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ABSTRACT 

Increasingly, universities across the country are adding college football to their athletics 

programs. The communications activities surrounding a football launch had never been 

examined relative to communications theory. The purpose of this case study was to investigate 

the football communications function of a university athletic program in its first years, and 

determine whether the theory of excellence in public relations (ET) or integrated marketing 

communication (IMC) theory was more reflected in the organizational structure, management, 

and goals of the program. The University of South Alabama (USA) was chosen as the subject of 

the case study, who added the sport in December 2007. To prepare, a review of ET and IMC 

theory and research that tested and analyzed those theories was conducted.  

 During the course of this study, six members of the University of South Alabama‟s staff 

responsible for football communications were interviewed in person and asked questions about 

their experience, skills, responsibilities, their department, strategy development, decision 

making, and other factors that relate to ET and IMC. Three hours of interviews were transcribed, 

coded, analyzed, and compared back to ET and IMC to see which theory was more reflected at 

USA. During the analysis, it was discovered that USA implements a management structure and 

organizational culture that would be in line with the principles of ET, but that the technical 

duties, goals and objectives of their messages are highly reflective of IMC.
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CHAPTER 1 

INTRODUCTION 

 Located in Mobile, Alabama, the University of South Alabama (USA) approved the 

addition of a football program to its athletic department in 2007 as part of a long-term 

development plan that began in 1999. However, sustaining a football program is a tremendous 

undertaking. The goal of any football team in the country goes beyond representing the school, 

its student body and providing an additional element to the student and alumni experience. 

Another important goal is to provide additional revenues to support the program, and in some 

cases, support other athletic programs. A football program generates revenues in a number of 

ways. The typical means of generating revenue are through ticket sales, merchandise sales, 

licensing fees to use images and icons that are property of the school, sponsorships, and 

endorsements, and in the case of many schools, getting contracts with larger programs to travel 

and participate as a visiting team. Revenues are additionally brought in from county and state 

funding, along with donations from alumni, student fees, local businesses or anyone else with an 

interest in supporting the program.   

Since the addition of football at USA, the organization of the athletic department has 

been slightly changed to handle the football program and all communication activities associated 

with it. The football team‟s communications activities are under the guidance and supervision of 

USA‟s office of public relations, a department that operates outside of the athletic department. 

The PR department has been closely involved in every activity relative to promoting the football
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program in its first years. The associate athletic director of media relations and the associate 

athletic director of marketing each answer to the director of public relations, and indirectly to the 

athletic director. The director of public relations and associate AD of marketing work closely 

together on various projects and campaigns to enhance the program‟s visibility and increase 

home attendance, while the associate AD of media relations is given free rein to do what he 

needs to with respect to handling the media‟s interview requests and generating publicity through 

the typical media channels of television, radio, newspaper and the internet (University of South 

Alabama, 2011a).  

The goal of this case study was to examine the communications function of a first-year 

football launch, the role of the marketing and PR departments involved, and how the 

organization of the departments within the program affected their efforts. Through examining 

these questions within the case study context, I anticipated being able to examine whether the 

Excellence Theory (ET) or Integrated Marketing Communication Theory (IMC) was reflected in 

South Alabama‟s football program communications, if the means of organization were 

intentionally constructed to empower PR as per the ideas of ET, or if USA‟s communications 

departments were coordinated and organized as a response to circumstances that existed within 

the school‟s hierarchy prior to the adoption of the program.  

There was a great deal of value in this research. After extensive searches of databases and 

libraries, it appeared that no academic studies had been conducted to analyze the 

communications operations of a collegiate football program during its launch. With the number 

of universities starting football programs nationally, this research could provide an additional 

perspective on how to efficiently and effectively manage marketing and PR activities in the 

context of launching a football program. In the realm of theory, this research examined ET in a 
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context that never had been studied, compared ET with IMC, and generated avenues for further 

research in communication theory. For the University of South Alabama, this study was 

simultaneously an audit of football communications in its first years and served as a benchmark 

study for future researchers to re-examine the program at a later date. 

The situation at South Alabama provided a unique case study research opportunity. The 

combined marketing and PR activities undertaken to promote the team in its inaugural season 

appeared to have worked. The program exceeded its own expectations in attendance by attracting 

126,000 people to watch the Jaguars play, averaging approximately 18,000 fans per game, which 

was over 1,500 fans more than the Sun Belt conference overall average of 16,463 fans (Hicks, 

2010; National Collegiate Athletic Association, 2010). Merchandise sales were up, local media 

coverage steadily increased throughout the season, and support for the overall Jaguar athletic 

programs were at an all-time high (“Our View,” 2010). The football program reportedly 

generated a $1.5 million budget surplus in addition to its other successes (Heddings, 2010). 

Based on these figures, it appeared that South Alabama‟s communications department did an 

effective job promoting the football program and generating exposure in its first season. It helped 

that the football team went undefeated, but university representatives believed it was ahead of 

schedule in terms of the program‟s development (“Our View,” 2010). USA offered a good 

opportunity for a case study to see if the principles of ET or IMC were being practiced, and how 

its departmental organization influenced its communications efforts. Specifically, the interest of 

this study was how communications departments could be organized and managed to 

accommodate a Division-I football launch.  

There are different viewpoints on public relations departmental organization and whether 

public relations or marketing communication should control communications and manage 
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stakeholder relationships. In the 1980s and „90s, the Theory of Excellence in Public Relations 

was developed, which asserted that public relations should be a distinct management function 

within an organization, and that the head of that department should have an executive title to be 

close to the decision makers. Public relations, under this presumption, would coordinate and 

manage all communications internally and externally (Grunig & Grunig, 1992).  

South Alabama‟s athletic communications appeared to achieve a high level of success in 

its first year relative to ticket sales, attendance, and coverage of the program. However, it was 

unclear which theory was reflected the most in USA‟s athletic communications. ET advocated 

for the empowerment of public relations to cover all communications activities, with some 

oversight over marketing, while IMC suggested that marketing should cover traditional 

marketing duties, such as sales and managing stakeholder relationships, and that public relations 

is only a support function to marketing (Shultz, Tannenbaum, & Lauterborn, 1993; Thorson & 

Moore, 1996).  

Both theoretical approaches suggested that integrated communications is the management 

of stakeholder relationships of an organization. Typically, stakeholders are any publics, 

consumer and non-consumer, which have any interest in the organization (Freeman, 1984). 

Relative to USA, internal publics included the school‟s administration, faculty, non-teaching 

staff, and students. Externally, USA‟s publics were residents of the central-Northern Gulf Coast 

and southern Alabama regions, college football fans, prospective students, prospective athletes 

who could play for the athletics programs, alumni of USA, or any other group that might have 

had an interest in USA.  
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Why USA Wanted Football 

The University of South Alabama hoped to stake a claim to the benefits and prestige that 

every school expects to achieve by adding football to the athletics program. USA was founded in 

1963 in Mobile, Alabama by the state legislature to replace satellite programs provided by the 

University of Alabama. USA was the first public university in the state where race was not a 

factor in admission. The University‟s mascot is the jaguar, and its colors are red, white, and blue. 

The University had 14,757 undergraduate and 2,824 graduate students enrolled entering the fall 

semester 2009, employed 5,500 people as faculty or staff of the university and its holdings, and 

spent $289 million annually in payroll, the largest payroll in the Mobile area. USA had a total 

operating budget of $677 million for the 2009-10 fiscal year (“Quick Facts,” 2010).  

USA offered a variety of undergraduate degrees in arts and sciences, business, allied 

health professions, education, engineering, medicine, nursing, computer sciences, and continuing 

education and special programs. Most of these colleges within USA offered master‟s degrees in 

addition to their undergraduate course offerings. USA also offered doctoral degrees in nine 

different concentrations. It was a fully accredited, four-year institution that had been growing in 

enrollment and growing with capital improvements as seven new campus buildings had either 

been built or were under construction between 2007 and 2009. In spite of the accolades, 

achievements, academic offerings, and growth, USA wanted to add a new dimension to the 

student and alumni experience (“Quick Facts,” 2010).   

Football had been shown to have a significant impact on increasing rates of enrollment, 

graduation, and overall satisfaction with a university.  Lindsey Wilson College, a National 

Association of Intercollegiate Athletics program that recently added football, credited the 

addition of its football program for stimulating enrollment, motivating capital improvements and 
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improving academic programs (Gardiner, 2010). Football has been shown to contribute to 

increasing revenue from tuition and generating more alumni who may give back to the school 

through donations (Tucker, 2004). The biggest risk in adding football is the threat of the program 

dwindling, becoming unprofitable, and having to be terminated. Hofstra University, home of the 

Flying Dutchmen, abruptly terminated its program in December 2009 (Kuriloff, 2009). An 

additional 12 other schools had discontinued football programs between 2005 and 2010 

(Gardiner, 2010).  

Financially, football can carry some risk. As of 2009, only 14 of 120 athletics programs 

with FBS football teams recorded profits from their athletics programs. Of those 120 schools, 68 

earned profits on football, while the other 52 programs lost an average of $2.7 million.  On the 

other hand, 97 “major programs” without football recorded no profits from athletics (Associated 

Press, 2010). College football appeared to be a significant revenue generator and was the most 

valuable asset in many athletics programs.    

In recognition of financial risk, USA‟s football program was designed to minimize the 

financial burden of the program to the University.  Football was expected to operate on a budget 

of approximately $5-6 million, two-thirds of which would be paid for by student fees.  The 

remainder was to be paid through ticket sales, donations, merchandise sales and other means of 

generating revenue.  The $5-6 million budget for football was added to the already existing 

athletic budget for all other sports, which was reportedly $6.9 million prior to the addition of 

football (University of South Alabama, 2007a). It was unclear whether the addition of football 

had made the athletics programs as a whole more profitable, but with the means by which 

football was financed, it should not have caused the athletics program to be less profitable, and 

should have lowered the financial risk of adding the sport. 
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With the amount of capital improvements made to USA and its development plan, it was 

possible that football could have provided an additional boost to the school‟s enrollment, which 

would have increased the amount of tuition revenue, potential alumni, and donations to the 

program. Dr. Joel Erdmann, South Alabama‟s athletics director, echoed this notion when he told 

a reporter, “Beyond adding a component of campus and alumni spirit that many thought was 

missing, the addition of football was really seen as a signature of growth of our institution” 

(Gardiner, 2010).    

 

History of Jaguar Athletics and Addition of Football 

USA began participating in intercollegiate athletics in 1965 when the school sponsored a 

baseball team. The athletics program grew by adding men‟s basketball, golf, tennis, cross 

country, and track and field. Women‟s sports were added to accommodate female athletes and to 

satisfy Title IX requirements. Women‟s sports at USA consist of basketball, golf, soccer, cross 

country, softball, tennis, track and field, and volleyball. The University of South Alabama went 

on to become a founding member of Division I‟s Sun Belt Conference in 1976, along with five 

other schools. Today, there are 12 member institutions of the Sun Belt Conference.  USA is the 

only remaining founding member and the most recent to add football to its sports programs (Carr 

Sports Associates, 2000; “Sun Belt History,” 2010).  

 USA has enjoyed success at different times in different sports. The men‟s basketball team 

is typically among the top programs in the Sun Belt, and has been invited to the NCAA Men‟s 

basketball tournament eight times, invited to the National Invitational Tournament (NIT) four 

times, and won the Sun Belt conference regular season title nine times and the conference 

tournament five times (“2011-12 South Alabama,” 2011). However, the sport in which the 
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Jaguars maintain the highest level of competition while producing elite professional talent is the 

baseball program. In the team‟s 46-year history, it has participated in NCAA Regionals 24 times, 

won the conference regular season title 13 times, and the conference tournament 11 times. The 

baseball team has produced Major League talent, including Juan Gonzalez (three-time All-Star, 

1998 American League MVP), Jon Lieber (2001 All-Star and Cy Young Award finalist), Marlon 

Anderson, David Freese, Adam Lind, and Juan Pierre (“South Alabama Jaguars 2011 Baseball 

Media Guide,” 2011; USA, 2007a).  

 In 1999 the idea of adding a football program was seriously considered. In 1998, 

President Gordon Moulton took over, and an ambitious development program was undertaken. 

Through 1999 and 2000, USA contracted the Carr Sports Associates consulting firm to assess the 

school‟s profile and evaluate the viability of football. In addition to this, the USA Faculty Senate 

formed an ad-hoc committee to investigate how football would impact the school. Carr Sports 

Associates concluded that football was within the character of the University, and with some 

changes to the administrative functions of athletics, could be a sustainable program (Carr Sports 

Associates, 2000). However, the ad hoc committee concluded that football would be an 

unsustainable program and detrimental to the school. The USA Faculty Senate cited competition 

from other in-state programs and nearby professional sports teams as reasons people within the 

local Gulf Coast market would not support the program (Brown, 2001). The USA Board of 

Trustees voted against adding football. 

 In the wake of USA‟s investigation of adding football, many students took an interest in 

the prospect of football. At the time of the Board of Trustees‟ vote on football in 2002, students 

began a club football team. The club team was only moderately successful, but sparked interest 

among students and the administration. Club football showed that there was genuine interest on 
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campus for a football team. The club team was disbanded following the 2007 season in light of 

the formation of an NCAA football program (USA, 2007a). 

 Meanwhile, in the period between 2002 and 2007, the University achieved several 

milestones that made adding football appear more sustainable. Student enrollment increased at 

nearly double the rate of other in-state schools. In 2007 alone, enrollment increased by five 

percent to reach 14,003 students. Based on total number of degrees awarded, the alumni base 

grew to more than 60,000, the amount of alumni contributions to the school had increased, and a 

record number of six alumni were serving on the USA Board of Trustees. USA‟s budget eclipsed 

$786 million and was generating $4.00 for every dollar the state appropriated to it.  USA also 

hired its first vice president of development, completed construction on more than $370 million 

in capital improvements to the campus, and launched a formal fundraising campaign (University 

of South Alabama, 2007b).  

 Aside from USA‟s achievements, a perfect storm of willingness took place among certain 

constituencies within the school in 2007. The Vanguard, the school‟s student newspaper which 

had vehemently opposed football for several years, and the Student Government Association 

decided to endorse the formation of a football program. The Faculty Senate, whose ad hoc report 

in 2002 contributed to football‟s denial by the Board of Trustees, voted to endorse the formation 

of a football team in 2007.  The support of the Faculty Senate and students was critical to earning 

the approval for adding football.  President Moulton requested that the Board of Trustees 

seriously reconsider adding football (USA, 2007a). To further demonstrate the desire for 

football, the SGA, Vanguard, and other student leaders presented a signed petition of more than 

2,000 names during halftime of the men‟s basketball game on November 10, 2007. The petition 

showed that students wanted football and were willing to take on increased student fees and 



   
 

9 
 

potential tuition increases to get an NCAA program. In addition to the students, the National 

Alumni Association voiced unanimous support and pledged $50,000 (USA, 2007a). 

USA successfully met eligibility requirements for participation in Division-I FBS 

competition. They achieved eligibility by securing a suitable stadium and satisfying Title IX 

requirements. USA reached an agreement with Mobile‟s Ladd-Peebles Stadium, home of the 

GoDaddy.com Bowl and Senior Bowl, which has a capacity of 40,646. To satisfy Title IX, USA 

chose to document the continued expansion of programs for women, increased scholarship 

opportunities in women‟s track and field and soccer, and added a softball team (USA, 2007a).  

All of the effort of students, faculty, and administration paid off on December 6, 2007. 

The USA Board of Trustees voted unanimously to approve the formation of an NCAA football 

program and a marching band program. A search committee was formed immediately to find a 

head coach for the football program, and the process of building a coaching staff was underway.  

On February 15, 2008, Joey Jones, former head coach of Birmingham-Southern College and 

Mountain Brook High School (Birmingham, Alabama), was announced as the first head coach of 

the Jaguars. Jones was a natural fit for the program because he is a native of Mobile, played his 

high school football at Murphy High School, was a standout wide receiver for the University of 

Alabama Crimson Tide, and had a four-year professional football career with the Birmingham 

Stallions of the United States Football League from 1983 to „85 and the Atlanta Falcons of the 

National Football League in1986. Jones carries name recognition in Mobile and the surrounding 

area, which could help the program earn local fans (“Joey Jones Named,” 2008).  

 In 2008 the Jaguars did not play any games while facilities to accommodate a football 

program were constructed. Additional coaches and support staff were hired and athletes were 

recruited. In 2009 the USA Jaguars played a limited schedule of seven home games against prep 



   
 

10 
 

schools, junior colleges and one Division III opponent. The Jaguars went undefeated, sold more 

season tickets than any school affiliated with the Sun Belt Conference, and had an average home 

attendance of approximately 18,006 people. According to NCAA statistics, the Sun Belt 

Conference as a whole averaged 16,463 people in home attendance, so the Jaguars exceeded the 

conference average by 8.6% (“2009 National College Football Attendance,” 2010). The Jaguars 

played their first full schedule in the 2010 season in which they went undefeated again, and will 

be fully certified as a NCAA Division I FBS team in 2013 as part of a five-year plan to integrate 

into the FBS.  USA will remain in the Sun Belt Conference (USA, 2007a).  

With USA profiled and the football program‟s history described, attention is turned to an 

academic review of how sports public relations are managed at USA.  Chapter Two reviews the 

development of ET and IMC, each theory‟s principles of communications, and their suggestions 

toward communications management. A breakdown of the communications personnel 

responsible for football is included to show the units of analysis. The chapter concludes with 

research questions and hypotheses for investigation. The case study method, interview protocols, 

and analytical method used to investigate and conduct this research are detailed in Chapter 

Three, followed by the presentation of research findings and conclusions in Chapter Four. 

Chapter Five summarizes and contextualizes the results, outlines the limitations of this research 

and suggests future research areas.  
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CHAPTER 2  

REVIEW OF LITERATURE 

 For the purpose of this study, literature from the areas of mass communication, 

communication studies, marketing and marketing communications was reviewed to present a 

historical overview of ET, its definition, its application in organizations and the dissent against 

ET‟s suggestions for departmental organization. First, ET‟s history and development since 1992 

are discussed, including its relationship with marketing communication.  Literature relative to 

Integrated Marketing Communication, its definition, and applications toward departmental 

organization are presented as a contrast to ET.  

 

Excellence in Public Relations 

 Public relations is defined by the developers of ET as “management of communication 

between an organization and its publics” (Hunt & Grunig, 1984, p.6). This definition of public 

relations was presented in 1984 and is the one used in ET. Because this study examined ET in 

practice, this definition of PR was used in this research. The roots of ET can be traced back to 

the late 1970s. In 1976, Grunig, Grunig, and Dozier published a series of studies that began to 

look at public relations as “a dependent variable to be explained rather than as an independent 

variable to be described” (2002, p.308). From this idea, Grunig and his colleagues categorized 

public relations into four models; press agentry/publicity, public information, two-way 

symmetrical, and two-way asymmetrical. In Managing Public Relations (1984), Grunig and
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Hunt proposed a contingency theory to explain when and why organizations practice each of the 

models, and that each model could be effective relative to the organization‟s structure and 

environment.  However, the contingency approach was dropped entirely as the concept 

developed further. Research had shown that organizations could practice each of the models 

under certain conditions and still be able to contribute to organizational effectiveness (Grunig & 

Grunig, 1992).  

 The theory itself is based upon a proposition set forth by Grunig, Grunig, and Ehling in 

Excellence in Public Relations and Communication Management (1992). The proposition, in its 

entirety, is as follows: 

Public relations contributes to organizational effectiveness when it helps reconcile the 

organization‟s goal with the expectations of its strategic constituencies. This contribution 

has monetary value to the organization. Public relations contribute to effectiveness by 

building quality, long term relationships with strategic constituencies. Public relations is 

most likely to contribute to effectiveness when the senior public relations manager is a 

member of the dominant coalition where he or she is able to shape the organization‟s 

goals and to help determine which external publics are most strategic (p. 86).  

 

In essence, ET suggests public relations should have a strategic management role. The senior 

public relations manager and their department would have a distinct management function within 

the organization.  

To test the hypotheses behind ET, Grunig, Grunig and Dozier, sponsored by the 

International Association of Business Communicators, researched 321 organizations in the 

United States, Canada and the United Kingdom. Their research focused on information gathered 

from CEOs, top communicators, and samplings of other employees within the organizations 

(Grunig & Grunig, 1992). The research team identified a set of characteristics that differentiated 

between “excellent” and “less than excellent” programs. The characteristics were broken down 

into three “spheres” as illustrated in Figure 2.1 (Dozier, Grunig, & Grunig, 1995, p. 10).  
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Figure 2.1. Graphical Representation of Three Spheres of Excellence 

 

Figure 2.1. A visual illustration of the three spheres of excellence, adapted from “The 

Three Spheres of Communication Excellence,” by D. Dozier, L. Grunig, and J.E. Grunig, 

1995, Manager’s Guide to Excellence in Public Relations and Communication 

Management, p.10. Copyright 1995 by The Lawrence Erlbaum Associates, Inc. 

 

 The first sphere is referred to as the “knowledge core” (Dozier et al., 1995, p. 10-11). The 

core of knowledge is the notion that the manager of the communications department has a high 

level of expertise in managing organizational responses to issues, setting goals and objectives, 

research, segmenting publics, and evaluating programs. Technical expertise, such as writing 

press releases, graphic design and other communicative tools, are extremely valuable to a 

communications department, and help to establish effective communications, but by themselves 

are insufficient as a means to establish an excellent communications department. Technical 

expertise, under the guidance of a manager to use communicative tools to solve problems and 

create opportunities, is the central sphere of the theory for which excellent communications are 

established (Dozier et al., 1995). The first sphere is illustrated in Figure 2.2. 
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Figure 2.2. The Three Knowledge Components in an Excellent Communications  

       Department 

 

Figure 2.2. A visual representation of the aspects of knowledge in an excellent 

 communications department, aadapted from “Communicator Knowledge Base,” by D. 

 Dozier, L. Grunig, and J.E. Grunig, 1995, Manager’s Guide to Excellence in Public 

 Relations and Communication Management, p.22. Copyright 1995 by the Lawrence 

 Erlbaum Associates, Inc. 

 

The second sphere of the ET is that of “shared expectations” (Dozier et al., 1995, p. 21-

22). This sphere refers to the idea that the communications department and the senior 

management of the organization share the same expectations of organizational communication. 

Even if the communication department wields the technical expertise to practice effective 

communication, the organization‟s senior manager must also have the same understanding of the 

role and function of communication. This level of the theory is broken down into three 

components as illustrated in Figure 2.3 
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 Figure 2.3. The Components of the Middle Sphere of Excellence in Communications 

 

 

Figure 2.3. The Visual representation of the middle sphere of excellence theory, adapted 

from “Shared Expectations About Communication,” by D. Dozier, L. Grunig, and J.E. 

