentation of both your products and your ki-
osk/shop/stand should be top notch. Your merchandise area should be visually enticing with a professional appearance to at-
tract customer attention. The last thing you want is for customers to look at your merchandise area and have the perception 
that your group just got there to set up. Studies indicate that people are much more likely to purchase from a visually pleas-
ing display. Use some creativity to add sizzle to your merchandise area. Consider playing music and/or displaying a large 
screen to broadcast your program’s sports highlights or other exciting event content relating to your brand.  These activities 
will help draw the attention of fans, encouraging them to browse the branded merchandise you have available for sale.

* TIP - If carefully and tastefully used, holiday lights or rope lighting can look very sharp!

Inventory Overview:
Prior to placing your first order from a wholesaler, determine the type and amount of inventory needed for the season/
school year.

To determine exactly how much to order, consider the number of events and the number of fans in attendance at each event. 
Calculate your average of fans per event using only those events that your group plans to have an established presence. As a 
general indicator for determining inventory, you should always calculate your numbers on a per attendance basis. It is also 
important to know that items are generally ordered in quantities of twelve (12).
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Inventory auditing of your merchandise area is an extremely important step in the merchandising process. Count every-
thing in (count the total number of pieces of inventory) before the event and count everything out at the event’s conclusion. 
Always know your inventory and be familiar with the entire process. Do your research, know your customers, and you’ll be 
on the fast track to a successful merchandise operation in your Sports Business Program.

The merchandise group presents another excellent opportunity for collaboration with other classes at your school. Consider 
teaming up with your school's Accounting teacher to create experiential learning avenues for more students at your school. 
Work with accounting students to help manage merchandise inventory.

THE MERCHANDISE PROCESS:
1.	 Calculate your average of fans per event and total number of events
2.	 Determine your budget
3.	 Select your inventory
4.	 Order EVERYTHING before season starts (if your budget permits)
5.	 Establish prices for your products by deciding on markup percentages 
6.	 Set up a tracking system and inventory control strategy
7.	 Determine sales locations (kiosk/store/stand)
8.	 Determine your presentation and how you plan to sell (sales and marketing strategy)
9.	 Decide on a staffing solution for each event (and coordinate this with the event operations group) 
10.	 Audit your inventory

Tips for Merchandising:
•	 Fans want to shop in a fun environment so it is imperative that your staff is having fun on the job 
•	 Sales staff should be wearing the items they are selling
•	 If you have room in the budget, consider implementing the technology to accept credit cards (there are many easy to 

use and cost-effective options available)
•	 Always be sure to have enough cash on hand to make change at the event
•	 Consider partnering with ticket sales to package novelty items to help push product 
•	 Traditionally, it is best to set up kiosks/shops/stands in an area near the doors (consider having several people selling 

merchandise where fans tend to congregate)
•	 Initially, it is best to limit the number of items offered so consider stocking only T-shirts, sweatshirts and two to three 

novelty items until your budget will allow for expanding your inventory
•	 Statistically, novelty items (foam fingers, pencils, etc.) sell best at events because they are inexpensive and fun...be sure 

to carry at least one novelty item
•	 Recommended sizes: Small, Medium, Large, and XL (at the very most, at least initially)
•	 Make P.A. announcements during your game or event encouraging fans to stop by your merchandise area 
•	 Promote merchandise availability through all social media channels 
•	 Consider setting up an online store on your program (or school) website
•	 Leverage school spirit to the max! 
•	 Remember, promotion isn't just the responsibility of the ticket sales, marketing and sponsorship groups!
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“In Green Bay, we found that some of our clients were looking for special 
amenities which include in-seat food and beverage service, parking 
options and access to the facility. Clients are willing to pay a premium for 
the special features and appreciate the personalized attention they receive 
from a department geared towards making them feel they made a wise 
investment professionally or personally.” 

- Jennifer Ark, Director of Stadium Services, Green Bay Packers

CONCESSIONS / PARKING

TEACHING MODULE

(REVENUE PRODUCING)

Module Goal: 
The Concessions and Parking module is designed to provide an overview of how these two aspects of the sports business 
model can provide your program with a steady source of revenue. 

