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Introduction 

Sport marketers have to constantly think of new ideas and make changes to how they target their crowds because 
everyone consumes sport in a different way and for a different reason. The National Basketball Association (NBA) 
and its franchises have utilized a variety of marketing techniques during its history.  There have been a number of 
studies implemented to analyze the success of those efforts over the past 30 years. The purpose of this presentation 
is to articulate the latest research to analyze and update the marketing techniques being utilized by NBA marketing 
directors, with the goal of updating the historical lists and effectiveness levels, adding new and innovative techniques 
currently being implemented, and recommending the elimination of outdated techniques. 

Review of the Literature 

Mawson and Coan (1994) created a study that compared the priority and effectiveness of marketing techniques 
used by NBA franchises to promote attendance at home games.  They compared the top 11 franchises with the 
highest seasonal attendance to the 11 lowest using a Marketing Technique Questionnaire (MTQ) developed by 
Hambleton in 1987 to investigate marketing techniques used by NCAA institutions.  Mawson and Coan’s approach 
ranked the effectiveness of 21 promotional strategies by mailing out a survey to marketing directors in the NBA to 
determine effectiveness. This study set the groundwork for future studies on marketing techniques utilized by the 
NBA, which was first replicated by Dick and Sack (2003) to learn the different marketing strategies throughout the 
NBA, resulting in the list of techniques being expanded to 54.  Building off that study, Dick and Turner (2007) used 
the data from the previous study and focused on a comparison of the fans perception of the value of marketing 
techniques compared to the NBA marketing directors’ perception. This was the first study comparing the two 
perceptions and came at a time when marketing directors realized they were using techniques that had been 
relatively unchanged for the past 30 years. This study also narrowed the number of techniques being utilized down 
to 20.  More recently, Ahmad (2012) has further extended the research with the inclusion of social media as a 
marketing strategy. In a thesis completed by Ronkartz (2017), an analysis focusing on the similarities and differences 
of the perceived values of NBA marketing directors in terms of the differences in market size was conducted. The 
study showed there are marketing techniques that have stood the test of time and are still effective, while others 
have become more effective and some outdated.   

Purpose of the Study 

During the 2018-2019 season, NBA directors of marketing used many marketing techniques to increase home 
game attendance. There has been no study regarding the 30-year evolution of NBA marketing techniques with the 
studies from 1988-1989.  The Mawson and Coan (1994) study was replicated by Dick and Sack (2003) and Dick and 
Turner (2007), but there has been no evolution of this analysis in over a decade. As both the NBA and marketing 
techniques are always changing and evolving, sport marketers must search for the most innovative ways to reach 
their target market.  Therefore, the primary purpose of this study is to compare the techniques from a longitudinal 
perspective and share the most effective marketing techniques used to increase NBA home game attendance in the 
2018-2019 season. 

Methodology 

 A survey was sent out to the marketing directors of the 30 NBA franchised during the summer of 2018.  The 
survey created was based on the 20 marketing techniques identified by Ronkartz (2017), where the marketing 



2019 Sport Marketing Association Conference (SMA XVII) 

Chicago, IL November 6-8, 2019 

  

 

techniques from the historical studies (Dick & Sack, 2003; Dick & Turner, 2007; Mawson & Cohen, 1994) were 
evaluated to eliminate outdated techniques and update with current techniques.  Each NBA marketing director was 
asked to rate each one on a 5-point Likert scale (1 = very ineffective to 5 = very effective) in terms of the 
effectiveness of each technique in increasing NBA home game attendance. The response rate was 100%, with all 30 
NBA teams responding.   

Results 

The results showed that based on the input of NBA marketing directors (n=30), the most effective  marketing 
techniques for increasing home game attendance were face-to-face meetings with businesses, email offers, social 
media, group sales, and promoting star players.  Also evaluated as being very effective by NBA marketing directors 
are referrals, pre-and post-game events, mini packs, and grassroots marketing. The five least effective marketing 
methods were direct mail, podcast marketing, virtual reality, radio advertising, and booster/special club 
membership.   

Conclusion 

The results of this study show that NBA marketing directors deem the introduction of social media as a 
marketing technique is a very effective tool for reaching target markets.  In addition, pre- and post-game events, 
face-to-face meetings, promoting star players, and email offers have increased their level of effectiveness as 
compared to the 2007 Dick and Tuner study.  Grassroots marketing, group sales, and referrals have remained 
effectively the same. Mini packs have become less effective (-0.39), but are still one of the top 5 marketing 
techniques, so further investigation into the shift in the effectiveness of this marketing technique may need to be 
undertaken.    

This study has also shown that direct mail has had the most significant drop in effectiveness over the past 
decade, with radio advertising also decreasing.  Further research into whether these should be considered outdated 
techniques and reduced or eliminated will also need further investigation but seems logical based on the advances in 
electronic, social, digital, and mobile technologies.   

Two other marketing techniques evaluated for the first time through this study was podcast marketing and virtual 
reality.  The results for podcast marketing showed only seven out of 30 marketing directors rating it as effective or 
very effective, which may indicate the technique as being a niche method used by specific marketing directors 
only.  As far as virtual reality, there is less consensus on its effectiveness, with nearly 45% of teams rating it as 
effective but 33% rating it as ineffective. Further research into the effectiveness of this evolving marketing technique 
will be needed. 
 

 