Grunig, 1995, Manager’s Guide to Excellence in Public Relations and Communication 

Management, p.74. Copyright 1995 by the Lawrence Erlbaum Associates, Inc. 

 

First, there must be some departmental power within communications to influence 

members of the dominant coalition, the senior management, to have a role in strategic 

management of organizational goals and planning. Second is the “demand-delivery loop” 

(Dozier et al., 1995, p.102). The demand-delivery loop is the process by which senior 

management demands two-way communication practices to be exercised by their 

communications department to persuade and negotiate with publics, and the communications 

staff is able to deliver. In the case of an excellent department, the process is repeated with senior 

management making demands, and the communications staff delivering. Finally, the third 

component is the organizational role of the “top communicator” (p.89-90). In some 

organizations, the head of the communications department may hold a role as a policy maker 

within the organization, a management function, or in some cases has an ancillary role acting 

informally as an advisor to policy makers by providing data to assist in decision making (Dozier 

et al., 1995).  
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Figure 2.4. The Two Components of the Second Sphere of Excellence 

 

Figure 2.4. A visual representation of the second sphere of excellence to illustrate the 

factors that comprise both components, adapted from “The Character of Organizations,” 

by D. Dozier, L. Grunig, and J.E. Grunig, 1995, Manager’s Guide to Excellence in Public 

Relations and Communication Management, p.132. Copyright 1995 by the Lawrence 

Erlbaum Associates, Inc. 

 

The third and final sphere of ET is the culture of the organization. This sphere is broken 

down into two components as illustrated in Figure 2.4. The first consideration is authoritarian or 

participative culture. An authoritarian culture is one in which decision making is centralized to 

senior management and various departments are seen as having competing agendas instead of a 

common mission. Conversely, a participative culture exercises decentralized decision making, 

empowers a wide range of employees in decision making, and various departments all have a 

shared mission. The second component to organizational culture is how a department treats 

women and minorities. The idea behind empowerment of minority employees is that 

communication departments are increasingly dominated by females.  Having employees from 

diverse cultures helps to establish long-term relationships and better understand issues from the 

viewpoints of the publics they work with (Dozier et al., 1995).  

It is worth noting that excellence is an ideal and cannot be fully achieved in any 

circumstance. It is a theory based on empirical research to establish a theoretical framework to 
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identify success factors and public relations best practices (Grunig et al., 2002). However, ET 

does address the concept of integrated communications and relationships between public 

relations and other communications departments. ET contends that public relations should be a 

separate management function unto itself by having access to decision makers in the dominant 

coalition and not subservient or adversarial to other departments. Dozier and Grunig (1992) 

summarized how a public relations department should be optimally organized:  

To summarize, open-systems theory suggests that the public relations unit should be 

unified within a single department rather than fragmented and distributed as a technical 

support function among several organizational units. Further, the public relations unit 

should be placed high in the organizational hierarchy. That is because public relations, as 

a part of the adaptive subsystem, must exchange information with the managerial 

subsystem, must participate in strategic decision making that affects the organization‟s 

relations with internal and external publics. Regarding horizontal structure, the unit 

should be flexible and decentralized. As a boundary-spanning function within 

organizations, the public relations unit should change its structure and processes in 

response to environmental pressures (pp. 410-411).  

 

 Up to this point, ET had advocated the horizontal alignment of various departments and 

the management function while espousing a participative culture with decentralized decision 

making. However, the public relations unit should be placed higher in the hierarchy of the 

organization. The researchers behind ET elaborated on this point further in Excellent Public 

Relations and Effective Organizations (Grunig et al., 2002). Specifically, it is recommended that 

public relations should be managed by a senior executive with a public relations title, or a senior 

vice president. Furthermore, public relations should not be subordinate to any other department. 

A horizontal structure of communications departments, with public relations being more 

important, would allow for people to be easily reassigned to other projects in various 

departments.  ET, therefore, suggests that public relations ought to be empowered over other 

divisions in order to best serve the goals and objectives of the organization.    
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 As mentioned, 321 organizations were initially surveyed to test ET principles.  In 1994, 

Dozier et al. (1995), followed up with 24 of the organizations to take a closer look at various 

communication practices and identify the most common characteristics of organizations scoring 

highly in the initial surveys.  Figure 2.5 summarizes the characteristics found to be most 

common in excellent organizations.  

Figure 2.5. The Communications Excellence Factors 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

Excellence Factors Source 

 
Knowledge Base of Communication Department 
     Knowledge to play communication manager role 
     Knowledge to use the two-way symmetrical model 
     Knowledge to use the two-way asymmetrical model 
 
Shared Expectations About Comm. With Senior Management 
     Value dominant coalition (senior mgt.) places on communication 
     Support dominant coalition gives to communications 
     Contributions of communication department to strategic planning 
     Top communicator reports playing communication management role 
     Top communicator reports playing senior advisor role 
     Perceived demand for two-way asymmetrical practices 
     Perceived demand for two-way symmetrical practices 
     Support dominant coalition gives to communication 
     Value dominant coalition places on communication 
     Importance of knowledge – communication with external groups 
     Demand for two-way asymmetrical practices from dominant coalition 
     Demand for two-way symmetrical practices from dominant coalition 
     Demand for communication manager role from dominant coalition 
     Demand for senior advisor role from dominant coalition 
     Contributions of communication department to strategic planning 
 
 
Organizational Culture 
     Support for female employees in the organization 
     Participative organizational culture  

 
 
TC 
TC 
TC 
 
 
TC 
TC 
TC 
TC 
TC 
TC 
TC 
CEO 
CEO 
CEO 
CEO 
CEO 
CEO 
CEO 
CEO 
 
 
 
TC 
EMP 
 

  

*Legend: TC = Top Communicator questionnaire  
                  CEO = CEO (or other dominant coalition member) questionnaire 
                 EMP = Employee questionnaire  
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Figure 2.5. A listing of each of the factors of excellence established by the theory of 

 excellence, adapted from “What is Communication Excellence,” by D. Dozier, L. Grunig, 

 and J.E. Grunig, 1995, Manager’s Guide to Excellence in Public Relations and 

 Communication Management, p.7. Copyright 1995 by The Lawrence Erlbaum 

 Associates, Inc. 

 

All of the factors of excellence coincide with the three spheres. Each factor was derived 

from the results of interviews and questionnaires given to the top communicators, senior 

management and other lower-level employees in the 24 companies chosen for follow-up case 

studies (Dozier et al., 1995). The questionnaires were tailored relative to who they were being 

given to in the company. One set of questionnaires was for the “Head of Public Relations” to 

cover the senior leaders of the PR departments being investigated. “Employees” were given a 

different questionnaire to examine anyone subordinate to the head of PR. In addition to the PR 

department, there was a questionnaire for “CEO or other member of dominant coalition” to 

examine whomever the PR department answered to and was in charge of company management 

(Grunig et al., 2002, pp. 563-587).  

Dozier et al. (1995), elaborated on some of the specific case studies as examples of how 

excellence is shown in different kinds of organizations. Among the examples was a nonprofit 

blood bank where the top communicator was given free rein to develop and implement a 

campaign to increase blood donations in the wake of fear caused by the AIDS virus. Another 

example was from a director of corporate communications with a chemical company, explaining 

how everything done strategically within a company has to do with relations with the outside 

world, and continued by illustrating how practicing two-way communications allows publics to 

be more open to their company. Another example was a not-for-profit organization that utilized a 

very participative culture where “no one is left out” of the decision making process to 

accomplish their communication goals (p.2). Each of the examples cited in Manager’s Guide and 
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many of the companies they chose for the follow-up case studies represent different aspects of 

communication management. Most importantly, the Grunigs and their colleagues demonstrate 

that there is no singular, perfect way to practice excellent communications and it can be achieved 

in many ways (Dozier et al., 1995). 

ET has been applied by other researchers in many ways in the past decade, including 

ways to evaluate the reliability of ET characteristics and predictors. Relevant to this study was 

research that tested predictors of ET to see if certain factors were indicative of excellent PR. 

Evatt and Lee (2005) conducted their own study of 249 companies in 14 countries and simplified 

the means of measuring excellence and comparing excellence factors against variables that could 

be seen to predict excellence. Their findings were consistent with some elements of the earlier 

ET studies, but found some weaknesses in others. In particular, Evatt and Lee found that the size 

of an organization and the absolute number of communicators is not predictive of excellence; 

however, the ratio of communicators to the size of the organization is highly predictive. They 

also found evidence that the gender and ethnic makeup of an organization or its communications 

department is not predictive of excellence. According to Evatt and Lee, gender and ethnicity 

make no difference in the ability to perform a communications job and that discriminatory hiring 

practices are rooted in baseless stereotypes. However, they did find that the education level of a 

top communicator is highly predictive of excellence (Evatt & Lee, 2005).  

There is an emerging literature on ET that questions its role in the future direction of PR 

scholarship. ET has been acknowledged as an attempt to be the unifying theory of public 

relations. It was developed to counteract the dominant theories revolving around attitude and 

persuasion to manipulate publics (Greenwood, 2010). Greenwood suggested that ET was 

originally based around the expansion of symmetrical communication, and the researchers went 
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on to develop sets of attitudes about how PR should function, and how it should be measured (p. 

460). According to Greenwood, ET and symmetrical communications are the dominant 

paradigms in public relations, but scarcely addressed weaknesses in the theory to explain why it 

might evolve other than suggesting that historically, PR theory has always been open to 

borrowing from other disciplines to move forward (p. 461-463). 

An earlier review of ET and the direction of the theory by Gower (2006) addressed some 

of the weaknesses of ET in an exhaustive review of literature illustrating the development of the 

theory and the direction it should take. With respect to the differentiation between managers and 

technicians, Gower provides evidence that oftentimes managers undertake the work that would 

be associated with their technicians. The purpose in pointing that out was to suggest that the 

roles of managers and technicians could be established in theory, but not in practice (Gower, 

2006). Another weakness of ET that Gower addressed is the lack of a strong justification for PR. 

The model of communications espoused by ET only offers a method of how PR ought to be 

practiced, but very little on why organizations actually engage in public relations. Gower went 

on to suggest that to whom communications personnel report is important, because the person 

who defines the role of the department, in effect, determines how PR will be practiced (p. 180-

181). Gower‟s research was helpful to this study because it presented useful questions that could 

be investigated at South Alabama. It was necessary to look deeper into the responsibilities held 

by football communications staff, and how demands made by decision makers affected how PR 

for the football program was practiced at USA.  
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Integrated Marketing Communication 

 Though it was supported by a tremendous amount of data gathered by the Grunigs and 

their colleagues, ET‟s ideas on departmental organization are not universally agreed upon. 

During approximately the same period that ET was developed and refined, other theorists have 

attempted to argue against the theory or propose other means of departmental organization. 

Theorists of Integrated Marketing Communication seem to provide the most dissent against the 

tenets of ET.   

 To date, there is no universally accepted definition of IMC. However, IMC has been 

described as “a new age of advertising: respectful, not patronizing; dialogue-seeking. It speaks to 

the highest point of common interest, not the lowest common denominator” (Shultz et al., 1993, 

p.13). In other words, marketing communications were entering an era of being more of an open 

dialogue between an organization and its potential customers, a shift toward two-way 

symmetrical communication as opposed to asymmetrical one-way communication as it had been 

in the past.  

 Through the 1990s, the concept and definition of IMC evolved. However, the definition 

provided by Thorson and Moore (1996), at face value, appears to be similar to ET‟s conceptual 

definition of public relations, but there is one important difference:  

For us, IMC is the strategic coordination of multiple communication voices. Its aim is to 

optimize the impact of persuasive communication on both consumer and nonconsumer 

(e.g., trade, professional) audiences by coordinating such elements of the marketing mix 

as advertising, public relations, promotions, direct marketing, and package design (p.1).  

 

The major factor that separates the conceptual definition of PR between ET and IMC is the 

reference to persuasive communication. David (2004) suggests that the difference between 

marketing and public relations is that PR involves citizenship and publics, while marketing is 

focused on business and consumer markets. Another way to describe David‟s suggestion is that 
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PR is chiefly concerned with managing public perception and relationships, while marketing 

seeks to persuade publics toward sales and increasing profits. This difference in goals is why 

there are separate theories on the role of PR and the organization of communications.  

The general definition of IMC was amended slightly to refer to “stakeholders” instead of 

“consumers and nonconsumers” to refer to anyone beyond the traditional consumer and trade 

audiences to include employees, stockholders, regulators, and anyone else who could have a 

direct or indirect impact on the organization (Duncan & Caywood, 1996, pp.18-19).  

 Some scholars actually dropped the word “marketing” from IMC to refer to the 

coordination of all communication as “integrated communication,” and at times the terms are 

used interchangeably (Thorson & Moore, 1996, pp. 2-6; Hallahan, 2007, p.310). However, the 

idea of integration usually suggests a total coordination of all communication for maximum 

impact on target groups (Kliatchko, 2008). In essence, based on the definition of public relations 

provided by ET and the general definition of IMC that is commonly used by marketing scholars, 

the two principles are defined very similarly. At their core, both definitions are concerned with 

managing communications between the organization and its publics. Even though each theory 

seems very similarly defined, two significant differences between them are the assertions each 

theory makes about how communications should be organized and the implicit goals of PR and 

IMC. Relative to public relations, IMC literature has a tendency to either ignore public relations 

or only give a passing reference to basic public relations ideas and functions. In the book 

Integrated Marketing Communications, Schultz et al. (1993) call for an integration of 

communications, but never make any mention of public relations activity or publicity.   

In the mid-1990s public relations became more of a consideration for IMC theorists, and 

along with it, more specific suggestions and theories on how communications ought to be 
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organized departmentally. Grondstedt (1996) argued that compartmentalizing responsibilities 

between IMC and public relations had created “communication technocrats” (p.287). Grondstedt 

continued his discussion by pointing out that publics and markets are not as insular and separate 

as believed by some practitioners, and argued that the tools of communications that marketing 

and public relations employ are more similar than different. Hallahan (1996) pointed out that 

there were gaps in research regarding the relationship between marketing and publicity. At the 

same time, other marketing theorists were arguing for less focus on function and production and 

more focus on meanings and relationships between marketing and other communication fields 

(Duncan & Moriarty, 1998).  

In recent years, ET and its advocates have generated some debate over the tenets of the 

theory and its ideas about organizational structure and the role of public relations. Hallahan 

(2007) conducted an extensive review of the research and findings behind ET, specifically the 

relationship that the Grunigs and their colleagues proposed should exist between marketing and 

public relations, and concluded: 

From this review, it is clear that integration is a key consideration in Excellence Theory. 

Yet, the key empirical evidence is fragmentary and hardly conclusive to support the 

argument favoring a single public relations department or the necessity to avoid 

sublimation by marketing (p. 308). 

 

Hallahan went on to say that ET fails to address concerns over sharing powers between divisions 

within an organization. He encouraged researchers studying ET to confront the challenges of 

better defining the concept of integrated communications, to reconciling differences and gaps in 

public relations and integrated communications theory, and to recognize potential alternative 

organizational structures (Hallahan, 2007).  
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USA‟s Public Relations Management Structure 

 The University of South Alabama‟s athletic management structure has a linear flow from 

the president of the university down to the athletic assistants and support staff. Relative to the PR 

function and media relations, the structure follows the same linear pattern, illustrated in Figure 

2.6.  

 Figure 2.6. South Alabama football communications 

 

Figure 2.6. The communication management structure of South Alabama athletics. 

Adapted from “South Alabama Athletics Organizational Structure – May 2011” by 

University of South Alabama, 2011. 

 

Every function of the University begins at the top with President Gordon Moulton. 

Directly subordinate to him is Director of Public Relations Keith Ayers. Ayers is the head of all 

public relations activities throughout the entire school, including athletics. Ayers‟ subordinate 

who oversees the football program‟s athletic media relations is Assistant Athletic Director Brian 

Fremund. Fremund directly supervises the athletic media relations department, which is staffed 

with one media relations assistant, three assistant directors and a secretary. However, Associate 

Athletic Director of Marketing Travis Toth is also directly subordinate to the director of public 
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relations. His title of associate ranks him slightly above the assistant AD of media relations, but 

they are shown as coworkers. The assistant AD of media relations and associate AD of 

marketing each answer directly to the director of PR, but neither department is subservient to the 

other. Athletic Director Joel Erdmann, Ph.D., is noted in the original document as having an 

indirect reporting link to the athletic media relations and marketing functions, whereas the 

director of public relations has a direct reporting link (USA, 2011a; USA, 2011b). Therefore, the 

USA Office of Public Relations has more oversight over football communications than the 

athletic director.  

 

Hypotheses 

Because many of the characteristics of ET and IMC were discovered through a review of 

literature and other documents relative to the football program, this study utilized more research 

questions to find information that would not be readily available from reviewing documents. In 

the exploration of these research questions, it was possible to determine if ET or IMC was 

reflected more within USA‟s football communications. 

Dozier et al. (1996), identified attributes that are said to be characteristic of excellent 

public relations departments. According to ET, the communications or public relations 

department serves as a distinct management function of the organization. The senior manager of 

the communications department is usually a member of the dominant coalition and influences the 

communication strategies used by the organization. The senior manager also possesses the 

knowledge to perform the role, and the ability to recognize when to use two-way symmetrical 

and asymmetrical methods of communication.  
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There are shared expectations between the CEO and top communicator about the role of 

the communications department and its value to the organization (Dozier et al., 1995, p. 21-22). 

Among the shared expectations, the communications department is acknowledged as having a 

role in strategic planning. The top communicator of the organization reports as playing the 

management role, along with being a senior advisor. The top communicator also perceives a 

demand to utilize two-way symmetrical and asymmetrical communication practices. The CEO‟s 

contribution to excellence is characterized by recognizing the value of communications, giving 

adequate support to the department, and understanding the importance of knowledge that is 

gained by reaching out to external groups. The CEO will demand a senior advisor and 

communication manager‟s role in the dominant coalition and will perceive a demand for utilizing 

symmetric and asymmetric communication practices.  

Regardless of the actual organization of the communications department, IMC has a 

different view on the role and goals of communications. IMC maintains that PR is a function of 

marketing, and serves to persuade publics to prefer and purchase the organization‟s products. 

IMC is more concerned with sales and profits of the organization, whereas ET aims to empower 

PR as a means of maintaining the long-term viability and perception of the organization.  

These characteristics suggested that the following hypotheses and research questions 

could be investigated in terms of how USA football‟s athletic media relations program was 

managed, and which theory was more greatly reflected in USA‟s football communications 

efforts.   

H1:  The senior communication officer has the knowledge to perform as senior manager.  

H2: The communications departments are fully supported by the administration and are 

given responsibilities relative to strategic planning.  
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RQ1: What is the overall goal behind communications for USA football?  

RQ2: Because there is a head of all PR, and a director of athletic media relations, there 

are potentially two top communicators relative to football and its launch. How can the presence 

of two top communicators impact communications management? 

RQ3: What activities and duties are the divisions of media relations and marketing 

responsible for? What is their role in the execution of USA‟s football communications activities?  

RQ4: A PR department reflective of ET would likely demonstrate value by showing the 

return on investment in effective relationship building, while a department reflective of IMC 

would demonstrate value with sales figures. How does USA football communications 

demonstrate value? Are they required by the USA administration to do this? 

RQ5: How does USA gather information on its publics? What sort of information do 

they seek? How is this information used in message development? 

RQ6: How exactly does the decision making process work at USA relative to the central 

office of PR and football communications? 

RQ7: What particular circumstances surrounding the addition of football influenced the 

way the communications department was arranged and how it affects football communications? 
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CHAPTER 3 

METHODS 

The design of this study was based on Yin‟s single case study with embedded units of 

analysis design (Yin, 2009). The case study method was chosen because I wanted to examine a 

recent event in which behaviors cannot be manipulated. This case study was more 

comprehensive than a simple history because there was direct observation of the football launch 

and interviews with key USA personnel.  

For the purpose of this study, “football communications” were defined as 

communications management and activities specific to the football athletic program. The subject 

of the study was the University of South Alabama football program‟s communications 

management during its launch. The embedded units of analysis were the office of public 

relations, athletic marketing, athletic media relations, and athletic administration to determine 

their function relative to football communications and to see if elements of ET, IMC, or a 

mixture of each could be found in USA‟s communications department. The rationale to utilize a 

single case study was because South Alabama offers an opportunity to test the propositions of 

ET and IMC in a context that had not been explored relative to the sport of football and 

launching a new football program. This case study investigated if ET propositions could be 

found within the program and explain its success, or if the ideas of IMC were more prevalent in 

the organizational success of the school‟s communications activities (Yin, 2009). 
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This research was valuable on several levels. First, this was one of the first, if not the 

first, examinations of ET relative to college football communications. Second, this was an audit 

of USA‟s communications activity and management leading up to and following the launch of 

USA football through the conclusion of the inaugural 2009 football season. Finally, this was a 

benchmark study that researchers of ET, IMC, or the USA football program may re-examine at a 

later date.  

Data collection relied on interviewing key personnel within South Alabama‟s office of 

public relations, athletic media relations, and athletic marketing. The rationale for choosing this 

method was because information that was not readily available through reviewing documents 

was needed in order to determine the roles, relationships, and strategies between each department 

and how they worked together toward the common goal of promoting the Jaguar football 

program. In the early ET studies, a questionnaire preceded the qualitative interview (Grunig et 

al., 2002). However, because only one organization with a small number of personnel was being 

studied, a survey questionnaire was not being utilized because it would not yield statistically 

valid data. The University of South Alabama allowed for full access to anything needed to 

complete this research, followed a policy of full transparency, and demonstrated their willingness 

to participate in the study with a signed letter of understanding, which is provided in Appendix 

A.  

The selection of interview subjects was based on the organizational flow chart of the 

USA Athletic Department. Informants who can speak on each level of ET were interviewed with 

respect to the top communicator, dominant coalition, CEO, employees, and other personnel who 

factor into football communications. Only personnel who have an actual role and function 
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relative to the football program were interviewed to keep the study as focused as possible on the 

program of interest.  

Following the USA organizational flow chart, Director of Public Relations Keith Ayers 

and Assistant Athletic Director of Media Relations Brian Fremund were approached as if they 

were the top communicator to evaluate how their working relationship affects communications 

management and practice relative to football. Travis Toth was also questioned as if he were the 

top communicator, because he holds a position under the supervision of Keith Ayers and of 

approximately equal authority to Brian Fremund.  

Keith Ayers had been with USA since 2000 as the director of public relations. Ayers 

arrived at USA with 17 years of direct experience at two other major state universities. However, 

according to the organizational flow chart and online staff directories, Ayers oversees all of the 

University‟s communications activities and two departments with 27 employees under his 

supervision, including the football communications staff. His position within the school and 

willingness to participate in this study were why Keith Ayers was one of the most important 

informants for this study. 