Concessions and Parking Goal: 
To establish a framework for organizing your concessions and parking in a manner that enhances the experience for fans 
attending games/events and maximizes the amount of revenue generated. 

CONCESSIONS & PARKING GROUP RESPONSIBILITIES: 
STAFFING AND RECRUITMENT 
The impression fans have of your game or event is not formed solely while in their seats. Attendees begin taking in the 
experience the moment they get near your high school or event location. As a result, having a well-organized and friendly 
parking and concessions staff becomes a crucial ingredient to the overall success of an effective sports business plan. 

STAFFING AND RECRUITMENT STRATEGY: 
1.	 Make a list of potential volunteers and organizations who pride themselves on community involvement 
2.	 Create job descriptions
3.	 Develop a list of job responsibilities
4.	 Begin calling volunteers and organizations to make sure all events are staffed 

CONCESSIONS ORDERING AND FULFILLMENT 
This aspect is geared specifically toward your school’s concessions. It is very important to have a solid understanding of 
where your inventory levels need to be, what your replenishment points are (reordering) and what products or items you 
should be carrying. 

PRODUCT / VENDOR STRATEGY: 
1.	 List concessions products you would like to carry
2.	 Determine who the vendors are that carry those products
3.	 Conduct a survey of a sampling of your customer base to determine what concession items fans enjoy 
4.	 If available, examine invoices from years past to determine the volume of product sold
5.	 Form a system for determining inventory levels and replenishment points
6.	 Establish vendor partnerships (see details on the next page)

* TIP: Work with the PR and marketing groups to craft a strategy of offering unique and fun concessions items that will generate 
excitement about your program and events.
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VENDOR PARTNERSHIPS 
Vendor partnerships refer to the relationship between your school and a company (vendor) that will supply the wholesale 
product. In this step of the concessions and parking process, your concessions and parking group have a wonderful oppor-
tunity to work with your sponsorship group to pursue and explore vendor partnership possibilities. A vendor partnership 
provides an extremely valuable piece of sponsorship inventory. A sponsor has an incredible branding opportunity as well 
as a chance to sell their products at your games. To add even more value to a potential sponsorship, consider an exclusive 
partnership with a vendor. For example, if Pizza Hut is a sponsor, consider offering them an "exclusivity opportunity" to be 
the only pizza vendor at your games. 

VENDOR PARTNERSHIP STRATEGY: 
•	 If you have not yet negotiated “pour” rights with a beverage provider, make this your first priority (Pour rights refer 

to the designation of one company in a specific beverage category such as soda or bottled water with the rights to sell 
product at your games and events) 

•	 Determine which products you want to offer at your games and events 
•	 Collect the names of potential vendors that provide concessions products 
•	 Review invoices from years past to determine the volume of product sold (Use this information when proposing spon-

sorship opportunities to vendors) 
•	 Work with sponsorship department to create sponsorship proposals
•	 Work with ticket sales and sponsorship groups in fulfillment and packaging 

VIP PARKING BENEFITS 
When considering your school assets, parking should be viewed as an excellent opportunity for your Sports Business 
Program. Limited parking availability at schools creates demand for parking spots among fans. High demand produces 
a perceived value and an opportunity to add great value to ticket sales and sponsorship pack- ages. Your concessions and 
parking group should determine the best way to build a parking package that offers additional appeal, while limiting the 
total number of parking options included in your packages. There are two reasons for this. One, you want to be sure that 
parking is still at a premium, hence the additional value. Two, you don’t want to create ill-will with other fans and customers 
if those “VIP” parking spaces frequently go unused. 

If offsite parking is needed, consider working with the sponsorship group to find a local business who may be willing to 
sponsor a shuttle service. A local restaurant may see that as a great way to drive traffic to their respective establishment 
before games or events and may choose to co-op with a local transportation company. 

