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In the sport landscape, the notion of effectiveness is easy to understand. Considering that the goal of most 
sport organizations, specifically those in the team sport arena (i.e., professional sports teams and college athletics 
departments), is to win a championship, success of that specific team is one marker of effectiveness. However, 
team-based sports are only one part of the sport industry (Pedersen & Thibault, 2014). Thus, it is important to gauge 
the effectiveness of sport organizations outside of championships and winning percentage. From a management 
perspective, there are several areas in which sport organizational effectiveness can be measured, including goals, 
system resources, and processes (Chelladurai, 1987; Nowy, Wicker, Feiler, & Breuer, 2015). Another area in which 
an organization can be effective is in the management of its human resources. According to scholars (e.g., Kim, 
Magnusen, Andrew, & Stoll, 2011; Martinez, Miller, & Koo, 2016), the people of the organization can be argued as 
one of the most critical aspects of that organization. Thus, how organizations manage their employees becomes a 
strategic point of emphasis in organizational effectiveness (Doherty, 1998). 

 
Within the realm of sport marketing research, there has been ample study in what makes a sport 

organization’s marketing efforts successful. Regardless whether an organization primarily sells goods or services, 
most organizations desire the same outcome – consumption of their product. While intercollegiate athletics includes 
both aspects of the sport product, it is the experience of attending a sporting event that generally drives the 
consumption. Thus, experiential components of brand equity are prevalent in this line of research (Aaker, 1991; 
Keller, 1993; Gladden, Milne & Sutton, 1998). The two preeminent models of brand equity developed by Aaker 
(1991) and Keller (1993) both favor aspects that focus on the service component. Within his model, Aaker (1991) 
alludes to the fact that both brand associations and brand loyalty can be influenced by the customer experience. 
Gladden et al. (1998) build on this idea with their customer-based model of brand equity in college athletics. Keller 
(1993) includes brand image as a major facet of brand equity, of which experiences with the brand play an integral 
part. Therefore, it stands to reason that the customer experience is an important piece of the brand equity puzzle. 
Thus, the delivery of the brand promise becomes an important foundational element of a successful brand equity 
model. Much like in other service industry fields, the employees can influence a brand success through high service 
quality.  

 
 Parasuraman, Zeithaml, and Berry (1985) suggest that “the quality a consumer perceives in a service is a 
function of the magnitude and direction of the gap between expected service and perceived service,” (p. 46). 
Essentially, high service quality is the result of the brand delivering its organizational expectations and that matching 
what the consumer actually experiences. Joachimstahler and Aaker (1997) suggest that the organizational perspective 
of the brand also represents the organization’s brand identity. In order for this identity to be delivered effectively, 
the authors state that there should be “understanding and buy-in through the organization,” (p. 40). Thus, the 
internal public of an organization (its employees) become an important part to delivering on the brand that the 
customer ultimately experiences. This phenomenon has led to the concept of internal marketing or employee 
marketing, which is relatively under-researched in some fields of scholarly literature.  
 

Therefore, the purpose of this review is to examine employer branding strategy, to include the influence of 
internal marketing, from a macro-level perspective in sport organizations. Following guidelines on conducting 
integrated literature review discussed by Torraco (2005), articles pertaining to the related constructs of employer 
branding and internal marketing within sport were identified. This process included identifying literature through 
available web-based scholarly resources such as Google Scholar, Business Source Complete, and SPORTDiscus, 
which is a comprehensive search database focusing on academic literature in the sport management setting. Initial 
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key words for the search process included major concepts such as employer branding and internal marketing, as well 
as related concepts such as organizational attractiveness, organizational identification within sport. 

 
Considering that intercollegiate athletics were the focus of research in previous works (Judson, Gorchels, & 

Aurand, 2006; Martinez et al., 2011), it is fruitful to evaluate internal branding and marketing from the perspective of 
administrators and other populations outside of intercollegiate sport. Building on these foundational tenets of 
internal marketing and the impact that brand equity has on an organization, it becomes imperative that successful 
brand management practices are implemented. Implementing employee branding practices advances the idea that 
employees intentionally consider the brand on a consistent basis as well as strongly reflect on their decisions affect 
the brand (Harquail, 2006). In persuading employees to link the brand and its attributes as closely as possible, the 
organization should advocate that the brand is evident from publications and uniforms to fundamental 
organizational values and attributes (Harquail, 2006). Thus, the primary goal of employee branding is to integrate 
employees with the work environment in which each employee decision and behavior endorses the specific aspects 
of the brand. M’zungu, Merrilees, & Miller (2010) suggest that within this process of brand management, an integral 
component is the internal communication of the brand to the employees. 
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