Brian Fremund joined the South Alabama staff as the assistant athletic director of media 

relations on August 1, 2008. He spent the prior nine years at Western Kentucky University, 

which is affiliated with the Sun Belt Conference, and was the primary contact for football before 

being promoted to the director of athletic media relations in 2002, where he remained in that 

capacity until he joined USA. Fremund also earned experience at the University of New Orleans 

(1997-99), Jacksonville University (1995-97), and began his career as a student at the University 

of Richmond. Fremund maintains memberships in the College Sports Information Directors of 

America, the Football Writers Association of America, the United States Basketball Writers 
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Association, and National Collegiate Baseball Writers Association (USA, 2011b). Brian 

Fremund‟s position as assistant athletic director of media relations, extensive expertise in the 

field, and being listed as the primary contact for football are why he was questioned as if he were 

the top communicator of the program.  

Travis Toth joined USA in October 2008. Toth came to USA from the Mobile BayBears, 

a local minor league baseball team, where he served as vice president and general manager since 

1996. During his time with the BayBears, Toth oversaw all of the team‟s media relations and 

promotional activities, in addition to ticketing, stadium operations, corporate sales, catering and 

concessions, and staffing (USA, 2011b). Toth‟s expertise seemed to be more heavily oriented to 

sales and marketing activities and professional sports, but he did have extensive experience with 

media and community relations. His position within athletic communications, and having joined 

the staff during the launch period of the football program, is why he was initially approached as a 

top communicator figure. 

Because the subject of this study is a four-year university, with separate departments to 

handle athletic and university communications, employees that had some responsibility towards 

football communications were interviewed to satisfy questions targeted at employees. Since the 

director of public relations oversees both departments, it was not necessary to interview 

employees who were only responsible for university communications. During the course of 

interviews, the Assistant Director of Media Relations Charlie Nichols and Assistant Director of 

Marketing Lloyd Meyers were interviewed because they were the only additional staff identified 

as having responsibility for football.   

Members of the administration with direct oversight of the football program had to be 

interviewed to further understand the strategy development and role of communications. The 
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only member of the upper administration outside of the office of PR that was interviewed was 

Athletic Director Joel Erdmann, Ph.D. He was in charge of the athletics department as a whole, 

had indirect oversight of athletic media relations and marketing, and oversaw the overall 

direction and well-being of the school‟s athletic programs.  

Joel Erdmann, Ph.D., took over as the director of athletics at South Alabama in July 2009 

becoming only the fourth athletic director in school history. He took over for longtime Athletic 

Director Joe Gottfried, who held the position for 25 years.  In the seven years prior to joining 

USA, Erdmann was the athletics director of the Universities of North Alabama and Southeastern 

Louisiana. Erdmann joined the department in time to oversee the final preparations for the 

inaugural football season, in addition to overseeing each of USA‟s 17 NCAA-sanctioned sports. 

Shortly before Erdmann‟s arrival, the organization of the athletics department was changed to 

accommodate the addition of student support services, external affairs, academic support 

programs, new athletic construction projects, and expand existing facilities (USA, 2011b).  Joel 

Erdmann was selected as a member of the dominant coalition to interview for this study because 

he is the head of the athletic department, and oversees the general direction and strategy of the 

football program.  

“Focused interviews” (Yin, 2009, p. 107) were conducted for this study and were relied 

upon as the primary means of gathering data. The focused interview was most appropriate 

because it can be completed in a shorter amount of time than other types of interviews. This 

allowed for interviewees to return to work, and maintained a conversational, open-ended manner 

of questioning. With the understanding that the interviews had to occur before the football 

season kicked off, the interviews were designed to last approximately 30 minutes. The interviews 

were kept brief to allow each participant to return to their regular duties quickly. The interview 
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times ranged between 21 and 41 minutes, from shortest to longest. A total of approximately 180 

minutes of interviews were digitally recorded and transcribed for analysis.  

With respect to conducting the initial interviews or any follow up interviews, the first 

choice was to conduct them in person, and the dialogue recorded by a digital voice recorder. 

Each of the informants consented to in-person interviews and to being recorded. The interview 

protocols that were used to gather information from participants were partially adapted from the 

ET questionnaires and interview protocols from earlier studies, and new questions and protocols 

had been adapted to make sure that elements of IMC could be found if they were present in 

USA‟s organization and strategy. Questions were developed to inquire about the factors of 

excellent communications programs outlined in Figure 2.5 and various aspects of IMC. The 

dialogue during the interviews of USA personnel was transcribed by the principal investigator of 

this study, and the transcripts can be found in the appendices of this document.  

There were three separate lines of questioning for the top communicators, employees, and 

members of the administration. The line of questioning for public relations personnel aimed to 

identify characteristics of each theory in this study that are relevant to the management of PR 

activities, departmental organization, perceived support from CEO and dominant coalition, the 

process of receiving a promotion, the quality of communications, and the value of PR. The 

schedule of questions for each informant was based upon the hypotheses and research questions 

stated on pages 27-28 in the review of literature of this study. Copies of the interview schedules 

are available for review in Appendices E, F, and G.   

Data was analyzed using Strauss and Corbin‟s method of qualitative data analysis 

(Strauss & Corbin, 1998; Corbin & Strauss, 2008). The rationale for choosing this means of 

analysis was based on the following criteria:  
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- It is rooted in sociology research, and considered to be helpful in explaining various 

social processes within the context they occur (Starks & Brown Trinidad, 2007). 

- It seeks to produce a theory that fits the situation, aids understanding, and guides 

action and practice (Cooney, 2010; Strauss & Corbin, 1998; Corbin & Strauss, 2008) 

- The more rigid and explicit analysis guidelines are seen as helpful, instead of 

prohibitive.  

Following the steps prescribed by Corbin and Strauss (2008), the analysis of the data 

began by coding the transcripts of each interview. The coding of data and its categorization were 

conducted manually, without the assistance of computer software. The process of coding the 

interview data followed three steps. The first was open-coding, whereby each line of the 

interview was examined independently until themes and characteristics began to emerge. Once 

various aspects of football communications began to emerge, the analysis began breaking down 

each interview paragraph by paragraph. Each statement was labeled, sometimes with multiple 

labels, depending on how many characteristics were conveyed. The labels were derived directly 

from the text of the interview transcript (Strauss & Corbin, 1998). The next step was axial 

coding, which is the process of taking the labels and organizing them into categories and 

subcategories pertaining to the theories posited in this study, and determining the relationships 

between each category (Strauss & Corbin, 1998). The axial coding was made easier by the fact 

that a description is being built through the interview process. Therefore, characteristics that 

were described by a member of athletics marketing were categorized under “marketing,” and so 

on. However, it was necessary to find where any overlap existed between divisions of football 

communications. The final step was selective coding, which is where categories are further 

organized and integrated into a central explanatory concept (Strauss & Corbin, 1998). 
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The process of establishing labels and writing memos and code notes began as soon as 

the first interview was transcribed from the audio recording. Transcription was done as soon as 

possible following each interview to make sure the discussion was fresh in the principal 

investigator‟s mind, and to make sure that any remarks made after the audio recorder was turned 

off that could affect the interpretation of data were noted. Writing theoretical memos did not start 

until the first three interviews were concluded and relationships between athletic marketing, 

media relations, the office of PR, and athletic director could begin to be established. From that 

point on, theory memos were written after each succeeding interview was completed, 

transcribed, labeled, and memos were written.  

During this process, I traced back various concepts that represent various elements of ET 

and IMC to the conditions from which they arose: the addition of football, launch, and first 

season. Memos were written to process the information gathered and identify additional concepts 

to provide a detailed description of USA‟s football communications. Once the concepts were 

identified, I conceptualized the experience of promoting a football launch and looked for 

connection to ET or IMC principles to explain the observed data. To validate my findings, a 

second coder who had undergone human research training was asked to assist the principal 

investigator by looking over the transcript coding to assure coder reliability. The second coder 

was trained by the principal investigator by fully explaining the method used to code the 

information. Additionally, the second coder was briefed on how the principal investigator 

determined labels and codes based on the transcript. This was to allow the second coder to know 

how the principal investigator was reading into the transcripts relative to the information being 

sought.  The second coder was asked to review the material independently to see if she arrived at 

similar conclusions. Disputes in interpretation were resolved by discussing points of 
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disagreement, discussing why there was a difference in interpretation, and eventually arriving at 

a better interpretation of the information derived from the transcript. In addition to training a 

second coder to review the transcripts and findings, the informants from each interview were 

invited to review the transcripts and other early work to make sure that the informant was 

appropriately represented (Corbin & Strauss, 2008).
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CHAPTER 4 

RESULTS 

Over the course of this study, in-person interviews were conducted with five members of 

the University of South Alabama‟s central office of public relations responsible for football 

communications and USA‟s athletics director. In total, approximately three hours of one-on-one 

focused interviews took place and were transcribed for qualitative analysis. Seven research 

questions were developed to examine USA‟s football communications function, and the Corbin 

and Strauss (1998; 2008) three-step method of qualitative analysis was used to manually code the 

data without the use of computer software to account for each query. Through this means of 

analysis, each question was answered and a thorough description was put together to describe 

South Alabama‟s football communications function. Once the description of football 

communications was established, its characteristics, organization, roles, and functions were 

compared with the theory of excellence in public relations and integrated marketing 

communications to see which of the theories was most reflected in their operations. This case 

study cannot be generalized to all universities and their athletic departments, but offers a 

description of an unusual organizational structure for football communications and an example 

of how to maximize limited manpower.  

Football communications were carried out primarily by the assistant athletic director of 

media relations and the associate athletic director of marketing, so their divisions of the school‟s 

central office of public relations were the focus of the case study. The central office of public
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relations, which directly supervises football communications, was examined to determine the 

organizational goals and purpose of football communications and to try and establish how 

marketing and media relations are used to communicate the program. The athletic director of the 

school was the final interview. His interview was used to gauge how the indirect reporting 

structure worked and how football communications fit with the rest of the athletic department, 

even though it was directly supervised by an office outside of athletics.  

The first hypothesis of this study suggested that the senior manager had the appropriate 

knowledge to perform the job. This hypothesis was confirmed based on the responses gathered 

from each informant, showing that this aspect of ET is reflected in USA‟s program. Director of 

Public Relations Keith Ayers reported having approximately 30 years of experience in 

communications after receiving a bachelor‟s degree in journalism. Ayers‟ earlier roles included 

experience in public relations at the University of Alabama and Auburn University. Since 

arriving at USA 13 years ago, Ayers has been entrusted with all of USA‟s communications 

efforts. An assistant director of marketing described Ayers‟ experience and knowledge by 

saying, “…here‟s a guy that has tons of experience. He has many years under public relations, 

and he can give a lot of great advice to a department.” The assistant director elaborated on this 

by mentioning how someone in the department could go to Ayers anytime they needed additional 

insight or guidance on best practices. This was a sentiment implied by the assistant and associate 

athletic directors. As a further testament to Ayers‟ abilities as the senior communications 

manager, Athletic Director Dr. Joel Erdmann described how well he is able to coordinate athletic 

department goals and objectives with the rest of the university and managing the entire 

communications spectrum to its maximum potential. Though not mentioned directly during the 

interviews, there was never any doubt that Ayers was not just the PR director. Ayers is a leader 
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and his staff and peers carry tremendous respect for him. These factors indicated that he has the 

skills and knowledge to perform as senior manager. In addition to Ayers, there were appointed 

senior managers who are responsible for the media relations and marketing functions. The 

assistant athletic director of media relations arrived at USA with more than 12 years of direct 

experience in collegiate media relations, and the associate athletic director of marketing with 12 

years of experience in marketing professional sports, in addition to his three years at USA.  

The second hypothesis asserted that each department would have adequate support from 

school administration and a role in strategic planning. This hypothesis also was confirmed based 

on the informants‟ responses and is reflective of ET. The communications managers who 

manage day-to-day football communications reported that they felt as though their divisions had 

all the tools, funding, and decision making authority needed from upper management and 

administration to perform their functions within the department. They also felt as though they 

had a role in the strategic planning of football, which was confirmed by the director of public 

relations and athletic director.  

Assistant AD of Media Relations Brian Fremund described the amount of support his 

division receives by saying, “I know that if we need help with something we don‟t have that they 

can provide, they‟ll give it to us in a heartbeat.” Associate AD of marketing Travis Toth held a 

similar opinion and said, “Tremendous amount of support from the administration. There is no 

doubt about it.” Keith Ayers mentioned that senior football communications managers have a 

very close relationship with him and that he has a close relationship with the university president. 

Ayers described the president as wanting “Division 1 quality” in everything to do with the 

football program, including its communications. There was no doubt that the staff of USA 

received a very high level of support from the school‟s administration.  
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Relative to having a role in strategic management, each of the football communications 

personnel agreed that communications has a role in strategic management, but mostly described 

their respective technical duties to that end. However, the athletic director has the most oversight 

in the actual day-to-day football operations and the most oversight on strategic management of 

football. Erdmann described communications‟ role by saying, “They have a tremendous amount 

of influence. I have a great amount of trust and respect for the abilities of the people in those 

positions.” Erdmann also described weekly meetings with communications staff to determine the 

best way to manage the program and cited that communications staff has an advisory role to him. 

Dr. Erdmann mentioned that the assistant AD of media relations and associate AD of marketing 

“have an obligation” to offer their input and advise him on decision making, in addition to their 

role to communicate about the football program. The director of public relations also mentioned 

that they are given a great amount of authority and leeway to come up with their own ideas 

relative to building the program. An open dialogue is maintained for the assistant AD of media 

relations and associate AD of marketing to relay ideas and communicate with director of PR and 

athletic director. The senior managers were free to do whatever they saw fit within the scope of 

university protocol to best communicate USA football.  

The first research question asks for the goal behind communicating USA football. During 

the interview process, each of the six members of South Alabama‟s staff answered consistently 

and frequently referred to what they felt the goals of communicating football were. It became 

obvious that the overriding goals of football communications at USA are the non-profit 

equivalent of sales and publicity, which is reflective of IMC. This question was aimed more 

directly at the four staff members who were in communications management roles. Consistently, 

each of the informants provided virtually identical descriptions.  Ultimately, they each described 
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football communications as a means of promoting the University of South Alabama as a whole 

and all of its sports, and not just football on its own. Football has been used as a vehicle for 

enhancing the overall development of the school to encourage more students to enroll, attract 

more people to work for USA, or donate to the school. The sentiments expressed by the 

informants reflected a trend among schools to use football to increase campus enrollment and 

echo statements by USA‟s athletic director that preceded this study (Tucker, 2004; Gardiner, 

2010). This general description of what USA aimed to achieve through football communications 

was specifically referenced and described 17 times by the senior managers who participated. The 

communications assistants in media relations and marketing were each asked to describe what 

they believe the communication goals of football were and described almost exactly the same 

things as upper management. This not only showed that USA had a clear idea on what football 

communications‟ goals were, but showed that everyone responsible for communicating the 

program agreed as to what they attempted to achieve. The director of public relations thoroughly 

described marketing and sales goals of football, which can be reviewed in Appendix N, and 

summed up football communications‟ goals best when he said, “We create the atmosphere under 

which sales can occur, but we don‟t actually personally sell the tickets.” Ayers‟ input and 

description of the goals were the most valuable, because he was the only member of the staff 

who was available for an interview who was on the original planning committee to add the sport. 

There was no indication that the communications personnel at USA were not interested in more 

traditional PR relationship building, but through the launch years, sales and branding are the 

biggest objectives to establish the sustainability of the new sport.  

The second research question was designed under the suspicion that there could be two 

staff members who could identify as the top football communicator and asked what effect that 
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could have. However, based on the description of a top communicator provided by the 

Manager’s Guide to Excellence in Public Relations and Communications Management (Dozier 

et al., 1995), only one staff member was identified as the top communicator, which more closely 

reflects ET than what was anticipated. The director of public relations identified himself as the 

top communicator, which was confirmed by the athletics director, and subordinate 

communications managers under his supervision. Ayers‟ management role is described by 

Erdmann as coordinating messages between the university and its football program, and 

“…seeing that marketing and media relations are staying within the scope of university 

protocol.” The assistant athletic director of media relations mentioned that Ayers maintains a 

weekly standing meeting with USA President Gordon Moulton to go over university relations 

and communicative goals. Therefore, based on reports from USA, Ayers was undoubtedly the 

top communicator, assured that the messages transmitted from the university and its football 

program were consistent and in line with the overall promotion of the school, and had direct 

access to the most senior decision maker – the president of the university. However, Ayers was 

said to provide a great deal of trust and support for the media relations and marketing divisions 

to perform their duties as they see fit. He only intervenes when necessary or when his expertise is 

solicited by either the athletic director or football communications managers.   

RQ3 asked what the divisions of media relations and marketing actually do relative to 

football communications. This question was designed to provide a definition of each division of 

football communications, to establish points of data to look at and compare to ET and IMC, and 

to seek evidence to test H2, RQ4, and RQ5. After questioning each staff member responsible for 

football communications and its communications goals, it was obvious that the two divisions 

were much more reflective of IMC. However, it became obvious that USA had legitimized and 
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empowered its athletic communications as a whole, which was reflective of ET. The 

organizational flow chart obtained prior to this study illustrated that football communications 

was executed by athletic media relations and athletic marketing and promotions. Those divisions 

were under the direct supervision of the Office of Public Relations, with an indirect reporting 

link to the athletic director. Therefore, each division was approached the same, as if it were the 

top communicative branch and asked the same questions to see what the differences were, where 

overlaps in responsibility occurred, and to define roles based on the duties performed. One thing 

that has to be explained first is that the name of the university‟s public relations office is just a 

generalization, and its role was not specifically marketing or public relations based. The role of 

the central office of PR was to encompass all aspects of university communications directly and 

ensure that all messages are consistent. The fact that PR is in the title did not actually mean 

anything and it is a general catch-all title. Ayers confirmed this and mentioned that most 

university communications offices are typically called “university relations” or any number of 

other vague, general titles.  

With that point made, media relations and marketing had distinct roles relative to the 

communications of football at USA. Each of these divisions was created following the adoption 

of the new sport. Prior to having a football team, USA did not have an athletics marketing staff, 

and the media relations function was carried out by sports information directors who answered 

directly to the athletic director at the time. There was no assistant AD title to go along with a 

sports information role. The communications staff was much smaller than it is currently and the 

staff had to be reorganized and expanded to accommodate such a large, complex, and new sport.  

Media relations relative to football is led by the assistant athletic director of media 

relations, and the only other media relations personnel identified as being directly responsible for 
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football was Assistant Director Charlie Nichols. Figure 4.1 illustrates the responsibilities of 

media relations.  

Figure 4.1. Athletic Media Relations 

 

 

 

 

 

 

Figure 4.1. Role and duties of division of media relations and duties. Adapted from 

interviews with Assistant Athletic Director of Media Relations Brian Fremund, Assistant 

Director Charlie Nichols, Director of Public Relations Keith Ayers, and Athletic Director 

Dr. Joel Erdmann. 

 

 Based on everything mentioned by the media relations personnel, the technical duties that 

media relations was responsible for included writing stories, writing news releases, coordinating 

interviews between the media and players and coaches, updating the university‟s athletics Web 

site, fulfilling media credentials requests to cover the team, managing press conferences, daily 

media scanning, tracking and archiving statistical information, updating the athletic department‟s 

Twitter page, writing press informational materials relative to the team, and managing the team‟s 

press box area during games. Each of these activities could be classified as public relations 

activities, but fit into the press agentry/public information model of communications (Dozier et 

al., 1995). Even media relations‟ usage of social networking through Twitter is a form one-way 

communication. Additionally, media relations has a support role to marketing by including 

information on promotions, such as special events during games, fan involvement activities, and 

other promotional items planned by the marketing division.  

Assistant AD of media relations 
Brian Fremund 

(Primary football contact) 

Assistant director of media 
relations Charlie Nichols 

(Secondary football contact) 

Technical duties 

Press releases, writing stories for USAJaguars.com, updating Web site, 

publishing media guides and handouts, reporting to conference, 

nominating players and coaches for awards, managing press 

conferences, coordinating player and coach media interviews, 

fulfilling media credential requests, media scanning, editing 

photographs, managing Twitter account, pitching stories to media, 

tracking and archiving game statistics.  

 

Means of gathering information for message development 

Media scanning for story placement and frequency, suggestions from 

director of PR, associate AD of marketing, athletic director, coaches, 

players, and athletic director.  

 

Primary measure of success/value 

Number of stories, earned media, and story placement.  
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Athletic media relations is a channel for information about the university‟s football team 

and disseminating it to the public. The only feedback collected is taken from media scanning, 

primarily from local newspapers, and occasionally from television news broadcasts as time 

allows. The elements that were sought were how many stories were written about South 

Alabama relative to other in-state schools and where those stories were placed relative to other 

stories. The only other means of feedback is from the amount of hits on the Web site on different 

stories. From that, they can gauge levels of interest between sports. The communications flow 

from media relations is exclusively one-way, from the university to the public. This reflects one 

of the goals of media relations, which is to increase earned media. 

Athletic media relations was expanded and legitimized to accommodate football, but 

USA‟s investment in communications did not end there. USA created an athletics marketing 

division from scratch in 2008. In October 2008, Travis Toth joined South Alabama as the 

associate athletic director of marketing and promotion. He became the first person to serve in 

such a capacity since the university‟s athletic program was founded. In 2010, Lloyd Meyers was 

added to the marketing staff as the assistant director of marketing, and is the only other 

marketing employee identified as having responsibility for football. The duties and 

responsibilities of marketing are illustrated in Figure 4.2.  
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Figure 4.2. Athletic Marketing and Promotions 

 

 

 

 

 

 

Figure 4.2: Role and duties of division of marketing and promotion and their duties. 

Adapted from interviews with Associate AD of Marketing and Promotion Travis Toth, 

Assistant Director Lloyd Meyers, director of public relations Keith Ayers, and athletic 

director Dr. Joel Erdmann. 

 

 Marketing‟s responsibilities appear to be somewhat more diverse than those of media 

relations. The principle difference between marketing and media relations is in its ultimate 

organizational goal. Media relations is geared toward disseminating information, whereas 

marketing is more responsible for branding and all of the activities that fall under it. Branding is 

a highly complex concept, but a brand represents anything and everything about an organization 

that is communicated to the public intentionally and unintentionally (Balmer, 2001; Cheratony & 

Dall‟Olmo Riley, 1999). Branding is something that could merit its own case study, but for the 

purposes of this study, it was an activity that the central office of PR and athletics marketing 

described as a major focus of their communications efforts.  