* TIP - As another fun promotional idea and additional venue for generating revenue, consider offering a valet parking service 
on specific game dates (Homecoming) or with certain ticket packages. 

WORKING WITH TICKET SALES AND SPONSORSHIP 
Your concessions and parking group has another prime opportunity to work closely with the ticket sales and sponsorship 
groups to build promotions. Bundling concessions and parking with ticket packages and sponsor- ship agreements has long 
been a successful industry tool. 

Examples of Concessions and Parking Packaging Strategies: 
•	 One free parking pass with purchase of four or more premium, VIP or club seats
•	 Family meal deal night: Buy four tickets, get 4 hot dogs and 4 sodas for free
•	 Each sponsorship investment valued at $3,000 or more automatically receives parking considerations 
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"Branding is your team's identity. When someone sees your brand, they 
should associate all the good your program stands for: from affordable 
family fun, to quality food and beverage, to high level entertainment. 
The brand, when seen around the community, is fantastic advertising and 
invaluable when the association is a positive one."

Shawn Kison, General Manager, Lakeshore Chinooks

BRANDING

TEACHING MODULE

(REVENUE PRODUCING)

Module Goal: 
Create an effective branding strategy for your Sports Business Program, giving your school sports, entertainment and events 
an image and identity that will encourage fan and community support. 

Branding Overview: 
What first comes to mind when you hear the word Apple, Starbucks, Coca-Cola or Disney? 

What about Harvard?  Duke University?  The Crimson Tide or Fighting Irish?  New York Yankees or Manchester United? 

The mere mention of these names likely invoke a certain image or feeling about the brands they represent.  You may view 
each brand favorably or unfavorably.  You may not have a strong feeling about each brand one way or another, but likely 
have high levels of brand awareness.  Of course, these are some of the most widely recognized brands in the world, but every 
brand carries value, including your program’s brand. 

Broadly defined, branding is the practice of creating a name, symbol or design (or combination of those elements) that iden-
tifies and differentiates a product from other products.  Effective branding provides products with a competitive advantage.  
The development of an effective branding strategy will provide a powerful resource for all your future marketing efforts. 

Keith Forman, Director of Corporate Partnerships for the Portland Timbers, perfectly explains the importance of brand-
ing your program: “Your brand is your total identity. It is the summation of every decision an organization makes on staff, 
players, coaches, playing style, social media, community involvement, website, sponsorship relationships, ticket prices, TV 
broadcast quality, stadium food, merchandise designs, etc. Your customer/fan considers all of these components and makes 
an emotional decision on how they feel about you. This opinion directly influences the amount of time and money they 
choose to invest with you. Your logo is a visual reminder of every interaction your fan has ever had with the brand. Every-
body working in the organization needs know their audience, understand the values of the brand, and work together to 
protect and develop it.”

Branding Goal: 
Initially, the goal of your branding group is to create brand identity and awareness.  Your brand is the foundation for your 
Sports Business Program, and an established brand will provide the roadmap for all future marketing activities.  Establish-
ing, maintaining and growing your brand will be one of the most critical elements in building the foundation for a success-
ful program. 

BRAND BUILDING: 
Building a brand takes time.  It is a process, and it is important 
not to rush this step.  Take your time and do it right, as mistakes 
can be costly and difficult to reverse. 

DEFINE / IDENTIFY YOUR BRAND: 
In order to get where you need to go, you need to first recognize 
where you are at.  Every school is unique.  While it doesn’t hurt 
to see how schools are positioning their brand and implement-
ing strategies that have been effective elsewhere, be careful not to compare your school or your program to other schools.  
Nobody can provide a more accurate analysis of your current brand position than you and your students, and that will be 

BRAND BUILDING STEPS:

1.	 Define and identify your brand 
2.	 Evaluate your brand position 
3.	 Streamline your brand 
4.	 Develop and strengthen your brand position 
5.	 Represent your brand! 
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the first step in the brand building process.  It is up to your branding group to identify what makes your school and your 
program unique, and what characteristics will provide the foundation for building a brand your community can be proud 
of.   

