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Industry Insider: 
Hilary Shaev
Title: Vice President of Marketing, National Basketball Association
Education: Duke University
Career: Executive Vice President for Promotion, Capitol Music Group, 

Virgin Records, and Sony Music’s Epic Records

This interview was conducted by Steve McKelvey, associate professor and graduate program director in the Mark H.
McCormack Department of Sport Management at the University of Massachusetts Amherst and vice president for
industry relations for the Sport Marketing Association.

As vice president of marketing for the NBA, Hilary
Shaev oversees all marketing initiatives for the WNBA,
including brand management, marketing strategy, and
promotion of events and platforms. 
Shaev joined the NBA in March 2008 after a successful

career in the music business. Most recently, she worked
as executive vice president for promotion at Capitol
Music Group, Virgin Records, and Sony Music’s Epic
Records. In these roles, Shaev developed and executed
promotional campaigns nationally for all artists on each
label’s roster, including Janet Jackson, Norah Jones,
Lenny Kravitz, and Celine Dion. Shaev, a graduate of
Duke University, was named a Top Woman in Music by
Billboard Magazine in 2005, 2006, and 2007. 
Q: Entering the 2013 WNBA season, the league

undertook a comprehensive re-branding initiative. To
provide some perspective on your role, can you briefly
discuss how your previous career experiences pre-
pared you for this re-branding initiative?
Shaev: I spent many years in the music business pro-

moting and marketing artists in various genres, build-
ing their brands and their popularity. As VP/Marketing
of the WNBA, I’m responsible for brand strategy and
brand marketing. Every fan and consumer touchpoint
is important as we continue to build this league. I’ve
been fortunate to work on this project with the WNBA
president, Laurel Richie, who has three decades of
experience in consumer marketing, most recently as
CMO of the Girl Scouts, where she updated that
brand’s identity. 

Q: What was the major impetus for the WNBA re-
brand? Why now? The latest draft brought some of the
highest profile players into the WNBA, most notably
Brittany Griner, Elena Della Donne, and Skylar
Diggins. Did their impending entry into the league fac-
tor into the timing, or is it just a pleasant coincidence?
Shaev: We did not plan the re-brand now because of

the recent draftees, but this year’s draftees are emblem-
atic of a league that has grown in athleticism and skill
by leaps and bounds since its inception. The refreshed
identity was undertaken in part to represent that.
Q: Can you briefly discuss the thought process

behind the creation of the WNBA Brand Pyramid? 
Shaev: The Brand Pyramid was designed to inform

the creation of our Brand Charter. We were inspired to
look at our re-branding this way after watching Simon
Sinek’s Ted Talk, “How great leaders inspire action,”
which encourages brands to define and articulate their
“Why,” their reason for being. The Pyramid shows the
WNBA’s core values (our “How”), offerings (our
“What”), and reason for being (our “Why”). 
Q: In reflecting on the WNBA’s previous branding

and positioning, what were the major concerns?
Shaev: In terms of branding, our goal was to create a

logo and a system that reflects the athleticism of our
players. We also wanted a logo silhouette that repre-
sented the diversity of the athletes in the league. In the
past, many of the league logos, including event logos
and sponsor platform logos, had different looks. We
wanted to unify our visual communication in order to
amplify the WNBA message. We were also looking to
become more contemporary, and to communicate our
unique position as the longest-running women’s pro-
fessional sports league in North America.
Prior to the re-branding, our positioning was not far

off. We had been communicating the league as the
most competitive destination for the best female ath-
letes in the world, skilled players who are multi-faceted
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icons and role models. We just wanted to express it in
a more evocative and attention-grabbing way so that it
would resonate more strongly.
Q: Can you briefly discuss the process that you and

your marketing team went through in affecting this
re-branding initiative?
Shaev: Re-branding a sports league involves much

more than a brand marketing department. The brand
extends itself throughout numerous areas and assets,
and everything needs to be taken into consideration.
We worked with our merchandising group on uniforms
and fan gear; with our digital development group, for
the website; with our broadcast group, to ensure that
the new marks would work on-camera in-arena; with
our broadcast partners, for graphics, and so on.
With the new system of marks, we also provided ways

that the teams could use the new branding, including
ways to incorporate it into their own team colors.
We’ve worked closely with the teams who’ve decided to
use the new look in their marketing materials.
Q: You mentioned that one of the steps in your

research was competitive analysis. Can you elaborate
on this?
Shaev: We did a thorough visual analysis of domestic

and international sports; pro, amateur, and school
sports; and male and female leagues and teams. We
also visited the Basketball Hall of Fame. The analysis
was conducted both to gain inspiration and to become
thoroughly familiar with the visual language of sports.

Q: Can you briefly discuss the design drivers that went
into the creation of the new portfolio of WNBA logos?
Shaev: Based on our consumer research and insights,

we eventually settled upon five design drivers that
informed our new logo initiative. The first was
“DYNAMIC”: We wanted the work to show action,
movement, and energy. The second was “AMPLIFY-
ING”: Our brand can speak louder with a unified sys-
tem. We also wanted to make sure we were elevating
our players, teams, and partners with this system. The
third was “STRONG”: This is all about confidence and
athleticism. The fourth design driver was “TRAIL-
BLAZING”: The WNBA is a pioneering sports league
that continues to blaze trails. We wanted to capture
that. And the final driver, of course, “BASKETBALL”:
This is what we do and who we are at our core.
Everything was driven by basketball.
Q: What were the biggest challenges you and your

team encountered, or are now encountering, in
launching the re-brand campaign?
Shaev: Sports leagues have numerous assets and areas

for creative placement, from marketing materials to
web to in-arena. The most challenging part of this proj-
ect has been accounting for all of the placements and
updating all of the many deliverables. Also, there are
always items popping up that provoke us to think
about exceptions to the Style Guide. We’ve all learned
that this will be a bit of a work in progress for the first
year as we create and show everything for the first time.