The purpose of USA‟s branding efforts is to re-establish what South Alabama is, and how 

it represents the city of Mobile and the Gulf Coast region. The athletic director was very specific 

about when he referred to the process of communicating football by saying, “The strategic 

implementation of a new brand, and a new logo, and a new marketing strategy that went in 

conjunction with the football program, and the band program.” The director of PR, who was 

interviewed before the AD, fleshed this out more thoroughly. He stated: 

Associate AD of marketing and 

promotion Travis Toth 
 

Technical duties 

Producing advertisements (print, radio, and television), editing audio, 

editing video, photo editing, copywriting, producing promotional 

materials and giveaways, event management, promoting events, and 

writing radio scripts.  

 

Means of gathering information for message development 

Word of mouth feedback (via personal contact, social media feedback) 

from fans, sponsors, and other publics.  

 

Primary measure of success/value 

Ticket sales and game attendance.  

 

Assistant director of marketing 

and promotion Lloyd Meyers 
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…I‟m responsible for basically presenting the athletic product to the public through 

whatever communications vehicles are available, including free media, earned media, 

advertising, special events, coach visits, you name it. Anything that raises the public 

consciousness of the athletic program generally, and football in specific. That is the 

responsibility of communications. That includes management of the game experience, as 

it relates to fan enjoyment. As it relates to branding the institution. Branding the program. 

Logos, advertising, logo development, logo preservation, making sure that people use the 

logos properly, distribution of ads, distribution of news copy, media relations with 

reporters, with journalists who cover the program. Web presence is extremely important. 

Designing the tickets. Anything that affects the perception of the quality of your athletic 

product, then marketing is responsible for that. 

 

Looking at the director of PR‟s own words discussing his responsibility for communicating 

football, it was hard to deny that USA was rebranding itself, at least in part through football. 

Football in this sense is being used as a marketing tool for the school. Branding, advertising, and 

sales are typically marketing activities, and it is clear that USA seeks to generate public interest 

in football and the school. Part of this process has been the new school logo that was developed, 

and the idea of “your hometown university.” USA is using football to promote the university as a 

whole, and marketing was tasked with ensuring that the presentation of the school and its 

football program are relatively seamless. Part of marketing‟s goals is to increase sales for 

football, but also to make sure that new students are being attracted to attend the school and to 

increase local involvement and interest in USA.  

The technical functions that marketing oversaw were the creation of advertisements 

across various media, buying ad space, executing football promotions, managing the gameday 

tailgating experience for fans, updating and moderating the Facebook page, editing videos, 

editing audio, creating promotional materials, and managing player and coach publicity 

appearances. Marketing utilizes more methods of symmetrical two-way communication. Similar 

to media relations, marketing did not engage in any means of formal data gathering about its 

tactics but relied on informal means of gathering information to form and enhance messages that 
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are transmitted. Word of mouth from students, school faculty and staff, and fans are reportedly 

the most common sources of feedback that marketing used. According to Ayers, another 

principle function of marketing was to create a sales atmosphere, even though marketing did not 

actually sell the tickets. Ticketing is a separate department under the AD‟s supervision.  

RQ4 asked how football communications and the central office of PR measure value. 

From the answers given during interviews, it was clear that the principle means of measuring 

success are with ticket sales and attendance, which is reflective of IMC. The office of public 

relations wanted to measure the success of its programs more directly, but admitted it has no way 

to attribute things such as ticket sales or student enrollment to a specific activity. To make sure 

that positive results can continue to be garnered, the PR director said they fully supported each 

wing of its communications efforts in terms of decision making and budget allocation.  

Consistently, the most direct measures that USA used were sales of football tickets and 

attendance. The associate AD of marketing was very specific about this and said, “I think the 

success is measured on the fact that people thought our attendance for football would be 

anywhere from 8,000 to 15,000 people per game, and we‟re sitting at 18,500 average per game 

over the last two years.” The director of PR also frequently referred to using sales, whether it 

was in ticket sales or enrollment, as measuring sticks for success. Although sales are a measure 

of communications success for USA, the word “profit” never appeared in any of the six 

interviews. However, this is not to say that USA ignored relationship building with its publics. 

USA personnel suggested that building relationships with its publics and reputation management 

of the school and the football program were a major concern to the office of PR. The director of 

PR mentioned that his department seeks to present a “well explained product,” but the athletic 

director carefully detailed this aspect of the strategy to promote football growth. The AD said:  
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You communicate with the alumni. Communicating with our season ticket holders and 

our sponsors. Then communicating with the people of the city of Mobile, and the people 

of Baldwin County and throughout the region. It‟s a continuous ongoing message, that is 

somewhat educationally based, and its intent is to raise awareness and understanding . 

 

This part of the description immediately preceded the discussion of how sales and branding fit 

into the overall strategy. The athletic director further described communicating with other 

universities about USA football and where they are at in the transition process, in addition to 

eventually increasing community outreach efforts.  

The expansion of communications to accommodate football and its goals are where the 

biggest mixture of ET and IMC was observed. To accommodate football, USA made an 

extensive investment in its sports information personnel and created a new division within the 

public relations department. Expanding and empowering communications was a significant 

indicator of ET. Such an expansion remedied a problem that was highlighted by Carr Sports 

Associates (2000) when they were contracted to examine the viability of football at the school. 

Carr concluded that sports information and media relations at USA were inadequate, had too 

many requests put upon them, and had to be expanded just to accommodate the sports that 

already existed. Carr also concluded that a marketing division had to be created to adequately 

promote the program (pp.57-61). Over seven years later, USA answered that criticism and 

expanded its communications for football and legitimized it by assigning senior assistant and 

associate athletic director titles to the new senior managers. For the field of sports 

communications, this is an example that football can be a means of empowering communications 

and is highly reflective of ET principles of organization. 

On the other hand, the communicative goals that media relations and marketing oversee 

are not reflective of ET. Each student the school brings in, directly or indirectly, as a result of 

football is more money for the university through tuition, and at the present time, the success of 
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football communications is consistently described as ticket sales, football attendance, and student 

enrollment, meaning that USA‟s measurement of success reflected IMC.  

RQ5 asked how USA collects information to hone messages. Based on the responses, 

IMC would also be more reflected in this aspect. The reason for this is because ultimately, all the 

information that was gathered was used to tailor messages to persuade consumer behavior to 

either buy tickets to the football games or attend USA as a student. As far as how information 

was collected for media relations with respect to which stories they are going to write, and which 

aspects of the football program they are going to pitch to the media, those ideas came from 

tracking statistical achievements and from interaction with players and coaches. Additionally, 

media relations tracked media coverage relative to the number of stories about USA and how 

they are presented, and how many hits they receive on the Web site to see which stories garner 

the most interest. Cumulatively, this told the media relations staff which information they were 

going to present to the media and the public. The media relations division of football 

communications definitely served the role of a press agent or journalist in residence in support of 

marketing goals.  

Marketing exercised an informal method of word of mouth information gathering, either 

by speaking with students, staff, and faculty on campus, managing the gameday tailgate 

experience outside of the stadium, or listening to various forms of feedback the program receives 

through its social media presence on Facebook. The associate AD of marketing said, “I would go 

back to my 12 years here in this market, with the BayBears, and obviously doing the advertising 

for the [Mobile] BayBears for so many years, especially in the sports world, I kind of have my 

finger on what worked.” He elaborated on this mentioning that he learned how to communicate 

to the Mobile market through experience, and if he has multiple ideas that he will “prioritize 
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based on the biggest impact for the dollar spent.” The director of PR also referred to the same 

means of gathering information and a reliance on experience to know what messages to put out 

and the best way to communicate them.   

RQ6 sought to determine the process of decision making within football communications 

to determine how much authority a staff member had in their position. The collaborative 

atmosphere and non-centralized decision making of USA football communications is highly 

reflective of ET. The organizational flow chart illustrated the hierarchy of USA‟s athletic 

department and communications staff. Based solely on that, it was not possible to tell whether 

either of the communications managers for athletics had any authority in their position, or how 

much bureaucracy went into decisions relative to communications. As it turns out, each of the six 

interviewees described a collaborative decision making process. The director of PR summed it 

up, saying:  

There is certainly the director of public relations who is responsible for leading the 

program, and there is very collaborative decision making with the department heads. The 

department heads are given a lot of latitude about how to expend the resources that we 

have. They know the budgets, we go over the budgets and the availability of funds. They 

have the ability to deploy those funds for the best impact. 

 

Ayers was the second to last person to be interviewed, but his description of decision making 

echoed the descriptions given by each of the subordinate football communications staff and 

athletic director. The leeway given to the senior managers is also given to their assistant 

directors. The assistant AD of media relations described his management style with assistant 

directors and said, “My involvement is determined by the situation itself. There are no hard and 

fast rules, but they do have a lot of leeway. A lot of what I do is make suggestions to them, and 

then expect them to follow through.” One assistant director voiced a sentiment that agreed with 

that and said, “You‟re free to think and do what you feel like you need to do to get your job 



   
 

53 
 

done.” The associate AD of marketing provided a more overall description of the athletic 

director‟s decision making and said, “…every department is represented, and [the athletic 

director] makes the ultimate decision. But the good news is, we‟re all part of that decision. We‟re 

all part of that process.” Overwhelmingly, there was no doubt that each person responsible for 

football communications believed he was given plenty of decision making authority to do his job 

how he saw fit, as long as the job got done. From the university president down to the assistant 

directors, the decision making process was not centralized, and everyone had their own input.  

The final research question, RQ7, asked what circumstances called for the particular 

arrangement of the communications function and how it affects communications. The 

empowerment and expansion of athletic communications to accommodate football under a 

central PR office reflect the organizational alignment suggested by ET. The director of PR was 

the only staff member interviewed who was with USA prior to the addition of football and could 

trace the evolution of the department from firsthand experience. Prior to speaking with him, each 

communications manager mentioned that his position was new. Going back to the results for 

RQ3, before football was added, the athletic department had sports information directors who 

oversaw media relations, but none of them carried an assistant athletic director title. Their role 

was almost exclusively that of a technician with very few management skills required to perform 

their jobs. As a result, there was not enough manpower to adequately communicate a new 

football program. Carr Sports Associates consulted USA on the viability of football in 2000 and 

were very explicit on how inadequate the quality of USA‟s sports information and media 

relations were (2000). The Carr report prescribed a drastic expansion of media relations and the 

formation of a sports marketing department. When football was eventually adopted at USA, the 

position of assistant athletic director was created, which gave the media relations function a 
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greater role and more authority within the athletic department. In addition to this, USA had never 

had in-house marketing staff to promote the team, so an associate athletic director of marketing 

and promotions position was created for the first time in school history. An investment was made 

to enhance the communications of athletics as a whole to make sure that the necessary manpower 

was on hand to accommodate such a large and complex sport.  

One of the conclusions of RQ3 was how the expansion and legitimization of athletic 

communications at USA was strong evidence of ET, but the investigation of RQ7 yielded data 

that gave tremendous depth to how much reorganization and expansion occurred. Brian Fremund 

and Travis Toth joined the staff in 2008, approximately one year before USA would play its first 

football games. This gave them time to come up with ideas to communicate the new program, 

and imagine ways to promote the school and the other sports through football. Over time, each of 

the managers brought in an assistant director in their department to be the secondary person for 

football and executing the various communications goals, objectives, strategies, and tactics. 

According to the Carr Sports Report, in 2000 there were only two full-time sports information 

staffers and one intern who handled all sports communications. By 2010, there were eight full-

time staff members between the division of media relations and marketing and all sports 

communications were placed directly under the supervision of the office of public relations. This 

move expanded the amount of personnel directly responsible for sports, particularly football, and 

gave their personnel more access to key personnel throughout the entire university and more 

support from the central office. The goals and objectives of football communications may be 

more in line with IMC theory, but the extent of the communications expansion is highly 

reflective of ET.  
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It was clear that USA invested more into communications as a direct result of adding 

football, but unexpectedly during the course of interviews, the subject of the particular 

organizational structure arose. It was mentioned by each of the six interviewees that USA‟s 

arrangement of having athletics communications under the supervision of the central office of 

PR instead of the athletic director was unusual, if not unique to USA. Typically, the athletics 

department would have its own internal communications staff directly under the supervision of 

the athletics director, who reports to the president. In Ayers‟ previous experience at other major 

in-state schools, the central office of PR only occasionally supported the athletics 

communications staff and usually in a crisis situation. The reason that this means of organization 

arose was so that the communications could be expanded while simultaneously taking advantage 

of an already established communications infrastructure. Based on the description given, the 

university staff believed this arrangement was successful and helpful. According to the director 

of public relations and athletic director, the structure allowed for athletics to be more integrated 

into the university and have easier access to various decision makers and departments within the 

university. Ayers and Erdmann also described the structure as allowing for greater coordination 

and efficiency of communications. However, Erdmann mentioned that similar structures 

occurred in other departments relative to athletics. He cited examples from two other four-year 

universities where athletic fundraising and facilities were under the direct supervision of a 

central office outside of athletics and reported indirectly to athletics, although he maintained that 

such a structure for communications was still unusual. From their perspective, this structure 

created a more collaborative atmosphere of determining the best practices toward 

communicating USA football. The arrangement has been successful enough that there were no 

plans to change it in the future.  
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There is no doubt that athletic communications were expanded on account of adding 

football. This expansion continued to be expounded upon as the interviews continued, and 

became clearer as the analysis of the data was conducted. RQ3 and RQ7 were developed to 

examine aspects of football communications and were not anticipated to have much overlap, but 

yielded a description of the evolution and growth of a communications department that is the 

strongest evidence of ET that was uncovered in this study. 
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CHAPTER 5 

DISCUSSION 

This research was conducted to look at a college football launch and its communications 

efforts. Of particular interest was how a university goes about communicating such a transition, 

and whether the theory of excellence in public relations or integrated marketing communications 

theory was more reflected in their operations. This study constructed a thorough description of 

USA‟s football communications function, identifying the specific communications tools, 

communications goals, organizational structure, and the coordination of authority and job 

responsibilities. Focused interviews were conducted with key personnel responsible for football 

communications, analyzed through the Corbin and Strauss (2008) method of qualitative analysis, 

and compared to ET and IMC to see which theory was most prevalent.  

Based on the results of this case study, gaps in ET and IMC theory discussed by Gower 

(2006) and Hallahan (2007) were observed, because each theory was reflected strongly in USA‟s 

football communications. At first glance, ET appeared to be a strong candidate to explain the 

management of South Alabama football communications. The office of public relations was its 

own department, and not subordinate to any other department, and carried a strategic 

management function relative to the university as a whole. Its top communicator, Director of 

Public Relations Keith Ayers, had the knowledge to perform his role, recognized the need for 

symmetric and asymmetric communications, and had direct access to the key decision maker of 

USA, President Gordon Moulton. In terms of rank, Ayers could not have been higher on the
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organizational flow chart of USA without having been the president and has an equal standing in 

horizontal alignment with the other department heads. Gower (2006) discussed that the role of a 

communications manager who had no overlap with technician responsibilities could be 

established in theory, but would be difficult to accomplish in practice. USA‟s top communicator 

reported that he had no technical duties, and that he had an adequate staff to perform every 

technical duty within his department so that he could devote his time to managing the bigger 

picture of USA communications. This case shows an example of a senior manager with no 

technical duty overlap, in addition to reflecting one aspect of ET.  

There were shared expectations among USA‟s communications department and 

administrators, which was reflective of ET. Ayers reported that the university president only 

wants a “first class” product to be presented through the football program, and gives his 

communications staff what they need to communicate their product. It is understood at every 

level that the football program is a means to enhance the profile of the University of South 

Alabama, and presenting a positive image through the sport reflected back on the school. The 

overriding goal of football was to attract more students, potential employees, and donors to the 

school. Each of the communications staff and supervisors echoed this sentiment in separate 

interviews without knowledge of what would be asked of them, or discussing the questions with 

other informants. From the assistant directors up to the director of PR and athletic director, 

everyone was on the same page and agreed on common objectives. These shared expectations 

are reflective of ET; however, the expectations were predominantly oriented toward sales and 

promotion, which was reflective of IMC.  

Going even further into ET, there was definitely a participative culture in USA‟s 

operations. With exception to getting approvals on budgetary matters or potential major shifts in 
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focus of USA‟s messages, everyone believed they received a high level of trust from their 

superiors and reported trusting the people managing them. Everyone involved with football 

communications believed they had a voice relative to the strategic planning and communications 

management of football. The most senior management reported that they encouraged the 

communications managers to serve an advisory role to decision making and have a role in 

voicing their opinions on what was best for the program.   

The strongest evidence of ET, however, is the drastic expansion and empowerment of 

athletics communications. USA knew that increasing the communications function of athletics in 

the form of media relations and marketing was critical to having a successful football launch as 

far back as 2000. In response to the adoption of the sport, the media relations department was 

increased, a new senior management position was created, and the new position carried the 

authoritative title of assistant athletic director. Likewise, a new marketing division was created 

and headed by an associate athletic director. To increase the athletic communications‟ access to 

other parts of the university, these divisions were placed under the supervision of the central 

office of public relations instead of the athletics department. The decision to reassign athletic 

communications to PR was a move that enabled the athletic department to be more integrated 

into the rest of the university, and helped football communications take advantage of an existing 

university department. This also helped the university and its athletics programs be more 

consistent relative to how USA is marketed to its publics. This expansion brought to mind the 

definition of how a communications department is optimally organized – by being decentralized, 

placed higher in the hierarchy, having easier access to share information with other management, 

participating in strategic decision making, and having a most senior manager being among the 

dominant coalition (Dozier & Grunig, 1992; Grunig et al., 2002).  
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At this point, the lines between ET and IMC began to blur and became less clear. This 

study was specifically focused on football communications, and not overall university relations. 

Once the investigation of USA‟s football communications began to look at specific 

communicative methods, goals, and job responsibilities, the views of IMC theory began to 

emerge prominently.  

David (2004) described the primary difference between PR and marketing as the 

difference in the type of stakeholder relationships that are sought. PR aims to influence 

perceptions of the company and build relationships with the public, while marketing is more 

concerned with business and consumers. The difference in goals is a significant factor in 

determining which theory was most reflected in USA‟s football communications. USA‟s stated 

goals, which were echoed by everyone involved with football communications, are that USA 

football was an avenue to further enhance and develop the school by attracting more students and 

fans of the program. Though USA‟s steady increase in enrollment could not be causally 

attributed to football, the primary measure of communications was through sales and revenue 

generation. The director of public relations addressed this by mentioning that his department 

does not directly engage in the selling of tickets, but is tasked with creating a “sales 

environment.” The financial opportunities of football for a university have been documented and 

have shown a correlation between adding football and attracting more students, increasing 

alumni donations, and revenue generation from merchandise and licensing fees (Gardiner, 2010; 

Tucker, 2004). USA stated that its ultimate goal was to promote university growth through 

football, and total enrollment has increased by 6.7% between 2007 and 2010, from 14,003 to 

15,007 students (“Quick Facts,” 2010). According to the athletic director and reports collected by 

USA‟s student newspaper, revenues from merchandising sales and licensing fees have steadily 
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increased, and more vendors are distributing USA merchandise. Associate Athletic Director 

Travis Toth also discussed that ticket sales had steadily increased, and the average attendance per 

game exceeded expectations because they saw no decrease in sales or attendance since the 

program‟s inaugural season.  It was obvious, based on the dialogue from USA staff, that sales 

and marketing for USA football was the chief concern, whether it was from ticketing, 

merchandising, or enrollment. Ultimately, football appeared to have been a significant 

investment toward university development and financial growth with the additional benefit of 

enhancing the campus experience for students and enhancing the university‟s profile in the local 

Gulf Coast region.  

The means by which football communications were carried out was also reflective of 

IMC theory.  The director of public relations indicated that “public relations” is a general term, 

and does not encompass everything that his department was responsible for, and the office could 

be labeled any number of other things without altering what they do. With that in mind, Ayers‟ 

account of football communications was much more focused on branding and marketing USA to 

increase sales and enrollment rather than influencing perceptions of the program or the school. 

References to activities carried out and managed by the associate AD of marketing and his 

division were more prominent than PR activities conducted by the assistant AD of media 

relations.  

The symmetry of football communications was more reflective of IMC theory. The day-

to-day management of communicating football was carried out by the assistant AD of media 

relations and associate AD of marketing, who each carried out the majority of technical functions 

relative to football in addition to their management roles. Media relations and marketing worked 

very closely with one another to carry out the best practices to promote and publicize the 
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program. However, media relations served a role more akin to public information or press 

agentry by mostly utilizing one-way communications such as press releases, writing feature 

stories and reports for USAJaguars.com, and other technical functions. The information media 

relations used for the messages they transmit originated internally and could come from coaches, 

players, tracking on-field statistics, the athletic director, or the marketing division. On the other 

hand, marketing had a greater role in determining the overall image and packaging of the 

university and its football program together, as shown by Toth‟s “your hometown university” 

theme that USA has been used in its messages. Marketing also demonstrated more utilization of 

two-way communication in its use of word-of-mouth feedback, user comments on Facebook, fan 

interaction at games, and other means of ascertaining what consumers said about USA and the 

football team. Media relations had more of a support function to marketing than marketing did to 

media relations in terms of carrying out the communication of various messages.  

This case study started out with the expectation that ET would be more reflected based on 

early reviews of the organizational structure relative to the success the program had experienced. 

Every effort was made to disconfirm the principles and expectations for ET, and it turned out 

that the theory that was most reflected in USA‟s football communications effort depends on how 

it was viewed. If one were to take the title of „office of public relations‟ literally, keeping the 

organizational flow chart in mind, the role of the top communicator, and with respect to the 

participative culture of USA, and significant expansion of communications, then ET could be 

interpreted as being the prevalent theory. However, when the focus was changed to what is being 

communicated, how it is being delivered to the public, and the goals of communications, then 

IMC could be interpreted as a better explanation. Football communications was the focus of this 

study, and the goal of football communications was more heavily weighted on marketing 
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activities to increase sales, enrollment, and game attendance, as opposed to public relations 

communications to build relationships. It was evident that USA‟s football communications are 

structured and managed in a way reflective of ET, but tactically, it is a department that is highly 

reflective of IMC. The weight of evidence from the interviewees indicated that the 

implementation of football communications, based on the programs‟ goals and methods, showed 

that IMC theory is more reflected in the communications of USA football.  

This study‟s aim was to thoroughly describe USA football communications during its 

launch period and determine which theory could best explain how USA communicated its 

football program and its success. This study concluded that IMC theory was more prevalent in 

the execution of communications relative to its goals, but this is not to say that USA does not 

want to endeavor toward more of a focus on PR in the future.  

On the other hand, USA‟s football communications could not be fully explained by ET or 

IMC, and it raised the question of which paradigm could be used to explain its management and 

strategy. Considering other communications theories, it is possible that the concept of strategic 

communications could be an appropriate paradigm to explain football communications at USA. 