As you begin to work through the branding process, it is important to recognize that your brand is a reflection of your staff 
and students, your school, and the surrounding community.  How your students represent the brand will be paramount in 
building brand equity and the development of long-term community support.  Be sure to communicate the importance of 
this accordingly, as each member of your Sports Business Program represents an extension of your brand. 

EVALUATE YOUR BRAND POSITION: 
After defining your brand, it is necessary to evaluate your current brand position.  Is the brand already well-developed?  Do 
you have high levels of brand awareness in the community?  If your brand is not already established, you have an amazing 
opportunity to build it from the ground up.  Even if awareness levels are high, you are in a great position to help the brand 
grow.  In either case, be sure to put your program in a position to succeed by creating branding strategies based on long-
term goals.  Build your brand with integrity by creating something you know your stakeholders would be proud to wear on 
a t-shirt. 

STREAMLINE YOUR BRAND: 
Effective branding means managing the message in a way that provides consistent positioning of the brand in the manner 
for which you want it to be perceived.  One of the biggest mistakes made by high school athletics programs is to introduce 
multiple logos for multiple sports.  For example, does the volleyball uniform feature the same logo or emblem as the football 
helmets?  If you truly want to convey a message of community, the brand positioning must be unified.  Take the steps neces-
sary to streamline your brand to help maintain brand consistency. 

DEVELOP / STRENGTHEN YOUR BRAND POSITION: 
Only after gaining a firm understanding of your current brand position will you be able to take action to strengthen the 
brand.  If you are not comfortable with your current brand position, an overhaul might be necessary to build the founda-
tion for your program by engaging in a re-branding effort.  Re-branding often incudes the development of a new logo or the 
alteration of an existing logo.  The introduction of a secondary mark might be worth your consideration. 

In the long-term, strengthening the brand will increase the likelihood that students will want to stay involved with your 
school after graduation.  Creating strong relationships with alumni can be an incredibly powerful tool for your program.  
Alumni support can be the difference between a mediocre program and a great program.   

The key to any effective branding strategy is to focus on communicating your message in a way that evokes emotion.  Emo-
tion is one of the most your program’s most valuable assets.  It provides a bond between your brand and your stakeholders. 

As you develop a plan for strengthening your brand, approach it from a storyteller’s perspective.  Your brand is your story.  It 
is your narrative and should reflect your program’s personality.  It must be authentic and organic.  Every aspect of your mar-
keting should tell your brand story.  Good storytelling will keep your community interested and engaged with your brand 
year after year. 

REPRESENT YOUR BRAND: 
With all the effort required to build a strong brand, you and your students should be proud to represent the brand.  Rep-
resent the brand often, and represent it well.  Representing your brand goes beyond wearing a logo on a baseball cap or a 
sweatshirt.  Each member of your program is an extension of the brand.  Students have a responsibility to engage in the type 
of behavior that is consistent with your brand, not only at the events you host but in the classroom and in the community.  

* TIP - Any attempts to over-commercialize your brand will most certainly create resentment amongst your fan base.  Tread 
very carefully when considering how to monetize your branding efforts! 
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Step four is the phase of the Sports Business Program where students apply the concepts learned through the use of the 
teaching modules and activities to school sports, entertainment and events. Review the responsibilities identified in each 
modules that each group shares in the implementation of the program. Ideas developed through the student activities will 
serve as a valuable resource. Refer to those activities in this step.  

For an easy way to begin implementing the SBP, consider the following flow chart to provide direction for the natural pro-
gression of tasks. Each group should follow the same general process.  

This chart should provide the foundation for your implementation of all aspects of the SBP for each sport and event you 
promote throughout the duration of the school year. You will want to pay particular attention to the fulfillment aspect of the 
cycle to build positive relationships with your sponsors and ensure they get what they are paying for. For assistance develop-
ing your initial collateral (sales letters etc.), access the forms and templates section from your CD-ROM. Also, remember to 
encourage communication between groups as maintaining dialogue to keep everyone in the loop will be a key ingredient to 
accomplishing your program's goals.  

