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The purpose of this presentation will be to examine a case study where a collegiate sports organization chose to 
implement an emerging technology, and how the organization communicated information about the emerging 
technology to its stakeholders.  This is valuable to the SMA Membership as it provides a framework for a discussion 
of innovation and communication in college athletics.  
 
Extent Literature 
 
There is a paucity of empirical and case study examinations of the use of cryptocurrency in sport, particularly in 
college athletics. Rolfe and Dittmore (2015) present a case related to Bitcoin used as a currency for ticket sales. 
Other literature reviews the future of blockchain and cryptocurrency in sport betting and fantasy sports (Gainsbury 
& Blaszczynski, 2017; Mills & Nower, 2019; Urbaczewski & Elmore; 2018) Therefore, there is a gap between the use 
of cryptocurrency and its examination in the marketing literature. 
 
The Case 
 
The case begins with a restructuring of the External Affairs group of mid-major NCAA Division 1 athletic 
institution. This institution is a 4-year regionally comprehensive university and is located in the regional Southwest 
of the United States.  An employee within the department, who is not affiliated with the External Affairs group, 
approaches Senior Associate Athletic Director (Sr. Associate AD) for External Affairs with an idea to integrate 
cryptocurrency into the organization, because she believes that digital currencies are an emerging trend and can 
benefit the department in many ways. 
 
The Sr. Associate AD believes that the best way to integrate cryptocurrency would be through their unit. The 
External Affairs group is comprised of five independent but complementary operational sub-units, including 
Athletic Media Relations, Athletic Development, Athletic Marketing, the ticket office, video productions, and is 
closely affiliated with a sixth unit (the Sports Properties area, which is managed by a third party agency).  Each unit 
has its own unique staff and culture, physical location, knowledge base, and stakeholder groups.   
 
Suggestions for integrating cryptocurrency into the External Affairs area of the organization include ideas such as 
creating a loyalty program application (app), integrating the cryptocurrency into ticketing, integrating cryptocurrency 
into a possible esports offering through the athletic department, and corporate partnerships that piggyback on 
cryptocurrency exchanges.  Each option impacts the department and stakeholders differently, and would require 
unique communication channels to encourage usage and buy-in from the organization.  
 
 
 

The Institution 
The institution in this case is a 4-year regionally comprehensive university located in a town of approximately 13,000 
residents in a rural part of the southern United States. A discussion of how the rural location may impact technology 
adoption, such as cryptocurrency. 
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In addition, this instituion participates in Division 1 athletics, having 15 sports and $12.5 million budget. They are 
considered a “mid-major” school with limited to modern success in men’s basketball postseason play. The football 
program has been underperforming in recent years, competing in FCS level play.  
 
Conceptual Framework 
 
The application of framing theory when developing messages for the various stakeholder groups will be presented. 
Framing is how messages are presented, are done “in certain ways to generate a particular interpretation with the 
audience” (Sanderson, Snyder, Hull, & Gramlich, 2015, p.55). Sanderson et al. (2015) discuss framing in 
intercollegiate athletics, from the view point of social media. They suggest that do to advances in technology (e.g. 
social media and internet), organizations now have to be concerned not only with how they frame messages, but also 
how fans and other groups frame messages through these technologies. In addition, organizational communication 
and onboarding strategies for cryptocurrency integration will be discussed.  
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