Strategic communications has been defined as a means of managing internal and external 

stakeholder relationships “in order to support organizational growth and secure the freedom to 

operate” to prepare an organization for an uncertain future (Zerfoss & Huck, 2007, p.108). 

Another definition was stated as “communication aligned with the company‟s overall strategy to 

enhance its strategic positioning” (Argenti, Howell & Beck, 2005, p.83). Based on the definitions 

of strategic communications, it could be an appropriate choice of theory to explain USA football 

communications. USA made a conscious effort to implement the best practices of management 

to execute their communications strategy, and adopted more of a marketing focus to its messages 
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to sell tickets and attract interest in the university. Zerfass and Huck (2007) referred to it as 

“doing the right things” and “doing the things right” (p.83). Taken at face value, strategic 

communications is a candidate for a paradigm that could be used to better explain USA‟s 

football communications. 

Considering the stories of programs that failed and were cancelled, it is safe to say that 

USA‟s strategy of using football as a marketing tool to attract more students and to sell more 

tickets was a wise strategy. The biggest objection to football in the years preceding it was 

financial in nature. The Carr Sports Report (2000) was a prescription of ways to add football and 

make it financially sustainable. The Faculty Senate ad hoc committee report  vehemently 

opposed adding the team because it would cost too much, and it was assumed that the money for 

football would deduct from education (Brown, 2002). By aggressively branding, marketing, 

publicizing, and promoting the new program, USA steadily increased ticket sales and 

merchandise distribution, and in the meantime, enrollment continued to increase. It is not 

possible to causally attribute university growth to football, but the evidence suggested that it did 

not hurt USA. Through this strategy, USA made an early impact regionally by attracting fans, 

built interest in a region that was conditioned to love football, and set the foundation for a 

lasting, sustainable program for years to come. 

 

Suggestions for future research 

 One aspect of the implications of this study could be the examination of alternative 

organizational structures described by Hallahan (2007), particularly with respect to athletics 

programs. South Alabama‟s staff members with prior football experience each mentioned USA‟s 

organizational structure for athletics communications was highly unusual, but it was successful, 
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and it worked. There were suggestions as to why it worked, but this data would have greater 

value when compared to other universities‟ athletic departments and their communications 

success. It would be useful to conduct a comparison of athletic department communications 

department structures and look at how the goals, objectives, strategies, and tactics differ, how 

measurement of success may differ, or how data collection helps develop messages. Without a 

comparison, all that could be concluded from an otherwise interesting piece of data about 

organizational structure in this study was that it worked in this particular circumstance.  

 Another interesting form of research that could occur in the future would be a content 

analysis of newspaper, television, or radio coverage once USA finishes the transition to become 

a fully certified NCAA FBS program. At the time of this study, USA football was still in its 

infancy. An interesting content analysis study could be conducted by looking at coverage of the 

program from the time it was founded until the time it completes its Division 1 transition. This 

study could illustrate elements such as how the tone of coverage changes as the program 

advances and how much coverage the program receives. This could be done to look at coverage 

locally or nationally and see how the media respond to events that have occurred, or may occur, 

to see trends in how a young football program is covered. This could lead to comparative content 

analysis between coverage of another recently launched program or with older, more established 

programs during roughly the same time to see how the media treat programs at different stages of 

development that have various levels of success.  

 Another area that could be studied is a media audit targeted at fans of the team, or people 

in the target markets of USA football. For example, a researcher could develop a survey to 

examine how people choose to receive their information on the team, how their perceptions of 

the program are affected by different types of coverage, look at the demographics of self-
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described fans of the team, or any number of other possible measures of fan engagement of 

media coverage of the football program. This would be a beneficial study of sports media, and a 

way to examine how people with an interest in college football choose to learn about their sport 

or team of choice.  

 

Limitations 

The primary limitation of this study is that the findings cannot be generalized to all 

college football programs around the country. The findings may offer ideas or clues toward 

communications management for other programs, but founding a football program under the 

circumstances that the university launched it is unique to South Alabama. This study also looked 

at an event that occurred in the recent past and relied on descriptive information provided by 

informants. Therefore, this study was reliant on the memories and perceptions held by various 

members of the South Alabama communications staff and administration, meaning that some 

details could be left out in the process of gathering information. USA‟s football launch may have 

occurred in the recent past, but it was still in the transitional process. With respect to 

communications organization and goals, things could change as USA completes the transition 

into the Football Bowl Subdivision and begins conference play. With current trends in 

conference realignment, USA might even be affiliated with a different conference entirely by 

2013, which could potentially affect changes in program organization. Another limitation to this 

study is due to the fact it is narrowly focused on a single division of a single department of South 

Alabama. The communications management and goals that were analyzed in this study might not 

be representative of USA‟s other communications and relations efforts relative to other aspects 

of the school. Additionally, current nor accurate budget data was available at the time this study 
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was conducted, and perceptions of importance of marketing and media relations had to be 

gauged solely on the information offered during the interviews. The nature of the data analysis is 

subjective and reliant on the interpretation of the principal investigator. To overcome this 

limitation as best as possible, a second coder was brought in to review the PI‟s analysis, in 

addition to inviting the interviewees to review the transcripts and early work for accuracy. 

President Gordon Moulton was unavailable for an interview due to his schedule and workload. 

The original ET studies always took into account the input of the CEO or company‟s president, 

but to compensate for his lack of availability, two members of the staff who answer directly to 

the president were interviewed and gave their interpretations of Gordon Moulton‟s expectations 

and support of football communications.



   
 

68 
 

REFERENCES 

2009 national college football attendance. (2010). NCAA.org. Retrieved from  

http://fs.ncaa.org/Docs/stats/football_records/Attendance/2009.pdf 

 

2011-12 South Alabama Men‟s Basketball Quick Facts. (2011). USAJaguars.com. Retrieved 

 from http://www.usajaguars.com/documents/2011/9/19/11-12_Quick_Facts.pdf 

 

Argenti, P., Howell, R., & Beck K. (2005). The strategic communication imperative. MIT Sloan 

 Management Review, 46(3), 83-89. 

 

Associated Press. (2010, August 23). NCAA report: economy cuts into sports. Retrieved from  

http://sports.espn.go.com/ncf/news/story?id=5490686 

 

Balmer, J. (2001). Corporate identity, corporate branding and corporate marketing: seeing  

 through the fog. European Journal of Marketing, 3/4, 248-291.  

 

Brown, Richmond. (2001). Final report of the USA Faculty Senate’s ad hoc committee on  

football. Retrieved from 

http://www.southalabama.edu/fsenate/records/reports/football3_6_01.htm   

 

Carr Sports Associates. (2000). Considerations for football at the University of South Alabama.  

Mobile, AL: University of South Alabama Athletic Department.  

 

Cheratony, L & Dall‟Olmo Riley, F. (1999). Experts views about defining services brands and  

 the principles of services branding. Journal of Business Research, 46, 181-192. 

 

Cooney, A. (2010). Choosing between Glaser and Strauss: an example. Nurse Researcher, 17(4),  

18-28. 



   
 

69 
 

Corbin, J., & Strauss, A. (2008). Basics of qualitative research 3e. Thousand Oaks, California:  

Sage. 

 

David, P. (2004). Extending symmetry: Toward a convergence of professionalism, practice, and 

pragmatics in public relations. Journal of Public Relations Research, 16, 185–211. 

 

Dozier, D.M., & Grunig J.E. (1992). Organization of public relations function. In J.E. Grunig  

(Ed.) Excellence in public relations and communication management (pp.395-417).  

 Hillsdale, New Jersey: Lawrence Erlbaum Associates. 

 

Dozier, D., Grunig J., & Grunig, L. (1995) Manager’s guide to excellence in public relations and  

communication management. Mahwah, New Jersey: Lawrence Erlbaum Associates. 

 

Duncan, T., & Caywood, C. (1996) The concept, process, and evolution of integrated marketing  

communication. In E. Thorson, & J. Moore (Eds.) Integrated marketing communication: 

the synergy of persuasive voices. (pp.13-34). Mahwah, New Jersey: Lawrence Erlbaum 

Associates.  

 

Duncan, T., & Moriarty, S.E. (1998). A communication based marketing model for managing  

relationships. Journal of Marketing, 62, 1-13. 

 

Evatt, S., & Lee, D. S. (2005). An empirical comparison of the predictors of excellence in public  

relations. Corporate reputation review, 8(1), 31-43. 

 

Freeman, R. E. (1984). Strategic management: A stakeholder approach. Mansfield: Pittman  

Publishing, Inc. 

 

Gardiner, A. (2010, August 11). Schools find football spurs buzz, growth. USA Today. 

 

Gower, K. K. (2006). Public relations research at the cross-roads. Journal of Public Relations 

Research, 18, 177–19  

 

Greenwood, C.A. (2010). Evolutionary theory: the missing link for conceptualizing public  

 relations. Journal of Public Relations Research, 22(4), 456-476. 

 

Gronstedt, A. (1996). Integrating marketing communications and public relations: a stakeholder  

relations model. In E. Thorson, & J. Moore (Eds.). Integrated marketing communication: 

synergy of persuasive voices. Mahwah, New Jersey: Lawrence Erlbaum Associates.  

 

Grunig, J.E., & Grunig, L.A. (1992). Models of public relations and communication. In J.E.  

Grunig (Ed.) Excellence in public relations and communication managements (pp.285-

326). Hillsdale, NJ: Lawrence Erlbaum Associates.  

 

Grunig, L.A., Grunig, J.E., & Dozier, D.M. (2002). Excellent public relations and effective  

organizations. Mahwah, New Jersey: Lawrence Erlbaum Associates. 

 



   
 

70 
 

Grunig, L.A., Grunig, J.E., & Ehling, W.P. (1992). What is an effective organization? In J.E.  

Grunig (Ed.). Excellence in public relations and communication management (pp.65-90).  

 Hillsdale, New Jersey: Lawrence Erlbaum Associates. 

 

Hallahan, K. (1996). Product publicity: an orphan of marketing research. In E. Thorson, & J.  

Moore (Eds.). Integrated marketing communication: synergy of persuasive voices. 

Mahwah, New Jersey: Lawrence Erlbaum Associates. 

 

Hallahan, K. (2007). Integrated communication. In E. Toth (Ed.) The future of excellence in  

public relations and communication management: challenges for the next generation 

(pp.299-336). Mahwah, New Jersey: Lawrence Erlbaum Associates. 

 

Heddings, Jessica. (2010, April 12). Football financially on track. The Vanguard. Retrieved from  

http://www.usavanguard.com/football-financially-on-track-1.1315394  

 

Hicks, T. (2010). Kickoff: The story of the University of South Alabama’s inaugural football  

season. Mobile, Alabama: University of South Alabama Athletics. 

 

Hunt, T. & Grunig, J.E. (1984). Managing public relations. New York: Holt, Rinehart &  

Winston.  

 

Joey Jones named first football coach at South Alabama. (2008, February 15). The Official  

Athletic Site of The University of South Alabama. Retrieved from 

http://www.usajaguars.com/ViewArticle.dbml?DB_OEM_ID=8300&ATCLID=1390076 

 

Kliatchko, J. (2008). Revisiting the imc construct: a revised definition and four pillars.  

International Journal of Advertising, 27(1), pp.133-160.  

 

Kuriloff, A. (2009, December 3). Hofstra university cancels football, cites costs. Retrieved from  

http://www.bloomberg.com.au/apps/news?pid=20601079&sid=avD.AeiNsbRs 

 

National Collegiate Athletic Association. (2010). 2009 NCAA division I FBS conference  

attendance. Retrieved from 

http://web1.ncaa.org/web_files/stats/football_records/Attendance/2009.pdf  

 

Our View [Editorial]. (2009, November 23). The Vanguard. Retrieved from  

http://www.usavanguard.com/our-view-1.944089 

 

Quick Facts. (2010) The University of South Alabama Office of Public Relations. Retrieved from  

http://www.southalabama.edu/publicrelations/quickfacts.pdf 

 

Schultz, D.E., Tannenbaum, S.I., & Lauterborn, R.F. (1993). Integrated marketing  

communications. Chicago, Illinois: NTC Publishing Group. 

 



   
 

71 
 

South Alabama Jaguars 2011 Baseball Media Guide. (2011). University of South Alabama 

 Athletic Media Relations. Retrieved from http://www.youblisher.com/p/104297-2011-

 South-Alabama-Baseball-Media-Guide/ 

   

Starks, H. & Brown Trinidad, S. (2007). Choose your method: A comparison of phenomenology,  

discourse analysis, and grounded theory. Qualitative health research, 17(10), 1372-1380. 

 

Strauss, A. & Corbin, J. (1998). Basics of qualitative research: Techniques and procedures for  

developing grounded theory. Thousand Oaks, California: Sage.  

 

Sun Belt History. (2010). Sun Belt Conference. Retrieved from 

 http://www.sunbeltsports.org/ViewArticle.dbml?DB_OEM_ID=4100&ATCLID=204954

 120 

 

Thorson, E. & Moore, J. (Ed.). (1996). Integrated marketing communication: synergy of  

persuasive voices. Mahwah, New Jersey: Lawrence Erlbaum Associates.  

 

Tucker, I.B. (2004) A reexamination of the effect of big-time football and basketball success on  

graduation rates and alumni giving rates. Economics of Education Review (23).  

 

University of South Alabama. (2007a). Due diligence report to the University of South Alabama 

 Board of Trustees on NCAA-sanctioned football at USA. Mobile, AL: University of South 

 Alabama Office of Public Relations. 

 

University of South Alabama. (2007b). Fact sheet. Retrieved from  

http://www.southalabama.edu/footballproposal/usafootballfactsheet.pdf 

 

University of South Alabama. (2011a). South Alabama Athletics Organizational Structure.  

Mobile, AL: University of South Alabama.  

 

University of South Alabama. (2011b). Staff Directory. Retrieved from  

http://www.usajaguars.com/staff.aspx?tab=staffdirectory 

 

Yin, Robert K. (2009). Case study research design and methods fourth edition. Thousand Oaks,  

 California: SAGE, Inc.  

 

Zerfass, A. & Huck, S. (2005). Innovation, communication, and leadership: new developments in 

 strategic communication. International Journal of Strategic Communication, 1(2), 107-

 122.



   
 

72 
 

APPENDIX A 

Letter of understanding with USA 



   
 

73 
 

 



   
 

74 
 

APPENDIX B 

IRB Approval 

 



   
 

75 
 



   
 

76 
 

APPENDIX C  

Sample of recruitment e-mail invitation 

Dear [recipient],  

I am a graduate student with the University of Alabama and I am conducting a case study of the 

South Alabama football launch from December 2007 through the end of the first season in 2009. 

The point of my study is to look at the communications activities of a football launch, how such 

departments are organized, what communicative tools are used and which prevalent theory of 

communications is most reflected through USA's efforts.  

I have been working with Keith Ayers and Brian Fremund directly over the course of the past 

two years to gather lit review material and arrange interviews.  

All I am asking is for approximately an hour of your time for an interview, to ask questions 

pertinent to USA football communications activities. I am asking for an hour, though I do not 

expect the interview will last that long, because I do not want to keep you from your work for 

any more time than necessary.  

I am attaching a digital copy of the informed consent document for you to review. In that 

document, you will find more details about what I am asking, and your rights as a participant. If 

you agree to be interviewed, I will bring a hard copy of the document for each of to sign, and you 

will be given a copy to keep for your records.  

I am available to meet any time at your convenience.  

If you have any questions for me, feel free to e-mail me anytime, or call me at 251-510-1514. 

Thank you for your time, and I look forward to hearing from you.  

Sincerely,  

 

John Esfeller 
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APPENDIX D 

Sample of informed consent form 

UNIVERSITY OF ALABAMA 
HUMAN RESEARCH PROTECTION PROGRAM 

 
Informed Consent for a Non-Medical Study  

 
 
Study title: Communications management in athletics and the excellence theory: A case study of 

the University of South Alabama football program.  

 

Investigator‟s Name, Position, Faculty or Student Status 

You are being asked to take part in a research study. The title of this study is Communications 

management in athletics and the excellence theory: A case study of the University of South 

Alabama football program. The study is being done by John Esfeller, a graduate student at the 

University of Alabama. Mr. Esfeller is being supervised by Associate Professor Lance Kinney of 

the Department of Advertising and Public Relations, University of Alabama.  

 

What is this study about? What is the investigator trying to learn?  

The specific aims of this study are as follows:  

 Provide a description of how football communications are conducted during the launch 

of a new program.  

 Describe the role that communications plays in the development and overall strategy of 

the program.  

 Describe the roles and duties of associated personnel that are associated with the 

football program’s communications efforts.  

 Examine which of two prevalent theories of communications are most reflected in the 

organization, development, and execution of communications.  

 

Why is this study important or useful?  

This study is valuable because a football launch is an area of communications practice that has 

not been examined academically, so this is a unique opportunity. This study will simultaneously 

serve as an audit of football communications relevant to the program‟s launch and inaugural 

season, and provide some perspective to other universities which already have a football program  

or are in the process of launching a similar venture. This is also a benchmark study that future 

researchers of either of the theories being examined in this study or college athletics 

communications administrators can look to or revisit at a later date.
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Why have I been asked to be in this study? 
You have been asked to be in this study because your name appears in the organizational 

flowchart of the University of South Alabama athletics department and you are listed as having 

oversight directly or indirectly over the football program‟s communications activities.  

 

How many people will be in this study? 

Approximately five people will be included in this study that have been identified as having a 

role with the football program, and if any additional personnel are identified as having a role 

with the program, they may also be asked to participate. 

 

What will I be asked to do in this study? 

You are being asked to participate in an interview. You will be given an opportunity to review 

the transcripts and descriptions of the data to ensure that the researcher has presented your point 

of view accurately. You may also be asked for additional information at a later date to clarify 

points of data gathered in the initial interview. To ensure accuracy, I would like to record our 

interview.  I will use the recording to make a printed transcription of the interview.  However, if 

you do not wish to be recorded, we can still proceed with the interview and I will take detailed 

handwritten notes. 

 

How much time will I spend being in this study? 

The initial interview is scheduled to last no more than one hour.  It is understood that a great deal 

of work goes into your work and that your time is valuable. If you choose to review the 

researcher‟s data once it has been transcribed and written out, then you are free to look over the 

information at your convenience. Any need for additional information to clarify points of data 

will be held until all possible questions are determined, in order to minimize the number of 

requests, and the time needed to supply such information. Any additional requests for 

information will be intended to take approximately 15 to 30 minutes, maximum.  

 

Will being in this study cost me anything?  

The only cost of participating in this study will be your time.  

 

Will I be compensated for being in this study? 

You will not be compensated for being in this study.   

 

What are the risks (dangers or harms) to me if I am in this study? 

The researcher anticipates no psychological, physical, legal or economic risks for research 

participants.  The interview questions only pertain to the organization, strategy, development and 

implementation of football communications related to the program‟s launch. The chief risks are 

that anonymity cannot be guaranteed because South Alabama is the only organization being 

studied and such a small sample of personnel is being taken. However, to minimize this risk, 

your name can be removed and you can be referred to by title only.  

 

What are the benefits that may happen if I am in this study? 

There are no direct personal benefits to participating in this study.  

 

What are the benefits to science or society? 
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This study will help researchers of communications theory identify new areas of research. 

Additionally, this study will help other football program launches around the nation to acquire an 

additional perspective relative to their own launch, or to give ideas to established programs 

looking for innovative ways to conduct communication activities.  

 

How will my privacy be protected? 

Privacy cannot be assured in this study. However, you will be allowed to choose where you are 

interviewed. Additionally, you do not have to answer any questions that you do not want to 

answer, and you will be free to withdraw your participation at any time.  

 

How will my confidentiality be protected? 

Your confidentiality in this study cannot be assured. The interview transcripts be stored as  

appendices to the thesis document, and stored digitally on a non-networked PC to prevent 

unauthorized access to the material. The data will be disclosed in the thesis document. The 

people that will have access to this document are the principle investigator, thesis committee, 

University of Alabama graduate school, and informants who have participated in this research. If 

the results of this study are published, then the university will only be referred to as a “mid-size 

public university in the southeastern United States,” and informants for this study will not be 

referred to by their personal names.   

 

What are the alternatives to being in this study? Do I have other choices?  

The alternative to being in this study is not to participate. 

 

What are my rights as a participant in this study? 

Taking part in this study is voluntary.  It is your free choice. You can refuse to be in it at all. If 

you start the study, you can stop at any time.  There will be no effect on your relations with the 

University of Alabama. 

 

The University of Alabama Institutional Review Board (“the IRB”) is the committee that 

protects the rights of people in research studies. The IRB may review study records from time to 

time to be sure that people in research studies are being treated fairly and that the study is being 

carried out as planned.  

 

Who do I call if I have questions or problems? 

If you have questions about the study right now, please ask them. If you have questions, 

concerns, or complaints about the study later on, please call John Esfeller at 251-510-1514, or 

Associate Professor Lance Kinney at 205-348-7706.  

 

If you have questions about your rights as a person in a research study, call Ms. Tanta Myles, the 

Research Compliance Officer of the University of Alabama, at 205-348-8461 or toll-free at 1-

877-820-3066. 

 

You may also ask questions, make suggestions, or file complaints and concerns through the IRB 

Outreach website at http://osp.ua.edu/site/PRCO_Welcome.html  or email us at 

participantoutreach@bama.ua.edu.  
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After you participate, you are encouraged to complete the online survey for research participants  

the outreach website  or you may ask the investigator for a copy of it and mail it to the University 

Office for Research Compliance, Box 870127, 358 Rose Administration Building, Tuscaloosa, 

AL 35487-0127.   

 

I have read this consent form. I have had a chance to ask questions. I agree to take part in this 

research.  I received a copy of this consent form to keep. 