Be sure to use the six simple steps to guide you throughout this process and rely on the classroom activities to keep your 
groups on track. To help you get started, review the "Start-Up Checklist" tip sheet in your teacher tip sheets folder.  

The first step in the process requires that you share your vision for the program with administration and any other key 
personnel who will help establish the Sports Business Program at your school. The next step, after you have drawn up 
preliminary plans for your program's infrastructure, will be to determine what it is that you'll be promoting. If you will not 
be promoting your school sports, what will you be promoting? A school play? An event determined by your class? This is 
where the flexibility of the Sports Business Program becomes invaluable, offering a unique opportunity for you and your 
students to get creative.

Group conceptualizes ideas and develops marketing plan (concept phase)

Group shares and communicates key information from the plan (collaboration phase)

Group implements each aspect of the plan (action phase)

Group begins evaluation process and retention efforts (evaluation phase)

"Before integrating the Sports Business Model in your school, be sure you 
have successfully worked through the teaching modules to learn the 
basic concept of how sports business operates. Once you’ve got a solid 
understanding of those concepts, the implementation process will be a snap.”  

- Tom Garrity, CEO and President, Sioux Falls Stampede & Sioux Falls Canaries 

Step Four
APPLY SPORTS BUSINESS MODEL TO CLASSROOM
SPORTS
CAREER
CONSULTING
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Webster defines a goal as “the end toward which effort is directed." In the sports business world, goals should be measur-
able. To accurately track organizational effectiveness, a goal should be a target with tangible end results and a timeline.  

Traditionally, the development of goals is accomplished prior to trying to achieve those goals through the performance of 
strategies. However, it is important to first work through the modules and develop those strategies to help gauge appropriate 
achievement levels in the goal setting process.  

After your group establishes goals, establish a means for tracking your progress. This will serve as a tool to benchmark 
student growth and improvement for future years of the program. A record serves as an invaluable asset for establishing the 
program’s credibility, allowing you to persuade your administration to allow for expansion of the SBP program in the future.  

Use the following guide to assist in the development of goals for your school's Sports Business Program:

One recommended method for tracking these goals is the utilization of a “Sports Marketing Scoreboard”. This is a creative 
and fun method to keep students on a path toward achieving your goals and easily communicates your sports business 
group’s objectives.  

In addition to carefully tracking your SBP goals, consider offering incentives when your students reach certain levels of 
accomplishment.  For example, if they manage to sell-out your event, throw a pizza party with some of the profits.  If they 
successfully integrate in-game promotions for five different school sporting events, take them on a field-trip to see a local 
college or professional team and observe how they implement in-game entertainment. You might also want to have your 
students suggest some ideas for incentives tied to program goals.  This will help maximize “buy in” from your students and 
help to keep them motivated. 

As advisor of the Sports Business Program, you should also keep in mind the overall goals of the program and share them 
with your students.  

1.	 Offer an opportunity for students to gain valuable “hands–on” sports, event and entertainment business experience 
in a unique and exciting learning environment  

2.	 Provide the ultimate entertainment atmosphere for your fans while enhancing the student athlete experience by 
packing the stands at school events  

3.	 Raise funds for your educational and extracurricular programs, charities and/or school athletic department  

IMPORTANT: Ultimately, the Sports Business Program is a learning tool with the primary goal being education. Fortunately, 
the program offers a lot of flexibility in terms of grading. As the program's advisor, measuring aptitude and student progress is 
entirely up to you. 

SPB GROUPS MEASURABLE GOAL

Ticket Sales Number of seats sold, ticket revenue in $, attendance figures

Sponsorship Sponsorship revenue, total number of sponsor partners

Merchandise Merchandise revenue, net profit, growth in number of items sold for the year

Concessions & Parking Concessions / parking revenue & profit

Publicity Number of community events involved in, attendance figured, publication (newsletter) distribution numbers and 
readership, number of profiles/features in local media

Marketing & Branding Overall revenue, attendance figures, web site traffic, social media followers and engagement

 “Set your goals high, and don’t stop til’ you get there.”

