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Many sport organizations have used social media to interact with fans and stakeholders (Hambrick & Kang, 2014); 
thus, social media marketing has significance to academia and in the applied field of sport industry. Many sport 
organizations have used social media to improve their brand quality (Jason, 2013) since it is important to create a 
strong relationship between the sport organizations and their fans (Fisher & Wakefield, 1998; Sanderson & Kassing, 
2011).  
 
A mounting number of professional sport teams and organizations in the United States has utilized social media as a 
marketing tool and is hoping to evaluate the effect of social media toward their brands’ reputations (Karami & 
Naghibi, 2014). The National Basketball Association (NBA) has positioned itself as the top sports league in social 
media in terms of respective followers, likes, and views. According to Wang and Zhou (2015), the NBA has built a 
strong relationship by sharing information with fans. Doran, Cooper, and Mihalik (2015) explained that social media 
is a useful way to improve branding efforts and maximize financial resources. Thus, sport marketers should 
understand what factors are important for fans (Lovejoy & Saxton, 2012). A comprehensive understanding of social 
media efforts will eventually help sport organizations to utilize social media more effectively for improving their 
brand management. 
 
Most existing studies have focused primarily on the relationship between social media and brand equity, which is 
related to understanding customer needs and satisfaction to increase the values of brand assets (Ghodeswar, 2008; 
Keller, 2003). However, there is a lack of research on brand personality, which is the concept to create a set of 
attractive associations in consumers’ perceptions (Keller, 1993). Therefore, it is important to comprehend how 
consumers’ perceptions toward brand personality contributes to the future success of the brand (Walsh, Clavio, 
Lovell & Blaszka, 2013). It is essential to understand how large organizations actively use social media, such as the 
NBA, to represent and increase its brand personality due to the potential impact of brand personality on consumers’ 
purchase intentions. In addition, having a better understanding of the NBA’s social media is beneficial for sport 
marketers and other sport organizations to communicate with their fans effectively. However, no studies to date 
have extended the literature on the relationships between social media and the brand personality of sport 
organizations.  
 
The findings of this study will contribute to the body of knowledge on social media and brand personality and 
provide practical implications to the real world of sport industry in terms of social media use and marketing in sport 
industry. Regarding the lack of research on the relationship between social media and brand personality and its 
significance, this study aims to examine the relationship between social media and brand personality. Two research 
questions are 1) What brand personality characteristics does the NBA attempt to portray on Facebook? 2) Are there 
differences in the brand personality between the NBA Facebook page followers and non-followers? 
 
A survey will be conducted with individuals who are NBA fans in the United States. Data will be collected at one 
point in time with online survey. The researcher will submit Institutional Review Board (IRB) applications to collect 
the data. After receiving approval from the IRB, questionnaires data will be collected by contacting potential 
participants via email with a link to the survey. The survey will ask participants questions regarding the brand 
personality items of the NBA, if participants were followers of the NBA Facebook page, their usage patterns, and 
demographic questions such as gender and age. The participants will be asked to answer multiple choice and short 
questions. Once the survey is complete, the participants will be directed to a page thanking them for their time. 
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