 

 

_____Yes, I, the research participant, give consent to be recorded during the interview.  

_____No, I, the research participant, do not give consent to be recorded during the interview.  

 

 

____________________________________________________________   _______________ 

Signature of Research Participant         Date 

 

 

_____________________________________________________________  _______________ 

Signature of Investigator         Date 
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APPENDIX E 

Schedule of questions for top communicator of football communications 

1. What is your name, and working title here at the University of South Alabama?  

2. Would you consider yourself the top communicator for the football program? (RQ2, 

RQ3) 

3. How long have you been with South Alabama? Were you part of this department 

when football was added to the athletics program in December of 2007? If so, did you 

hold the same title? If not, when did you join the staff? (H1, RQ7) 

4. Do you have prior experience working with a football program? How has your 

experience at USA differed from your prior experience? (H1, H2, RQ7) 

5. Describe the duties and responsibilities of your current position. Are these the same 

as you held during the launch of the football program? (H1, H3) 

6. What technical skills would you say are required to perform your job effectively? 

Example of technical skills could be writing press releases, using specialized software 

to create documents, coordinating interviews, and so forth. (H1, H3, H5) 

7. What management skills would you say are required to perform your job effectively? 

Examples could be anything along the lines of handling a budget, hiring personnel, 

authorizing decisions, and so forth. (H1, H3, H5) 

8. Walk me through the process of developing a message. What is the strategy behind 

how you develop and frame a message? What methods do you use to get those 

messages out to your audience? (H2, RQ1, RQ5, RQ6, RQ7)
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9. How was the communications strategy for the football launch developed? Who 

developed it? Was it a collaborative effort? What circumstances influenced how you 

went about implementing this strategy? (H3, H4, RQ1, RQ5, RQ6, RQ7) 

10. How do you measure program success or financial value of your department‟s work 

to the University? Are you required to show this?  (RQ4) 

11. How much monetary value you believe PR, marketing and media relations have to the 

University. (H4, RQ4) 

12. Within the department, how would you describe the decision making? Does one 

person make the decision, and everyone fulfills the edict, or are decisions more of a 

collaborative process? (H1, H3, RQ7) 

13. Who do you report to either directly, or indirectly? Are they also the ones that review 

and approve your work product? (H3, RQ7) 

14. Can you make decisions independently, or is there a process that has to be followed 

before making any decision? Are there certain activities that require clearance and 

others that do not? Please describe. (H3, RQ6) 

15. Do you feel as though the public and/or media relations department has a role in the 

strategic planning of the football program? Why? (H3) 

16. How much support do you believe the communications departments get from the 

school‟s administration? Athletics administration? (H3, RQ6) 

17. Do you feel as though marketing or public relations activities receive more financial 

support from decision makers, or are they about the same? (H3) 
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18. What do you think the school administration‟s views and concepts of 

communications activities are and what they expect of you and your department? 

(H3,H4, RQ7) 

19. If you were the top-level decision maker, is there anything you would change about 

the way things are managed, or the direction of the organization‟s mission? (H3) 

20. What is your highest completed level of education? What was your field of study? 

(H1) 

21. If I need to follow up with you to clarify anything you have shared with me, or to get 

additional information, may I have permission to contact you?
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APPENDIX F 

Schedule of questions for employees of football communications 

1. What is your name, and working title here at the University of South Alabama?  

2. How long have you been with South Alabama? Were you part of this department 

when football was added to the athletics program in December of 2007? If so, did you 

hold the same title? If not, when did you join the staff? (RQ7) 

3. Do you have prior experience working with a football program? How has your 

experience at USA differed from your prior experience? (H2, RQ7) 

4. Describe the duties and responsibilities of your position. (H2) 

5. What technical skills would you say are required to perform your job effectively? 

Examples of technical skills could be writing press releases, using specialized 

software to create documents, coordinating interviews, and so forth. (H2, H5) 

6. What management skills would you say are required to perform your job effectively? 

Examples could be anything along the lines of handling a budget, hiring personnel, 

authorizing decisions, and so forth. (H2, H5) 

7. Who do you report to either directly, or indirectly? Are they also the ones that review 

and approve your work product? (H3) 

8. Within the department, how would you describe the decision making? Does one 

person make the decision, and everyone fulfills the edict, or are decisions more of a 

collaborative process? (H3)
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9. Can you make decisions independently, or is there a process that has to be followed 

before making any decision? Are there certain activities that require clearance and 

others that do not? Please describe. (H3, RQ6) 

10. Do you think the public and/or media relations department has a role in the strategic 

planning of the football program? If no, why? (H3) 

11. How was the communications strategy for the football launch developed? Who 

developed it? Was it a collaborative effort? What circumstances influenced how you 

went about implementing this strategy? (H3, H4, RQ1, RQ5, RQ6, RQ7) 

12. What do you think the school administration‟s views and concepts of 

communications activities are, and what they expect of you and your department? 

(H3, H4, RQ7) 

13. Describe how much monetary value you believe PR, marketing and media relations 

have to the University. (H4, RQ4) 

14.  If you were the top level decision maker, is there anything you would change about 

the way things are managed, or the direction of the organization‟s mission? (H3) 

15. What is your highest completed level of education? What was your field of study? 

(H2) 

16. If I need to follow up with you to clarify anything you have shared with me, or to get 

additional information, may I have permission to contact you? 
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APPENDIX G 

Schedule of Questions for member of dominant coalition 

1. What is your name, and title here at the University of South Alabama?  

2. Describe the role that communications plays in the overall direction of the 

University‟s development, or even in day-to-day management. (H3, H4, RQ1, RQ7) 

3. Does the public relations, media relations, and marketing function have a role in the 

overall strategic planning of the University? Describe their role in the process.  If not, 

then explain why not. (H2, H3, H4, RQ1, RQ7) 

4. Do the senior communications personnel report directly to you? If not, who do they 

report to? (H3, H5, RQ7) 

5. Describe the level of support given to communications activities. This could be 

relative to budget, decision making, and so on. (H3, H4, RQ7) 

6. In your own words, how do you perceive what the communications departments are, 

and what their role and contribution should be to the University. What is the purpose 

of communications? (H3, H4, H5, RQ7) 

7. If possible, could you assign a value to the communications activities of USA in 

terms of cost-benefit ratio. (RQ4, RQ7) 

8. Who would you identify as the top communicator for South Alabama? What about 

the top communicator for the football program? Why? (RQ2, RQ7)
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9. Describe the expectations that you have for your top communicator. How much 

accountability does that person have? What routine duties do you expect of your top 

communicator(s)? (H1, H3, H4, H5, RQ1, RQ6, RQ7) 

10. Does your top communicator have any input into strategic planning for the 

University? If so, describe their level of input.(H1, H3, RQ1, RQ7) 

11. Would you describe your top communicator as having an advisory role to you? (H1, 

H3, RQ1, RQ7) 

12. What is your highest completed level of education? What was your field of study? 

(H4) 

13. If I need to follow up with you to clarify anything you have shared with me, or to get 

additional information, may I have permission to contact you? 
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APPENDIX H 

Sample pages of transcript with researcher labels and notes 

Note to reader: The interviews were broken down and labeled for qualities and characteristics of 

football communications. Interviews were coded in the order they were conducted. After all 

interviews were labeled, coded, and categorized – the interviews were reviewed again to 

establish links between the data and allowing the description to evolve from the data that was 

collected. Bolded portions are interviewer questions, standard format is respondent‟s answer, 

and italicized portions are research memos and code notes that illustrate the researcher‟s 

interpretations of answers. Some memos and code notes were transcribed from handwritten notes 

for the purposes of readability.  

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

Brian Fremund, assistant athletic director of media relations.  

 

Memo: Brian holds a title that is directly underneath the director of public relations, and only 

indirectly reports to the athletic director. Director of PR is a senior administrator of the entire 

school, and one rank under the university president (8/17/11).  
 

How long have you been with South Alabama?  

Since the first week of August 2008.  

 

Memo: This was just over seven months after football was officially added to the school 

(8/17/11).  
 

Code note: None of the new staff was brought in until the late summer, early fall of 2008 and 

later. The new athletic director was not brought in until just before the inaugural season in 

the summer of 2009. It’s outside the scope of this study, but could indicate that a the 

reorganization occurred prior to the departure of the former AD, although the new hires 

seemed to have occurred in waves. First, new media relations assistant AD, then new 

marketing wing is created and manned with associate AD, and finally a new AD took the reins 

of the program before football kicked off.  Regardless of the order of hiring, the 

communications staff was expanded, overhauled, reimagined (9/6/11). 
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Were you part of this department when football was added? If so, did you hold the same 

title?  

No, I was at another school in the [Sun Belt Conference] when the announcement was made, and 

then [the University of South Alabama] decided to do some reshuffling of their staff on their end 

and I had no input on it [“departmental reorganization”].  

 

Memo: Based on what Brian has said here, it seems that USA completely reorganized the 

staff, and had agreed upon a new structural organization prior to his arrival. That input into 

such a decision could have only come from the original committee that planned out the 

football launch (8/17/11). 

 

Memo: Based on the new staff hires immediately preceding the kickoff of the first season, 

USA obviously wanted plenty of experience. Each new staff member came in with at least 10 

years of experience in their respective fields, and none of them held less than a bachelor’s 

degree (9/6/11).    

 

They made decisions, and the position opened up and I applied for it, and that‟s how I ended up 

down here [“departmental reorganization”].  

 

Memo: Apparently, USA posted the job and sought applicants to take over. Considering that 

Brian was not the only new person brought in from outside the school’s existing structure, the 

department was expanded in addition to being reorganized (8/17/11).  

 

But prior to football [at USA] I can tell you, it was not an assistant athletic director position 

[“departmental expansion”].  

 

Memo: It appears that additional staff had to be taken on, and given some administrative and 

management responsibilities. I need to go back to the Carr Sports Report on USA football and 

the USA football committee’s compliance report, and see if this was something suggested by 

either report, or a decision that was made following the approval of adding football. Thinking 

back to the review of literature, this could be construed as a type of empowerment for the 

communications function. Either way, it stands to reason that by adding staff and assigning 

an increased amount of administrative and management responsibilities, USA demonstrated a 

sense of importance or commitment to communicating their new athletic expansion (8/17/11).  

 

Memo: The Carr sports report did suggest adding additional personnel to handle football 

operations and communications, if the university chose to add the sport. The 2007 compliance 

report also reiterated the need for more staff. It would seem that USA may have kept the 

original viability study in mind before establishing how they would reorganize sports 

communications (9/6/11).  

 

It was just like media relations director of sports information, or whatever the terminology was at 

that time. There was no assistant AD title to go with it [“expansion of communications staff”].  

 

Memo: Brian mentions specifically that his position would have carried a lower rank relative 

to the old athletics management and communication structure (8/17/11).  
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 Describe your prior experience working with football.  

I had nine years at Western Kentucky working with their football program [“direct past 

experience”].  

 

Memo: It seems Brian was added to manage the football team’s media relations specifically, in 

addition to helping out with other sports in the offseason. Based on earlier comments by 

Brian, it would seem that USA may have sought someone that knew how to manage and 

communicate relative to a football program. Brian has also already worked through a football 

program’s transition from FCS to FBS, and here he is again, seeing a program through a 

major transition. The principle difference being that USA is going from non-existence, to 

NCAA certification, to FCS play and ultimately to the FBS beginning in 2013 (8/17/11).  

 

Memo: Brian had close to a decade of experience, and the associate AD for marketing had 

over a decade of experience, and the new athletic director had over a decade of experience. 

Extensive experience would appear to be something that was sought, in addition to being 

highly educated, as each of the new staff members with responsibilities to overseeing and 

developing football hold, at minimum, bachelor’s degrees with direct relevance to their current 

positions (9/6/11).  

 

That was my main responsibility there when I was hired as an assistant, and I continued to do it 

and work with men‟s basketball when I was promoted at the beginning of my fourth year there 

[“indirect non-football experience”]. 

 

Memo: Brian mentioned earlier that the tasks of his job are the same regardless of the sport, 

and he has worked, and continues to work with sports aside from football (8/17/11).   

 

I think one of the things that helped down here was when I was at Western Kentucky we had 

announced that we were making the transition from 1-AA, or what is now called the Football 

Championship Subdivision to the Football Bowl Subdivision, 1-A, which is the transition that 

South Alabama is making now. I‟ve sort of been down this road before already.  

 [“direct past experience”]. 

 

Memo: This statement reiterates the fact that he oversaw a transition, and that the transition 

was similar to USA’s (8/17/11).   
 

 

How has your experience at USA differed from prior football experience?  

The experience has differed because, I think that at the end of the day our job responsibilities are 

the same, regardless of what school you‟re at or what particular sports programs you work with 

at that school, so I don‟t know that it has necessarily changed, but a noticeable difference is that 

from football, because of the geography, is the level of interest in football down here versus the 

football at Western Kentucky. Up there basketball was the king sport. So there wasn‟t a lot of 

attention paid and not necessarily a ton of requests to come up to our press box and watch games 

[“same duties for each sport”, “regional relevance of football”].  
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Memo: Of particular interest in this statement is the note of how the audience and the relative 

sports culture of an area plays into communication. It seems as though working in 

communications for a football team in one state versus another is not much different, but how 

those communications are received is weighted by who you are transmitting those messages to. 

You could say that the culture of the Deep South lends itself to having more of an interest in 

football than other sports. Considering the fanfare and incredible interest in Southeastern 

Conference football, which is backed up by attendance figures in the hundreds of thousands 

and enormous television ratings, the Mobile area is a crossroads in between several major 

football programs, Alabama, LSU, and Auburn in the SEC and Florida State of the ACC. This 

appears to be an indication that the Mobile/Gulf Coast region is predisposed to liking football, 

whereas in an area like Kentucky, basketball has much more relevance and fan interest. The 

notion of sports preferences by region is a topic outside the scope of this study, but the idea 

that the audience might play a factor in how football is presented and communicated is 

something worth considering relative to communications management.  

 

Memo/Code note: As it turns out, the novelty of football and general enthusiasm surrounding 

the Gulf Coast had no bearing on the organizational structure, role, or execution of 

communications strategies for USA. The novelty and interest in the sport has an effect on the 

themes and messages or USA football communications, but no effect beyond that, according to 

a follow up answer from the director of public relations. Keith Ayers further indicated that 

whether or not USA had won its earliest games, the school was going to communicate the 

sport exactly the way they did it. This indicates that USA and its competition committee had to 

have come to a general agreement on the communications strategy prior to launch. 

Fortunately, circumstances on and off the field of play worked in USA’s favor and were 

indicated to have a positive effect on the reception of those messages. This is probably outside 

the scope of this study, but the culture of fan bases surrounding various sports and its effect 

on how athletic programs are communicated to them could be something to consider for a 

future researcher. (9/12/11) 
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APPENDIX I 

 

Sample of theoretical memos 

 

Note to reader: After the first three interviews, theoretical memos began to be written out and 

developed because enough information emerged from the data to proceed. The following sample 

memos were adapted from the principal investigator‟s handwritten notes, which were originally 

drawn out spatially to illustrate the reporting links and overlaps between technical duties of staff 

members and their respective divisions of football communications. The following samples 

reflect significant points in the development the description as the process progressed. 

 

20 August 2011 

 

Theory Memo: Thus far, the assistant athletic director of media relations, associate athletic 

director of marketing, and assistant director of marketing have offered their input on describing 

football communications. In terms of function, marketing and media relations definitely have 

distinct responsibilities relative to communicating football. As far as technical duties, marketing 

and media relations have very little, if any overlap at all. Media relations appears as though its 

role is exclusively that of a press agent or journalist in residence. Their role is to generate stories, 

promote sports through media coverage, act a liaison between USA and the media and Sun Belt 

Conference office (ex: arranging interviews, pitching stories, nominating players for awards, 

etc…), and tracking and archiving statistics. There was also no indication of two-way 

communications from media relations, which furthers the notion of a journalist in residence. 

Marketing, on the other hand, seems to have a much more involved role in the actual packaging 

and promotion of the team. They are responsible for advertising, branding, and distributing 

promotional materials (ex: yard signs, giveaways, pocket schedules, etc…), and report more 

implementation of two-way communications. It also seems that media relations might have more 

of support role to marketing than marketing does to media relations. The measurement of success 

is also interesting, because media relations mostly looks at page views and newspaper coverage, 

while marketing uses sales figures through ticket sales and attendance, and the distribution of 

promotional materials. Additionally, all three informants have reported a collaborative decision 

making process, communications has a role in strategic planning, and identify Keith Ayers as 

possibly being the top communicator. I suspect that the director of PR will be the one to 

determine whether PR or marketing and sales activities carry more weight with respect to USA‟s 

football goals.  

 

26 August 2011 

 

Theory Memo: After speaking with the assistant director of media relations, he provided 

information that echoes that of the first three interviews. The roles of the divisions of marketing 

and media relations and their functions are clear. Media relations technical duties consist of 



   
 

93 
 

writing stories, pitching stories to the media, acting as a liaison between USA and their 

conference and the media, and managing the athletics Web site. Marketing spends their efforts 

on advertising, promotions, and branding, and the technical functions associated with them. 

Media relations almost exclusively communicate one-way, while marketing seems reports more 

two-way elements of communication in their messages and message development. As of now, 

the measurement of communications success for football seems to be more weighted on sales in 

the form of tickets, game attendance, and school enrollment. Moving forward, the final two 

interviews with the director of PR and athletic director will have to provide the evidence needed 

to make determinations about the overriding goals of communicating football. So far, all that is 

obvious is that the decision making process is collaborative, Keith Ayers is the top 

communicator, the staff hold a tremendous amount of respect for Ayers‟ knowledge and skill, 

and that the actual management and structure of football communications are reflective of ET. 

As for the goals of communications, that remains unclear, and should become clear once the 

director of PR and athletic director weigh in, as they have more oversight of the big picture 

management and strategic planning of football. 

 

29 August 2011 

 

Theory Memo:  The director of PR and athletic director were interviewed on the same day, due 

to availability. Taken together, their input into this study has disproven any pretense of ET being 

reflected in the goals or strategy of football communications. After speaking with these two 

figures at USA, it is apparent that sales, increasing enrollment, and using football to further 

develop the university are the biggest factors cited in terms of measuring success. The 

management structure of USA is very reflective of ET. There is a single top communicator who 

has access to the most senior leader and decision maker of the school, and has the knowledge and 

skills to do their job and recognize the need for different types of communications. There is a 

collaborative decision making process among the staff, and the communications functions as a 

whole are under the authority of a central office of public relations, which is a “PR” office if the 

title is taken literally, even though the director of PR reports that it is a general catch-all term. 

Therefore, USA‟s football communications are managed under guidelines and principles that 

would reflect ET. However, the actual goals and objectives of football communications are 

centered around sales and branding, instead of building relationships with publics. The most 

commonly cited metric of measuring communications success was by looking at ticket sales 

figures, actual attendance of games, and taking note of increased enrollment. Altogether, USA‟s 

football communications are managed under principles reflective of ET, but the goals of the 

program are sales oriented, and ultimately, everything USA does is centered around creating a 

sales environment to solidify financial stability of USA and its football program, making football 

communications more reflective of IMC. 
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APPENDIX J 

 

Transcript Memo 

 

Re: Assistant Athletic Director Interview 

 

Interview date and time: 2:00 pm, Wednesday August 17, 2011 

Interview location: University of South Alabama  

Informant description: Assistant Athletic Director of Athletic Media Relations Brian Fremund 

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

Brian Fremund, assistant athletic director of media relations.  

 

How long have you been with South Alabama?  

Since the first week of August 2008.  

 

Were you part of this department when football was added? If so, did you hold the same 

title?  

No, I was at another school in the [Sun Belt Conference] when the announcement was made, and 

then [the University of South Alabama] decided to do some reshuffling of their staff on their end 

and I had no input on it. They made decisions, and the position opened up and I applied for it, 

and that‟s how I ended up down here. But prior to football [at USA] I can tell you, it was not an 

assistant athletic director position. It was just like media relations director of sports information, 

or whatever the terminology was at that time. There was no assistant AD title to go with it.  

 

Describe your prior experience working with football.  

I had nine years at Western Kentucky working with their football program. That was my main 

responsibility there when I was hired as an assistant, and I continued to do it and work with 

men‟s basketball when I was promoted at the beginning of my fourth year there. I think one of 

the things that helped down here was when I was at Western Kentucky we had announced that 

we were making the transition from 1-AA, or what is now called the Football Championship 

Subdivision to the Football Bowl Subdivision, 1-A, which is the transition that South Alabama is 

making now. I‟ve sort of been down this road before already.  

 

How has your experience at USA differed from prior football experience?  

The experience has differed because, I think that at the end of the day our job responsibilities are 

the same, regardless of what school you‟re at or what particular sports programs you work with 

at that school, so I don‟t know that it has necessarily changed, but a noticeable difference is that 

from football, because of the geography, is the level of interest in football down here versus the
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football at Western Kentucky. Up there basketball was the king sport. So there wasn‟t a lot of 

attention paid and not necessarily a ton of requests to come up to our press box and watch games. 

Versus here [at USA], I think we‟re building to that point where there we will have people that 

will come here in the next few years that never would have come to Western Kentucky while I 

was there. They may do it now since they‟ve made the move and we‟re both going to be on the 

same level, but at that lower level you can kind of tell the difference between the media attention 

that you get.  

 

Describe the duties and responsibilities of your position at USA and has anything you do 

changed since the program launched.  

The overview of the position is that we‟re here to publicize and promote our 17 sport programs 

and all our student-athletes, coaches and other administrators in the department. That‟s working 

with newspaper, television, radio [are] the outlets that we‟re trying to promote them to, and 

generate coverage through. More specific, it‟s out office that essentially runs USAJaguars.com, 

the official athletic site for the school. We‟ve got publication responsibilities with media guides 

that we need to write, and in some cases layout and design. We‟ve got to do reporting to the 

conference offices during the course of the year when a sport is in season. It‟s our office that 

nominates kids for any national or league academic or athletic award, be it player of the week, or 

all academic team or all American. It‟s our job to make sure that stuff is done right and they‟re 

given full consideration for those awards, whether they earn it or not. Off the top of my head, 

that is a lot of what we do.  

 

Is football the only sport you are responsible for, or do you work directly with other 

sports? 

I do have oversight of all 17 sports, but that‟s where I rely on my staff. They do for their sports, 

what I do for football, and then I just communicate with them to make sure „have we talked to 

this media outlet this week?‟ or „have we given them this story idea?‟ and what I am is like a 

sounding board for my assistants to [ask] „how can we do this?‟ or give them ideas of how to 

better promote their program and try and get them out there because it‟s easier to promote 

football when everyone wants to read and see about it, and you get to some of the Olympic 

sports and it‟s not [as easy to promote], and that‟s why the Web site is so important because 

essentially we feel like it‟s our own newspaper. We try and take advantage of it. There‟s no limit 

on the space, so we feel we can tell our story better than anyone can and we try use that as a 

vehicle for promotion. That‟s a big thing across the board in collegiate athletics, here in the last 

four or five years.  

 

Are any of the assistant directly responsible for football? 

They all have their own sports. One person is designated as my secondary football contact, and is 

out with me at pretty much every practice. If I‟m in a meeting, I can send him to football to help 

get something done. But, game day on Saturday in the press box, the Monday press luncheons 

we have where we put coach and a couple of players in front of the media on an off day – 

everyone on staff is on board.  

 

What technical skills are required to perform your job?  

You got to have basic computer skills. We do a lot of stuff in [Microsoft] Word, stuff in [Adobe] 

InDesign, stuff in [Adobe] Photoshop working with pictures, be it sizing, cropping, playing with 
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the actual look of the picture. There are stat programs that we have to know how to use because 

at the end of that day statistics are one of the historical records that our office is responsible for, 

and that‟s a company that has its own specialized software, and we need to know what we need 

to do for each sport. We don‟t have to know a lot of [HTML] code, it‟s more of a system where 

we use a lot of drop down windows and things like that to add things to the site – stories, player 

pictures, or biographies. [Updating the Web site] is a pretty easy, automated system so to speak, 

but you got to know how to work your way through it to get on the site what you need up there.    