� - Bo Jackson, former NFL & MLB star athlete

Step Five
DEVELOP PROGRAM GOALS & OBJECTIVES
SPORTS
CAREER
CONSULTING

(Continued)
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Game Time.   The lights go dim, the fog machines roll out and the announcer booms the starting lineups. 
Fireworks explode and music energizes the crowd. An exciting buzz hangs in the air and energy levels are high...  

It is time for the spotlight to shine on you, your students, and the program you've worked so hard to develop. This is the mo-
ment where you can begin to enjoy the fruits of your labor. A successful effort will leave fans with a special experience and 
the desire to come back for another game. Most events rely heavily on the emotional experience. The better the fan experi-
ence, the increase in likelihood for returning fans with a resulting boost in attendance and more value for existing sponsors. 
Enhancing the fan experience will ultimately result in creating opportunities to maximize your Sports Business Program 
revenue while opening the doors to new ways your program can flourish.  

“Putting the plan into action is when you actually implement the strategies 
you developed through your preparation and planning.  Let the games begin!”

� - Dan Litzinger, Owner, Rochester Honkers Baseball Club

“Do not let what you cannot do interfere with what you can do.”  

- John Wooden, former basketball head coach, UCLA Bruins  

Conclusion

Sports Career Consulting developed an easy model for your marketing and business students to apply sports business strate-
gies to your school athletic department and entertainment events.  

The supplemental materials that coincide with this guide are intended to help provide additional guidance as you begin 
to implement the SBP at your school. The program also provides an exceptional means for giving students a glimpse of 
potential career paths in the business of sports and entertainment. The program offers unique "work" experience, which 
will be invaluable for those who choose to pursue a career within the industry. Mark Gress Jr., Vice President, Recruiting at 
PRODIGY SPORTS, says "My advice to anyone who wants to work in sports: intern, volunteer, work part-time, take sports-
related courses...the pay might not be great, the hours may be tough, and you might not get to enjoy the game, but the 
experience will pay off in the long term."  

At the end of the day, the success of your new Sports Business Program is up to you and your students. So remember, have 
fun with this. Not only are your students gaining a wonderful educational experience, but this is a valuable project that can 
make a difference in your school and in your community. Don’t lose sight of what the Sports Business Program is really 
about...creating an enjoyable learning environment for your class. Enjoy this experience and your students will too.

Step Six
GAME TIME! PUT PLAN INTO ACTION...
SPORTS
CAREER
CONSULTING
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BUDGET – A document detailing the financial impact of each component of the marketing plan.  The document allocates a pre-determined 
sum of money for specific business and marketing related purposes.

BUNDLING – The practice of packaging one or more products or services for one price in an effort to add value for the consumer.

BRANDING – The practice of creating a name, symbol or design (or combination of those elements) that identifies and differentiates a 
product from other products.

CLOSE – Term used in sales that indicates the end of the sales process and beginning of the fulfillment process.  Usually indicates an agree-
ment between the team and customer to an agreeable partnership.

COLLATERAL MATERIAL – Promotional materials such as flyers, newsletters, brochures, and posters used to reach the consumer directly 
rather than via mass-media platforms.

CONTENT MARKETING – Marketing strategy that focuses on the creation and distribution of valuable, relevant and consistent content to 
maximize engagement with consumers

CO-OP – An arrangement between two businesses that allows them to share costs in a marketing effort that will benefit both parties 
involved.

COUPONING –  Process of allowing a corporate or event-day sponsor to distribute an offer to fans as they enter or leave the sports venue 
with the intention of encouraging fans to patronize the sponsor’s place of business.

COVER LETTER – A document that tells an employer the type of position an individual is seeking and specifically how the applicant is quali-
fied to fill the job opening.  Also referred to as a letter of introduction or letter of application.

DRIVE TRAFFIC – A term used to describe the effort of a particular sponsorship to encourage fans to frequent the respective sponsors place 
of business.

EGRESS – Period of time in which fans are leaving an event.

