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Sport communication/media is one of the fastest growing disciplines in sport academia (Wenner, 2015; Wordsman, 
2014). Three international, refereed journals focus on sport media, all launching since 2007.  
 
No U.S. university offered any type of program in sport communication/media before the 21st Century. 
 
But now 24 of the 65 American universities classified as “Power-Five” members of the NCAA Football Bowl 
Subdivision (FBS) offered some type of undergraduate academic program in sport(s) communication during the 
2016-17 academic year. 
 
This list now includes 20 total universities from the Southeastern (SEC), Big Ten, and Big 12 conferences. The 
growth of sport communication as a stand-alone academic discipline extends globally. Multiple such programs have 
been launched internationally in the last decade, including at the University of the Arts London, University of 
Brighton, and University of Sunderland in the United Kingdom, and Australia’s La Trobe University and the 
University of Queensland.  
 
These programs vary by name, with most titled sport communication, media, or journalism. Some are housed within 
or aligned with programs in sport management, sport studies, communication studies, media studies, American 
studies, or business. 
 
However, the majority of those are housed in colleges or schools of communication/mass communication 
(Pedersen, Laucella, Kian, & Geurin, 2016; Pennsylvania State University, 2012). Many of these sport 
communication programs still list sport courses offered by other departments, with sport management and sport 
studies the most-often areas drawn from.  
 
Where does sport marketing fit within the growth of sport communication as a stand-alone academic discipline as 
these new programs begin developing curricula? 
 
Further, will related areas like sport promotions, sponsorship and public relations be taught in multiple programs 
and courses across campus, or are these sport communication programs cross-listing courses in sport marketing and 
related areas already offered in sport management programs, and/or colleges and schools of business? 
 
This case study examines curricula (both listed internal and external courses), available syllabi and uses interviews 
with some of the coordinators of the 24 sport communication/media academic programs to analyze the importance 
placed upon and the impact of sport marketing and related areas in the teachings and learning outcomes of these 
programs. 
 
Websites of all 65 institutions with Power-Five football programs (i.e., five major conferences and Notre Dame) 
were searched for sport communication or related academic programs. For the purposes of this exploratory 
research, a program was loosely defined as including major, track, cognate, emphasis, specialization, minor, 
certificate within a major, stand-alone certificate, etc. Schools offering sport communication coursework were not 
included unless they list some type of sport communication program. It was determined that 24 of the 65 Power 
Five schools offer some type of sport communication academic program. 
 
This research aims to provide a preliminary perspective on the current status of sport marketing content within 
sport communication programs in academia and from what departments those courses are being taught. 
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A futuristic perspective will be used to analyze results to examine how growth of sport communication academic 
programs will impact sport marketing in academia. 
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