 

What management skills are required to perform your job?  

For this office, any decision that needs to be made, I have the final say on it, regardless of the 

number of publication we‟re going to print, when stories are assigned, when they go up on the 

Web, when things are due for game programs. Anything that needs a definitive answer comes 

from here. We‟re fortunate at this school that there isn‟t necessarily a hard budget for our office. 

Now I don‟t go spending money freely. I try and make sure that everything we do is absolutely 

necessary, but being a function of [the office of] public relations and not the athletic department, 

that situation is a little bit different. I don‟t have a hard number that I‟m over or under, and that 

tells a story. My direction is to do what needs to be done to get the job done.  

 

What is the strategy of developing a message and getting it out to the public?  

If a message is related to the actual program in terms of something like game day or it‟s 

information – good examples are schedules in football. People always wondered how we 

determined who we were going to play and how the system work, and I ended up just writing our 

own story on it. I talked to our athletic director and our assistant AD who is responsible for 

scheduling and [Head Football] Coach [Joey] Jones, and put the story up there. Now [the public] 

understand exactly what‟s going on, what‟s going to happen, how it happened. That type of 

situation, we determined internally what we were trying to educate the public on, and then we do 

it. When you‟re talking about within the framework of a program, message might not be the right 

word, but it‟s either using questionnaires [the players] filled out, or talking to position coaches, 

or Coach Jones, or just what you see on the practice to be able to tell our newspaper beat writer 

or the sports directors of the TV stations „you need to come out and do a story on this kid‟ and 

why. A lot of the times we can do that through e-mail, but a lot of the times I like to do that over 

the phone just to have the personal connection with the reporter. It‟s easier, I think, to clear up 

any questions, and do it in conversation, that to have to type back and forth all the time. I mean 

in the electronic age, a lot of people fall back on e-mails as an easy way, but I don‟t know who 

checks their e-mail and when [they do], but I know if I call them and they answer the phone, that 

they‟ve got the message. The more important I think it is, the more likely I am to be more one-

on-one with the people I‟m trying to reach.  

 

Do you consider yourself the top communicator for the football program?  
Yes and no, actually. I think it depends on how you look at it. Coach Jones could be considered 

the top communicator for the program because every time he does a speaking engagement or an 

interview, he says what they actually want everyone to know versus me setting up the interview. 

But, the more I get him interviews with magazines and talking about radio throughout the state 

and expanding beyond Mobile, [Alabama,] then yes, it‟s a pretty important role helping us get 

more people involved to try and get them on board. Because a lot of what it is we start locally 

because this is our home, but this isn‟t all that we want. We want people throughout the Gulf 
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Coast region to know, not even just Alabama. At the end of the day it‟s much like what football 

coaches have targeted for a recruiting area from New Orleans through Florida. Because we have 

kids from that area, we want fans in those areas too. So yes, at that point it‟s on me to try and 

arrange those things to help get the word out.  

 

Since the football launch, how was the communications strategy developed, and who was 

involved? 

I think it was a team effort, because our job is media relations and making sure they‟re taken care 

of, but when you consider that we‟re trying to draw interest whether it‟s through a practice report 

so people know what‟s going on, or a player feature so people feel like they need to come watch 

that student-athlete and there‟s more of a personal connection with them when they do see them 

on the field. That‟s individual, but at the end of the day, I would say that between myself and 

Keith [Ayers] and Travis [Toth], that the three of us have sort of handled, together, to spread out 

the responsibilities of communicating about South Alabama football. Travis and Keith are more 

worried about ads and marketing, per se, but it doesn‟t mean that I don‟t assist them when they 

need me to write press releases about certain events, or certain information like on game day. In 

every preview, I include two or three paragraphs about what time the gates open, where the 

shuttles run from and any promotional ideas going, if it‟s a red-out – wear a red t-shirt, or stuff 

like that, that‟s their concern, but I get that word out for them. So it‟s a team effort in that sense.  

 

How do you measure departmental success? Are you required to show this?  

I measure it in newspaper only, but that‟s only because I don‟t have the ability to tape every 

newscast at the same time, to see which sports reporter is saying what about us. So ultimately 

where I measure is in the [Mobile] Press-Register, and I do have a document that I note how 

many stories run for us, as well as for Alabama and Auburn, where they are in the paper. So we 

have a document that tracks this. It is part of our annual goal to keep measuring this stuff so we 

can see where, if anywhere, we are behind so we can address it with them.  

 

How much value do you believe communications have to USA football? 

I‟m not the man to put a number on it because I don‟t spend money on advertising with TV and 

newspaper, and that‟s just the honest truth. Keith and Travis have a better idea of basically how 

much money really goes into promoting the program. I can say that I think in general that a lot of 

people have found is that athletics, the time and commitment of athletics in general, is usually 

one of the easiest ways for potential students to learn about a school and any of the programs it 

offers. Because kids are more likely to see a game on TV and say, „University of South 

Alabama? I didn‟t know about them, and they go and research it. I think that there‟s a value in 

that we provide that you could ever put a number on. Because how many students do we get that 

way each year? I don‟t know, but I guarantee you that every year a segment of the incoming 

class is someone who learned about the University through the athletic program. Even if they‟re 

not student-athletes, just regular students.  

 

Describe the decision making process within the department.  

It depends. The less likely that there are concerns about the results, the less involved I am, in 

terms of if it‟s basic. My guys don‟t tell me who they‟re writing their feature on, they just do it, 

and that‟s their responsibility, and I‟m okay with it. That‟s between them and their coach who 

they want to highlight. So my hand in that isn‟t very big. If we are struggling to get the media to 
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come out and cover basketball, I‟ll help my basketball sports information directors reach out to 

our media and to get them on campus, and at least interview the kids and do some things leading 

into games. My involvement is determined by the situation itself. There are no hard and fast 

rules, but they do have a lot of leeway. A lot of what I do is make suggestions to them, and then 

expect them to follow through.  

 

Who do you report do directly and indirectly? Do they approve your work product?  

I report directly to Keith Ayers. I report indirectly to Dr. Joel Erdmann, athletic director. 

Ultimately, Keith is the person that submits my review to human resources. But, as a typical, 

standard athletic department, your athletic director is the boss and has the final say on 

everything, and there are times I go to him with question as it relates to when we want to make 

sure that how we‟re treating one program against another and what the perception is, and what 

we need to do so some coaches don‟t feel like they‟re left out or being short-changed.  

 

Is it typical or atypical to have a university PR office with direct oversight of a wing of the 

athletic department? 

I think it‟s atypical. There‟s always interaction between the two, but usually they are two 

separate entities. Public relations report whatever the path is on the university, and in our case, 

it‟s the president. Public relations reports to the president directly. That may not be the case at 

every university, but I do not think there are a lot of schools that still have the athletic media 

relations within the academic unit. I think our situation would be rarely seen. If you were to do 

any sort of poll across the board in collegiate athletics.  

 

Does the unusual organization of USA football communications effect the communications 

efforts in any way?  

I think it helps, because I think the thing is that we‟re very specific. We deal with the same four 

or five people at the newspaper, we deal with the sports directors at TV stations and at the radio 

stations, versus public relations who has a completely different set of contacts at the same media 

outlets, so we can attack from two different areas to get something out there.  

 

With your position as asst. AD of media relations, can you make decisions independently, 

or is there a process to follow? 

I think it depends. Could be something as simple as our system here when we want to announce 

a schedule, it‟s got to go through [the department of] facilities, and they got to clear it first before 

we can do it. We may have it written, but we can‟t put it out without their permission. Versus 

just a general schedule that we put together each week with what stories we‟re running and on 

what sports during that day, that‟s my call at the end of the day, and I assign it to the rest of my 

staff. Coaches and administrators can ask us to do something, and then we can fit it into that 

schedule, versus them looking at the schedule and telling us „you have to do this‟ or „you have to 

add that,‟ that doesn‟t happen. Again, it is dependent on what‟s being decided.  

 

Do you feel as if communications has a role in strategic planning of football?  

I think it does, because I think that with football they can only do so much without us as the 

intermediary working with the media to help get the word out about this program, and lay the 

ground work as we develop and grow. We definitely play a part in that. It‟s really that we assist 

them and the more people that know about us, and the more people that write about us and talk 
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about us, the more people will follow us in the community, then in the state, then in the region. 

That only helps them be successful. I do think that we can contribute to it without drawing up a 

play or recruiting a student-athlete.  

 

How much support do you perceive that communications gets from the administration?  
The support is good. We really don‟t have anyone telling us when we need them to do an 

interview, or anything like that, no one really gives us a hard time or beats us down. It‟s a good 

relationship we have, and not just from within the department, but with Dr. Erdmann, and 

coaches on down, but it‟s on the university side too, with the understanding that the public 

relations office is supportive of every effort that we‟re making to get the word out about South 

Alabama football. I know that if we need help with something we don‟t have that they can 

provide, they‟ll give it to us in a heartbeat.  

 

Do you feel marketing or public relations receives more financial support from 

administration?  

No, I think that if you were to look across the country, different schools place different value on 

that, and you can tell that by the size of the staff and the size of the budget. Some of it depends, 

because there are Division 1 schools with 15 sports, and there are Division 1 schools with 30 

sports. If they have the same number of people in their media relations office, you can tell who 

cares and who doesn‟t, because it‟s about if it‟s staffed properly that you can treat a program 

well from our standpoint. I think here, compared to the situation prior to my arrival, they‟ve 

made a concerted effort with media relations and marketing. Because before the announcement 

of football, I can‟t speak to the budgets because I wasn‟t here, but I can tell you manpower, this 

office had a director and one full-time assistant, and there wasn‟t even a marketing position. 

Now there are two full-time marketing people, and there are, not including the secretary, four 

full-time media relations people. That was one of those changes that they addressed when they 

decided they were going to do football in an effort to make sure that the program had a chance to 

develop, and that‟s part of why we‟re organized the way we are so we can play a role in that.  

 

What do you perceive administration‟s views and concepts of communications are, and 

what their expectations of your department?   
Admittedly, I‟m probably not sure that I really have a good answer. It‟s not like I‟ve been told 

that I have to communicate this way, or this many times with people. There‟s no real specific 

number of times or form of communication that has to be done, but I think that administratively 

it only matters that we‟re getting the job done – are we getting the word out there? Whether, 

that‟s e-mailing our own stories, getting a coach on the radio or TV to take a segment, or getting 

a story in the paper. The more of those that we have involved, the better. But we also know that 

the sum of it is out of our control because of manpower. The TV stations are cutting back, 

newspaper circulation is down because so many people are reading on the internet, that they‟ve 

been cutting staff. When they do that, it makes it harder to actually get people out here. That‟s 

where any communication we offer them from our part with information, it makes their lives 

easier. So it doesn‟t matter how we do it.  

 

If you were the top level decision maker, is there anything you would change about the 

direction of the program?  
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No. I like the way we are doing it, and the way we are growing it, and understanding that it‟s a 

process. I came in here knowing it wasn‟t going to happen overnight. But there is definitely 

interest in the area that we can take advantage of in helping and growing the football program, 

plus growing the University of South Alabama. I‟m very comfortable with how we‟ve handled 

things to this point and the road that I see in front of us.  

 

How do you gather information to develop a message? Where do you get it from?  

When you talk about what we‟re sending out and what we‟re communicating on our end, any 

numbers we get, and that‟s from tracking newspapers and what stories they‟re running and on 

what sports, watching newscasts to see which sports they‟ve come out and interviewed players 

and coaches from and what event they‟re promoting coming up for the Web site. We can track 

hits on any story, so we know what our most read stories are and we can tell what sports they are. 

I think that is a function of where most of our time is spent, but just because there is not a lot of 

media interest in an Olympic sport, doesn‟t mean that we abandon it. That‟s where we feel like 

we‟re still going to treat them as close as we can to one of these perceived bigger sports on 

campus – football, basketball, baseball. Even if the numbers don‟t say it, because we have 

enough manpower to do it, we still try and handle every program the same way, and that really 

means that there isn‟t necessarily a decision that we‟re going to write four more basketball 

stories than track stories because that‟s not how it works. Actually, what we try and do, is 

because football dictates that it‟s going to get the most [attention], because someone is at practice 

every day, be it a beat writer or one of the TV [correspondents], we have to go out there and 

make sure they get the interviews they need, doesn‟t mean we‟re not going to write about our 

own stuff. I look at our Web site, we tell them at this point of the year if a football story is up 

that day, any other sport will be posted behind it because I think most people are coming to our 

site to read about that. Not all of them, but most of them. That‟s kind of what the numbers have 

told us, and that‟s where it might influence a decision. Where it‟s placed on the Web, or when 

we try and get it out. Right now the press is for football, because it‟s the preseason going into the 

start of the year so we‟re not necessarily calling every day, our beat writer for men‟s basketball 

at the Press-Register. We‟ve given him some ideas to put in the back of his head, but we won‟t 

press that until early October when we start going into practice there and it‟s more timely. So 

some of that is based on seasons alone. Who is in action, who isn‟t and what is going on at that 

particular time.  

 

What is your highest completed level of education and field of study? 

I have a bachelor‟s degree. My majors were economics and political science, and my minor was 

sport management.  

 

May I have permission to contact you again for additional information, if needed?  

Yes.  
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APPENDIX K 

Transcript Memo 

Re: Associate Athletic Director Interview 

 

Interview date and time: 10:15 am, Thursday August 18, 2011 

Interview location: University of South Alabama  

Informant description: Associate Athletic Director of Marketing Travis Toth 

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

My name is Travis Toth, and I am the associate athletic director for marketing and promotions.  

 

How long have you been with South Alabama?  

I‟ve been here going on three years. It will be three years in October.  

 

What year did you join the program?  
Fall of 2008.  

 

Were you part of this department when football was added?  

No, but I was here pretty much a year in advance to get ready for the first game.  

 

Do you have prior experience with football?   
No, but I was with the Mobile BayBears for 12 years. General Manager. Double-A baseball.  

 

How has your experience at USA differed from prior experience?  

Working in professional sports is a little bit different. It‟s more freelance, for lack of a better 

word, meaning that you can make decisions on the fly, and do things as a general manager of a 

minor league baseball team that you can‟t do at a university. It‟s a state university, it‟s a state 

product, so there is just a lot more structure, and a lot more organizational chart for approvals 

and so forth. Everything starts with President [Gordon] Moulton and works its way down.  

 

Describe the duties and responsibilities of your position at USA and has anything you do 

changed since the program launched.  

That‟s a good question. My responsibilities really zero in on marketing and promotion. My 

number one goal is to brand the University of South of Alabama, but [to] brand athletics as well. 

Keep in mind that every time we put advertising out there, it‟s not really just about getting 

somebody to buy a ticket, or attend a game, it‟s also about getting somebody to attend the 



   
 

102 
 

University of South Alabama, from an enrollment standpoint. So my goal really is to place the 

advertising, use the mass media – television, radio, newspaper publications – to promote 

individual sports, and my number one goal would be to help sell tickets with the ticket office and 

increase attendance.  

 

Are your responsibilities with football the same as they are with all sports?  

That‟s accurate, but it‟s certainly tiered. We have 17 sports. Primarily, my job actually reports to 

public relations, in the advertising side, so as you could imagine that most of our revenue and our 

advertisement placement is really geared to the ticketed sports, because the revenue coming back 

from ticketing. But we certainly are involved in the other sports that are not ticketing. You know, 

a good example would be soccer. Soccer is open and free to everybody, there is no ticket. 

However, we‟re out there promoting and marketing as much for soccer as we are for the other 

sports. Again, if you had to break down our budget, football would be the clear leader because of 

the magnitude of it. Then men‟s basketball, women‟s basketball, baseball and softball would be 

your second tier. Then the other sports would fall in line after that.  

 

Does the marketing assistant have responsibilities for football? 

He does. Actually when I got here, there was no marketing department for athletics, three years 

ago. We actually started from scratch. So I was director of marketing for one year by myself, and 

then after that year, especially with football, we needed one more assistant. So we brought in an 

assistant director of marketing, and he basically assists me in all sports. So some things are 

divvied up to where he handles certain sports, and I handle certain sports, but certainly for 

football it takes 100% from both of us.   

 

What technical skills are required to perform your job?  

I have to put together newspaper ads. I have to put together TV commercials. I have to put 

together radio spots. So I‟ll write and produce my own radio spots. I‟ll pretty much do all of the 

television spots to a degree, then maybe have the TV station put the final format together. A lot 

of graphics [design]. A lot of video editing. As you know now, when you look at the Web site, 

you look at the marketing, you look at the video boards at athletic venues, it‟s all about 

interaction with the fans. It used to be just a picture of the player [on the video boards], but now 

it‟s about live 20 second video movements of the players. So we have to film all the players, we 

have to edit it down. We have to put on a show for the fans by using the video board. So I would 

say the skills I use most right now are video editing, and probably the graphics.  

 

What management skills are required to perform your job?  

Well my background, being a general manager of a baseball team, I oversaw a staff of 20. For 

about eight to 12 years, it was about hiring a staff, putting together the right staff with the right 

chemistry, and unfortunately, firing employees, and really just having a staff move in the right 

direction. But when I got here, as I mentioned, we started from scratch. I was managing myself. 

When they allowed me to hire an assistant, that‟s when I hired Lloyd [Meyers], and brought him 

in. We have a graduate assistant also. We also have four student workers. So really the 

management is just meeting every Monday, and making a gameplan of who is doing what so that 

we‟re all working for the same goal.  

 

What is the strategy of developing a message and getting it out to the public?  
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The message is simple. That is everything we put out that represents the university is going to be 

a reflection on the university. It‟s going to be a reflection on Dr. [Joel] Erdmann, our athletic 

director. It‟s going to be a reflection on my boss, Keith Ayers of public relations. So it‟s going to 

be a reflection on President Moulton, and the entire university. So the point is, we have to look 

outside the box, and instead of just promoting an athletic event, we have to start with the logo 

presentation, we have to start with the layout. We have to be very careful on our pictures and 

captions, and how it reflects our university. What students athletes we use, and ones we don‟t use 

in our advertising. The head coaches and make sure they‟re presented well. So I would say it all 

starts with branding the university as a whole when it comes to logos and fonts, and just making 

sure that we‟re putting out the best presentation of the university.  

 

Since the football launch, how was the communications strategy developed, and who was 

involved? 

From the very first day I got here there was a football gameday operation committee. That 

involved probably 36 to 40 people, representing almost every department of the university, 

including the president. That committee really was designed to make sure that we all had the 

same vision, and we all had the ability to implement our strategy to get to that vision. It was 

really helpful because instead of having 12 or 14 different departments working for a goal that 

wasn‟t common, you could see where there would be a disconnect, but the fact is that the way we 

did it that first year to meet pretty much every other week to communicate and all be on the same 

page. It really was impressive. Looking back on it, I couldn‟t imagine if we were working 

against each other. It was impressive the way they communicated. They created that committee 

and they all worked together.  

 

How do you measure departmental success? Are you required to show this? 

The only way that I can measure the marketing success is attendance and feedback. It was really 

important for us not only to have a good product on the field, but it was critical for us, for the 

success to have a good product off the field, and what I mean by that is, we knew that we had to 

have an incredible tailgating atmosphere at the stadium, every gameday, so that people would 

become addicted, you know, rally around it. Plan their Saturdays from start to finish around our 

product, and again, I think we did that. So to answer your question, I think the success is 

measured on the fact that people thought our attendance for football would be anywhere from 

8,000 to 15,000 people per game, and we‟re sitting at 18,500 average per game over the last two 

years. The fact that everybody said our season ticket sales would drop from year one to year two, 

and from year two to year three, and in fact just the opposite [happened]. We sold more season 

tickets year two than we did year one, and we‟re also just surpassing that total for year three. So 

the football program is on the rise, and I think that is the measuring stick.  

 

Describe the decision making process within the department.  

It really is a collaborative process. When Dr. Erdmann came in, our athletic director, two years 

ago. He has a real knack for creating an external situation to work in, where every department is 

represented, and he makes the ultimate decision. But the good news is, we‟re all part of that 

decision. We‟re all part of that process. We meet every Monday in an external setting, where he 

gathers information, and then based on the feedback he‟ll make a decision.  

 

Who do you report do directly and indirectly? Do they approve your work product?  
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My job is unique because I was hired and brought in to report to public relations, which is Keith 

Ayers, who is director of public relations for the university. However, I‟m 100% athletics, so I 

also report to athletic director Dr. Erdmann. Ultimately I would say it‟s a mutual consent to 

where they approve what I‟m doing on a day-to-day basis.  

 

Do you feel that the actual organization of a university office having direct supervision of 

an aspect of the athletic department is typical or atypical? How does it affect what you do?  

Yeah, I think I just referred to it a „unique.‟ I think it‟s very unique, but I think it works. I don‟t 

think it‟s dysfunctional at all, if anything, I think it just adds to the success of where we‟ve come 

from and where we‟re going. Anytime you can have the public relations department of the 

university guiding the marketing and media relations of athletics, you‟re certainly in good hands.  

 

With your position as asst. AD of media relations, can you make decisions independently, 

or is there a process to follow? 

I think it depends on the magnitude of the consequence. Meaning that we certainly make 

decisions all day long, and we don‟t need approval for those decisions. But anytime it‟s going to 

reflect on the university, we certainly need to do our due diligence and make sure that we have 

approval from Keith Ayers of public relations, and the athletic director to make sure we‟re all on 

the same page.  

 

Do you feel as if communications has a role in strategic planning of football?  

Absolutely. There is no doubt. I refer back to day one where we were completely embraced on 

that football [operations] committee to the point where everyone in that room was instrumental 

in the success of the program. So there is no doubt. Let‟s just say that they outsourced marketing 

for the football program. That just makes no sense at all, because really what we‟re doing by 

promoting the athletic department and football program is promoting the university. So I think it 

all works hand in hand.  

 

How much support do you perceive that communications gets from the administration?  
Tremendous support from the administration. There is no doubt about it. Going back to the 

organizational chart, the chain of command is we report to Dr. Erdmann, and we report to Keith 

Ayers. Keith Ayers has a standing weekly meeting with President Moulton, and ultimately, part 

of that discussion between Keith and President Moulton is athletics. So on a weekly basis, 

President Moulton has his finger on the pulse of everything we do in athletics.  

 

Would you say that President Moulton is a very active and involved president, potentially 

more so than other presidents at other schools?  

Absolutely.  

 

Do you feel marketing or public relations receives more financial support from 

administration?  

I don‟t think it can be clarified. They‟re both equally supported.   

