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The sport industry has seen significant growth over the last three decades; however, sport organizations have 
struggled to keep up with fast-paced trends in the rapidly changing business field. Most sport organizations produce 
similar products and services (Berry, 2000), even though consumers have different needs and desires. Therefore, 
understanding diverse customer wants, and consumer behaviors, became a key factor for sport organizations to 
successfully develop effective marketing strategies and ultimately increase the organizations’ profits by meeting 
customers’ satisfaction (Blattberg & Deighton, 1996).  
 
Many sport organizations have been interested in brand management since the early 2000's. Among the various 
concepts of brand management, brand equity is important for sport marketers because, per Aaker (1991), brand 
equity is “a set of brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract from the 
value provided by a product or service to a firm and/or to that firm’s customers” (p. 15). Many sport organizations 
and sport product brands have tried to enhance their brand equity because they know it is essential to all 
organizations’ long-term success and can build strong and lucrative relationships with customers (Bauer, Stokburger-
Sauer, & Exler, 2008; Peppers & Rogers, 2004). Thus, researchers have explored how to increase their brand equity 
in the field of sport management (Gladden, Milne, & Sutton, 1998; Ross, 2006; Ross, Russell, & Bang, 2008). Sport 
organizations can improve their brand quality through social media (Williams & Chinn, 2010) by providing 
opportunities for interaction with their fans (Fisher & Wakefield, 1998). According to Pronschinske et al. (2012), 
sport organizations are able to increase fan engagement by using Facebook, and they suggested that professional 
sport teams need to post information and pictures in order to encourage fans to engage with their team. 
 
Among professional sport leagues in the U.S., the National Basketball Association (NBA) has been most active in 
utilizing social media, which is known as relationship marketing. For example, the NBA has positioned itself as the 
top sport league in social media in terms of respective followers, likes, and views (Wang & Zhou, 2015) on 
Facebook. This shows that more NBA fans, compared to other professional sport leagues, are apt to utilize the 
Facebook page to obtain information, follow the news, and communicate with each other. Therefore, sport 
marketers should understand what factors are important to engage NBA fans and teams in the use of social media 
and examine the fans’ behaviors to enhance the brands and teams of the NBA. Since most previous studies in the 
sport management field have been done separately in the areas of brand equity and social media, there is a lack of 
research on the relationship between brand equity and the social media effect. It became essential for practitioners in 
the sport industry to grasp a comprehensive understanding of the social media effect for brand management. 
Further investigations on the potential relationship between social media use and brand equity will greatly advance 
the body of knowledge in sport management. 
 
For this research, the following questions will be addressed: 1) Are there differences in the brand equity factors such 
as perceived quality, brand association, brand awareness, and brand loyalty between the NBA Facebook page 
followers and non-followers? 2) Does the NBA’s social media effort have a significant influence on brand equity for 
the NBA Facebook page followers? 
 
Data were collected from respondents who are fans of the NBA via Amazon M-Turk. The 15-minute online survey 
was created using Qualtrics and included questions about demographic information, experiences with the NBA, 
brand equity of the NBA, and the usage patterns of social media if participants are followers of the NBA Facebook 
page. The survey items were modified from the previous research (Godey et al., 2016; Kim & Ko, 2012; Tong & 
Hawley, 2009). The data is currently being analyzed and analysis will be completed by end of April 2018. Results will 
be discussed in the presentation. 
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