EXCLUSIVITY – An agreement between your school and a company that stipulates that you will not promote products for any other like 
companies within a particular industry.

FULFILLMENT – Process of executing each of the elements promised in a sponsorship agreement.

GROUP TICKETS – A predetermined number of tickets (usually 10 or more) that are packaged together and promoted by offering a 
discounted rate or additional benefit.

INGRESS – Period of time in which fans are entering an event area. 

INVENTORY SHEET – Inventory defines exactly what assets an event or property has available to sell.  An inventory sheet outlines each 
specific piece of inventory available for sale. 

JOB DESCRIPTION – A written statement that describe the duties, expectations and responsibilities for a specific job function within a 
company/organization.

LUXURY SUITE – A private seating section in arenas, stadiums and other entertainment venues typically featuring discernible amenities not 
available to other fans in attendance.  Amenities may include best available sightlines, flat screen television sets, stereo systems, private cater-
ing, personal wait service and premium comfort seating.  Often referred to as a sky box or luxury box.

MISSION STATEMENT – A written statement that captures an organization’s purpose, customer orientation and business philosophy. 6

 

Sports Business keywords
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Sports Business keywords

OBJECTION – Term used in sales to describe a concern or misunderstanding a prospect has about your product or service.

POUR RIGHTS – The right for a beverage company to provide your fans with their products at your games and events.

PREMIUM ITEM – Miscellaneous novelty items given away to fans as souvenirs.  Often used as an effort to stimulate ticket sales or an 
opportunity for sponsors to promote their business.ORGANIZATION CHART – A diagram that illustrates a company's chain of command and helps 
identify the roles and responsibilities of its employees and staff. 

PREMIUM / LUXURY / CLUB SEATING – Terms used to identify seat locations with a preferred location in the arena or an area that 
includes additional amenities. 

PROSPECTING – The part of the sales process that involves researching businesses and individuals that appear to be in a position to benefit 
from the products / services offered by your organization.

RATE CARD – A published price list for purchasing advertising time or space. 7 

RENEWAL / RETENTION – Terms used in sports to describe an effort to keep fans coming back to games and events or continuing a 
financial relationship with the property from a sponsorship perspective.  Generally used with respect to getting season ticket holders to retain 
their seats for the upcoming season.

RESUME – A document (typically one or two pages) that provides background information about a prospective employee.

SCRIPT – A document outlining every single additional entertainment event that takes place during a game or event.

SEASON TICKETS – Provide fans with a ticket to every home game, typically at a discounted rate. 

SIGNAGE – A reference to a promotional strategy where various forms of graphics are created to display information at events, often times in 
conjunction with a sports or entertainment property.

SITUATION ANALYSIS – Provides information that is helpful in matching the organization's resources and capabilities to the competitive 
environment in which it operates.  Commonly referred to as a SWOT analysis.

SPONSORSHIP – A form of marketing in which companies attach their name, brand, or logo to an event for the purpose of achieving future 
profits.8

SPONSORSHIP PROPOSAL – An offer form customized by a team to address the needs of a business.  Sponsorship proposals outline 
what pieces of inventory a team has that they believe will help a business meet their needs and achieve their goals.

SPORTS BUSINESS MODEL – The prototypical business model used by professional sports organizations and university athletic depart-
ments. 

STAKEHOLDERS – Any individual or organization whose attitudes and actions can influence the success of your program.

THEME NIGHT – A ticket package designed exclusively for a particular or select group (such as Girl Scout Night or Teacher Appreciation 
Night).

TICKET PACKAGES / PLANS – A sales approach that involves grouping together a select number of games to form a “package” or 
“plan”.  Teams generally offer a special rate and/or an additional benefit for committing to a greater number of games.

TICKET STOCK – The paper on which game tickets are printed.

VENDOR PARTNERSHIPS –  Relationship between a company and your school where the company provides your organization with 
products (typically food and/or merchandise) in exchange for marketing exposure for their business.
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Sports Career Consulting 
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Phone: 503.330.1895  
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