 

What do you perceive administration‟s views and concepts of communications are, and 

what their expectations of your department?   
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When I got here, I didn‟t really want to use the universities resources to promote athletics, I 

wanted to use the athletic resource to promote the university. That may be a backwards way of 

thinking, but for every child or teenager or adult, we need to look at it as we‟re promoting the 

university for somebody to come visit, for somebody come enroll, for somebody to come work at 

the university. Not just attend a football game.   

 

If you were the top level decision maker, is there anything you would change about the 

direction of the program?  

I wouldn‟t change a thing. I think we‟re on the right track. We‟re 17-0, still undefeated on the 

field. Off the field with attendance and the atmosphere, not to sound arrogant, but I don‟t know 

that we could do any better at this point. I think we‟re right where we need to be, and we‟re on 

the verge of exploding [in growth].  

 

How do you gather information to develop a message? Where do you get it from?  

I would go back to my 12 years here in this market, with the BayBears, and obviously doing the 

advertising for the BayBears for so many years, especially in the sports world, I kind of have my 

finger on what worked. I knew what radio stations, what TV stations, placement in the 

newspapers, when to place it in the newspapers. I think all those things over the years I learned 

through the experience, so when I got here, to be honest with you, it was quite easy to know what 

my priority was, and if I had 10 or 12, or 15 advertising ideas I would prioritize based on the 

biggest impact for the dollar spent.  

 

What is your highest completed level of education and field of study? 

I graduated with a bachelor‟s at the University of Alabama in the college of communication.  

 

May I have permission to contact you again for additional information, if needed?  

Absolutely.  
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APPENDIX L 

Transcript Memo 

 

Re: Assistant Director Interview 

 

Interview date and time: 10:30 am, Friday August 19, 2011 

Interview location: University of South Alabama  

Informant description: Assistant Director of Marketing and Promotions Lloyd Meyers 

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

Lloyd Meyers. I am the assistant director of athletic marketing and promotions.   

 

How long have you been with South Alabama?  

Starting my second year now.  

 

When exactly did you join the department?  
August 4, 2009.  

 

When you joined the staff, did you hold the same title as now?  

Yes.  

 

Do you have prior experience working with football.  
No. I‟ve worked with different sports before, in the marketing and promotion aspect, but never 

football.   

 

How has your experience at USA and working with football differed from prior 

experience?  

My prior experience was working with a professional baseball team. The difference between 

professional sports and collegiate sports, of course there is a governing body of the NCAA that 

only allows you to do certain things. For example, when I worked with the professional baseball 

team, they were able to go do appearances. They were able to receive different dinners and stuff 

like that, for coming out and doing the performances, whereas on the college level, student-

athletes already receive scholarships and stipends, and stuff like that, so if they receive 

something from a sponsor, it‟s an infraction, and they can‟t take part in something like that, and 

that is some of the problems we run into.  
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Describe the duties and responsibilities of your position at USA. 

The duties are responsibilities are, of course with the associate athletic director of marketing and 

promotions, there are the different sports. There are 17 sports here on campus. And we have to 

go out and promote all 17 sports. Whether it‟s getting pocket schedules published and sent out 

through communities and stuff like that, or it‟s sending out mass e-mails to the student body and 

faculty bout upcoming events, we work through different social networking, such as Facebook 

and Twitter to keep those updated. We also tie into the communities through school programs, 

church programs, to get them to come out to different sporting events also. So it‟s a very wide 

open responsibility of basically getting the name of South Alabama athletics out there and 

branding the university as much as possible.   

 

What technical skills are required to perform your job?  

I think technical skills, in our department I think, of course the main ones are you have to be able 

to write, and you have to be able to send out stuff that makes sense. I think a big part, one thing 

you have to have to stand out is you got to be able to speak to people. A lot of people say „I can 

speak to anybody,‟ but can you go out and speak to thousands of people about a certain sport or 

your whole athletic department and be able to encourage [and] excite people to come to these 

events. Can you go to a student organization and explain why it is important and key to them in 

coming out to events and a lot of people can‟t do that. That‟s what I think is a key element, is 

being able to talk to people , to be able to go out and promote. Another key thing is [that] you got 

to be very open minded. The ideas that come to you are some of the wildest ideas, but at the 

same time, they‟re some of the most successful ideas. You got to be able to think outside the 

box. If you can‟t do that, then that‟s one major step you‟ve got to get, being able to think outside 

the box and being able to open up to people, [and] to talk. Those are the key elements to this 

position.   

 

What management skills are required to perform your job?  

There‟s management skills that you need to have. For example, like I said, my boss is the 

associate athletic director, and underneath me, we have grad students, we have student assistants, 

student workers, and you have to be able to delegate the responsibilities that happen in an in-

game promotion atmosphere. You got to be able to let students know where they need to be, 

where they need to take part, where they need to help out, and you have to be able to delegate. I 

use that word „delegate,‟ because no one wants to be scolded. No one wants to be reprimanded 

and told „you have to do this,‟ but they like to be encouraged. One thing I think, when I was in 

school, we used to talk about if a manager could be a good leader, and could a leader be a good 

manager. I think they both can exist, but fine line of managing and leading. A leader is someone 

is someone who is going to push you and scold you, but not encourage. Where a manager can 

encourage, but not necessarily push. I think there‟s a good balance between the two you can 

actually work both of them together, and get people to rally around your cause. That‟s a key 

thing there too, is they have to rally around what you‟re doing. If you don‟t have a staff that is 

rallying around what you‟re doing, then it‟ll never [be] successful.  

 

Who do you report do directly and indirectly? Do they approve your work product?  

These people do approve what I do, and that‟s associate athletic director of marketing and 

promotions, which is Travis [Toth], and also to go a step up further than that, our department is 

public relations, so Keith Ayers approves what we do, and also Dr. Joel Erdmann, our athletic 
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director also approves what we do. So we have a good mix of people who oversee what we do, 

but some of the best people out there that know college athletics, know the future, and know 

where to steer us in the right direction.  

 

It is said that USA‟s football communications have a unique arrangement relative to 

organization. Is football marketing more a part of the office of public relations, the athletic 

department or is it all things at once?  

I think it‟s a good mixture of both. We solely promote athletics, but we are a part of public 

relations. Everything has a part of the university. We‟re just one of those cases where we report 

to two different departments – the athletic department and the department of public relations. It‟s 

a good mix. I could see how our department could go under athletic department one day, but I 

think when they started this department, athletic marketing, I think they wanted both public 

relations and the athletic department to work together and make this department work. It‟s been a 

great way to do things at this time.   

 

Do you agree that USA‟s organizational structure of communications is unusual?  

Oh yes. If you go to any other Division 1, major college, athletic marketing falls under the 

athletic department. Sometimes it looks like it should be under [the athletic department], but 

under the guidance of Keith Ayers, and what he has to offer, because here‟s a guy that has tons 

of experience. He has many years under public relations, and he can give a lot of great advice to 

a department. Because remember, there was no athletic marketing before we got here. So when 

you‟re writing the rules and regulations, where do you go? It‟s kind of like the football team. 

There was no football team here before 2009, so whatever they do over there, it‟s setting the 

guidelines of whatever the future will be. But they brought in Coach [Joey] Jones because Coach 

Jones had experience. They‟re not going to bring in an average guy off the streets and say, „okay 

do what you want to do.‟ It‟s kind of like with us. They weren‟t going to bring us in off the 

streets. We do have some experience, but with Keith Ayers of public relations, you have a man 

who has many years under public relations. With the hospitals, with the college, with athletics. 

He knows a plethora of information and how to guide us in the right direction, and I think that‟s 

what works here and now.  

 

How effective do you think this arrangement is?  

Very effective. We can go to [Keith Ayers] anytime, ask him a question, and he‟s going to give 

us the right decision to make. And it has worked for two years now, and it has been a great thing.   

 

Describe the decision making process of the department? 

I think that the idea is there and it starts with Travis and Brian. What I love is that we can also 

give our input. We can come in and say, „I think this might work with this idea.‟ You‟re looking 

at that hierarchy, that pyramid, but I think it‟s more of a group. We‟re just one big circle because 

we‟re all in it, and we‟re all working together, because we all have one goal. And that is make 

the University of South Alabama and the athletic department one of the best in this region, and in 

this nation. So we‟re all working towards one goal and we‟re all working together. Now, there is 

that pyramid of hierarchy, and who is on top, but as far as how ideas come about, it‟s all a group 

effort, and working together towards that one goal, and that‟s how that works. 
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Do you have the ability to make decisions independently, or is there a process you have to 

follow?  

There is a process I have to follow. If there is something that comes up that I want to do, I have 

to go through Travis first, and then if I can get the approval from Travis it stops there. But if he 

has to go to Keith or Dr. Erdmann for approval, then that‟s the next step. But usually Travis can 

make the decision and we can move forward with that idea. But you know, it‟s a group effort and 

it‟s a harmony, and working very well.  

 

Describe the development of the strategy behind launching the football. Who was involved, 

how did they work together, and what were some of the circumstances around it?  

It was a collaborative effort. Everyone worked together on that. It wasn‟t the easiest thing to get 

it where it needed to be, but when you set goals and you meet those goals, it becomes a lot easier 

to see how a big picture is working. For example, back in February, one of the things we did was 

order 40,000 pocket schedules. Last year at this time, we still had a bunch of them left and we 

were trying to figure out ways to get the information into people‟s hands to know „this is the 

schedule‟ and „this is how to buy tickets‟ and everything else. So we did a lot of going out, 

meeting people, getting out through the community, getting out through the university, and 

finding ways to get those pocket schedules out. Well, one goal we accomplished was at this time 

last year we had a bunch left, at this time this year, we have none left. We got out 40,000 pocket 

schedules. That‟s a huge thing. That‟s showing us that we‟re moving in the right direction of 

getting the information out, of people knowing what‟s going on, how the schedule is going, who 

we‟re playing. Tickets are being purchased. One thing they say is usually the excitement wears 

out after the third year, and you‟re going to notice that your tickets are not selling, and you‟ll 

notice about a 25% decrease in ticket sales. We‟re up from last year, and a lot of people don‟t see 

that. We‟re actually up in ticket sales this year. We‟re above where we were last year, and it‟s 

year three. So what that‟s showing is because we‟re getting out the pocket schedules, because 

we‟re getting the information out there, the bar has now been raised again. So we keep raising 

that bar, and moving forward with the motivation that we have, with that one goal of getting that 

branding out there, getting the name, the name of the University of South Alabama athletics out 

to the public, out to the community, out to the region. It‟s working, and it‟s because of a good 

team effort that everyone is coming together and getting that goal accomplished.  

 

What do you perceive administration‟s views and concepts of communications are, and 

what their expectations of your department?   

Admittedly, I‟m probably not sure that I really have a good answer. It‟s not like I‟ve been told 

that I have to communicate this way, or this many times with people. There‟s no real specific 

number of times or form of communication that has to be done, but I think that administratively 

it only matters that we‟re getting the job done – are we getting the word out there? Whether, 

that‟s e-mailing our own stories, getting a coach on the radio or TV to take a segment, or getting 

a story in the paper. The more of those that we have involved, the better. But we also know that 

the sum of it is out of our control because of manpower. The TV stations are cutting back, 

newspaper circulation is down because so many people are reading on the internet, that they‟ve 

been cutting staff. When they do that, it makes it harder to actually get people out here. That‟s 

where any communication we offer them from our part with information, it makes their lives 

easier. So it doesn‟t matter how we do it.  
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What sort of communicative tools, or methods do you implement to spread information?  

I think our communications, if you look over the last five years alone, there are so many different 

communications out there. Sometimes we joke about how we used to get in touch with each 

other back in the early 1990s. Everyone had pagers. The cell phone wasn‟t even a big thing. In 

1995, the internet [became more prevalent], and that‟s when everyone started using the internet. 

In 2000 - e-mails. If you notice, since then, postage rates have gone up. I could tell you a time 

when a postage stamp would cost you 15 cents, now you‟re spending over 40 cents. The way 

communications have changed, you‟re seeing a different level. It‟s not where you used to send 

out publications or pamphlets out in the mail and stuff like that. That used to be the biggest thing 

to send out, and everybody would sit by the mailbox and wait for their things to come. But now 

when you look at it, our department, we not only do publications sent out through the mail, we 

also send out faxes, and even those are starting to become obsolete. You send out e-mails. You 

join every social network out there, whether it‟s Facebook, it‟s Twitter, it‟s Google+, it‟s all 

these different things, building a fan base. On Facebook, we‟re over 4,200 fans on the Facebook 

page. These people actually check it and see what we‟re sending out, whether it‟s „buy your 

season tickets now‟ or „new yard signs are in.‟ You know, yards signs are a good thing. Even 

though you look at how far we‟ve come and advanced in communications, some of the old things 

still work. A good example is the yard signs. We did the yard signs, a simple sign where you see 

„Experience the New South‟ South Alabama yard sign. A simple little sign that you put in your 

yard. But, now you get 2,000 of those things spread out all through town. And now you got 

people putting them in their yards. That‟s marketing. That‟s simply people getting it out, and you 

drive by and say, „South Alabama signs, those are South Alabama supporters.‟ That‟s a simple 

little marketing tool. It had no high tech communication, but guess what, we‟re out there 

branding, because we‟ve got everybody putting yard signs in their yard, and when you‟re driving 

through neighborhoods, you‟re driving through businesses, you‟re driving through the university, 

you see these signs. You remember about South Alabama and you‟re getting the name out. I 

applaud the new advances, and use some of the things, but I also tell people, don‟t forget some of 

the old things, because they still work also. Some of these simple things are getting yard signs all 

over the place. I‟ll never forget, last year someone sent us a yard sign, and posted it [online], and 

it was posted in Auburn, Alabama. So we‟re getting marketing up there in Auburn. People are 

going, „Wow, how do you get them up there?‟ People aren‟t just putting them in their yards here 

in Mobile, they‟re putting them all over, and we‟re getting out name out there all over the place. 

It‟s neat how some of the old communications works, and how the new advances are putting 

everything into one thing, and moving forward with it. It‟s a great thing to have with how it 

works.   

 

How much monetary value or return on investment do you feel that USA gets from its 

football communications?  

I think what our department is doing, is that we‟re spending money wisely. There‟s way you can 

spend money, and you have to look at everything you do, and say, „is it going to help the bottom 

line?‟ The pocket schedules, going back to that, we got those out. We spent money to get those 

pocket schedules done, but look what they did to increase season ticket sales. Because you got to 

remember, everybody told us that in year three sales would decrease. We haven‟t seen a 

decrease. We saw an increase, and we think it‟s because we got those pocket schedules out, and 

we spent that money, and that‟s what we‟re doing. We got a billboard, an electronic billboard out 

there on Airport Boulevard. That cost money to put that out there, but you have 40,000 to 90,000 
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cars that pass by that billboard every day. That‟s every day. Every time they see it they say, „Oh 

yeah, I need to buy my tickets. I need to get the season tickets, I need to get the single game 

tickets.‟ So is it worth it? Oh yeah. How many times can you get in front of 90,000 people to 

remind them that they need to buy season tickets? It‟s hard, but because of that one billboard, 

we‟re doing it.  

 

What is your highest completed level of education and field of study? 

I got a bachelor‟s degree in business administration with a major in management. 

  

May I have permission to contact you again for additional information, if needed?  

Yes.  
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APPENDIX M 

 

Transcript Memo 

 

Re: Assistant Director Interview 

 

Interview date and time: 10:18 am, Tuesday August 23, 2011 

Interview location: University of South Alabama  

Informant description: Assistant Director of Media Relations Charlie Nichols 

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

Charlie Nichols… My working title is assistant director of media relations.    

 

How long have you been with South Alabama?  

This is the start of my fourth academic year. I came down as an intern in the summer of 2008, 

and was hired full-time in February 2010.   

 

From when you joined the department until now, how have your responsibilities changed?  

The job itself hasn‟t really changed. Of course depending on what sports you‟re handling it‟s 

going to differ as far as what needs need to met, like stats. But the job doesn‟t change. Going 

from when I first got here, I did soccer, track and field. Since I‟ve been hired full-time, I‟ve been 

helping with football, and doing baseball. I guess with bigger sports comes more responsibility. 

It‟s a little more maintenance trying to make sure your coaches have everything they need from a 

statistics standpoint, and of course you‟re going to write more when there is more stuff 

happening. With football you have recruiting, and then of course in-season stuff with baseball 

you have 56 games, and then you have your fall stuff to deal with. Track and field, you just have 

indoor and outdoor in the spring, and that‟s it. It just differs from sport to sport.  

 

Describe your responsibilities relative to football.  

In my position, what I do is that I‟m the secondary contact. I pretty much just assist Brian 

[Fremund] with anything that needs to be done. We go and we‟ll sit at practice and write practice 

reports for preseason camp. Gamedays, I‟m there just as an extra set of eyes for him during the 

game, [help write] postgame reports, I‟ll help grab players and usher them in and out of the press 

conference, as well as the coach, Coach [Joey] Jones or any other assistants they want in there. 

But it‟s mainly just trying to help Brian with everything. Stuff related to the game programs, 

anything he needs written for it, whether it be features, or [Question and Answer]. Like I said, 

just anything that will help lessen the burden on him with everything that is demanded from 

football. 



   
 

113 
 

Do you have prior experience working with football.  
Not in a media relations capacity. I actually worked at a newspaper for two years before I came 

here.    

 

What technical skills are required to perform your job?  
Obviously typing. You have to be able to type. You have to be proficient in all of your different 

design programs, be it InDesign or Photoshop and that kind of stuff. I guess on the technical 

aspects you just got to be proficient on the computer, be it computer programs, or in our case 

with the Web site you have to learn the administrator to post stuff and to just upkeep the Web 

site. Between computer programs and stuff for your Web site, if you don‟t know that, then there 

is no way you can do any of this stuff. Of course any of that stuff can be learned, obviously. 

Technically, that‟s pretty much it.      

 

What management skills are required to perform your job?  

You have student workers who come in, and they only have a set amount of hours they can work 

each week. You have to manage them in the office, but not so much as when you do, say at a 

gameday event, they‟ll help out with gameday staffing, so we‟ll have to manage them in the 

press box or on the field, or whatever we‟re doing. Just directing them where we may need help 

and what we need them to do. We also have an intern, which from time to time, we will ask to do 

stuff. For the most part, our intern has her own responsibilities, as far as sports go, so it‟s just a 

matter of managing student workers. So it‟s delegating any little small task that will save us 

some time on something major we‟re trying to work on.    

 

Who do you report do directly and indirectly? Do they approve your work product?  

Brian Fremund. He is my direct boss…We‟re under public relations, our office is. Keith Ayers, 

he is our boss. But Brian is the guy that I answer to, and receive any orders from. But it‟s kind of 

a fine line because we are technically on paper, and on payroll, under public relations. But we‟re 

working with the athletic department. In a way, whether if it‟s by pay or not, Dr. Erdmann is also 

our athletic director of athletics, he‟s also a boss. We take orders from him and do anything he 

asks us to do. I guess, technically have three bosses.    

 

It is said that USA‟s football communications have a unique arrangement relative to 

organization. What impact do you believe that this arrangement has on communication, 

and why?  

I don‟t think it bears any effect on it all. My go to guy and the guy I answer to directly is Brian, 

mostly. But as far as I know, the communications between our office and the public relations 

office, Keith [Ayers], there is no gap there. Everybody it seems, as far as I know, works well 

together. We all communicate on a regular basis. As far as the way it looks on paper, yeah, I 

guess it‟s unique. But as far as the way it operates and runs, you wouldn‟t know any different.  

 

Describe the decision making process of the department? 

For what I do, anything baseball related, if we have an idea – do it. Just run it by [Brian 

Fremund] and let him know what you‟re doing. You‟re free to think and do what you feel like 

you need to do to get your job done. [Brian] is good about that even if you don‟t go to him with 

an idea, go ahead if you think it‟s good enough. He puts enough trust, and gives us enough 

leeway to where we can be as creative as we want to be as far as what we want to put up, what 
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we want to work on, that kind of stuff. On that end of it, it‟s great. There really is no restriction 

as far as what you can do if you want to do it.  

 

Do you think that football communications has a role in the strategic planning of football?  

I believe so. I think with anything starting up, especially with something like football, the more 

press you can get the better off you‟re going to be. As far as strategic planning, to use a cliché, 

no press is bad press, but for what we do we‟re fortunate that there is so much excitement around 

this program starting up that there really hasn‟t been any bad press. All we have to do is show up 

and give [the media] what they want, and just let them do their job. That makes it easy on us. But 

strategic planning, you‟ve got a stadium that you‟re holding 20,000 to 25,000 people, so 

strategically, turn the lights on and people are probably going to show up. Definitely made our 

job easier.  

 

Describe how communications strategy is formed, or is there a strategy.  

Yeah, there is as far as communications goes. I guess technically there is… It‟s pretty much 

second nature now. We really don‟t even think about it. We know there is a practice going on, 

and in preseason we‟ll get out there and do a practice report. Once the season starts, it‟s the same 

routine. To answer your question, no. We pretty much know what we have to do whether it‟s 

game day or a regular day during the week. So that part of it, there really isn‟t planning as far as 

that goes. Because we know what he have to do. At one point it was planned… at one time we 

sat down, and we planned out what we‟re going to do and what we needed to do. But at this 

point, we just go with it so we don‟t have to sit down each day or at the end of the day and 

decide what we‟re going to do here or there, we just show up and go do it. We got it down to 

where it‟s a routine.  

 

How do you identify what stories or information you are going to disseminate to USA‟s 

publics? 

Tracking stats and upkeep of records. You know when something is coming up that‟s historic. A 

coach‟s 500th win. Here recently our former baseball coach, Coach [Steve] Kitrell had his 

1,000th win at South Alabama. You know that stuff is coming up, and a lot of that stuff you use 

in your gameday [notes]. Obviously you want it to be just positive stuff you put out. You don‟t 

want to put out that the coach is coming up on his 500th career loss or something, or a kid going 

hitless to set a school record. A lot of it is based on what people in this position before me did. 

How good they were at record keeping and keeping notes or intricate stats, or little stuff like that. 

It‟s that stuff is detailed and organized, it makes it easier on me coming behind them to provide 

that stuff to put out there, to publicize the program.  

 

Do you agree that USA‟s organizational structure of communications is unusual?  

Oh yes. If you go to any other Division 1, major college, athletic marketing falls under the 

athletic department. Sometimes it looks like it should be under [the athletic department], but 

under the guidance of Keith Ayers, and what he has to offer, because here‟s a guy that has tons 

of experience. He has many years under public relations, and he can give a lot of great advice to 

a department. Because remember, there was no athletic marketing before we got here. So when 

you‟re writing the rules and regulations, where do you go? It‟s kind of like the football team. 

There was no football team here before 2009, so whatever they do over there, it‟s setting the 

guidelines of whatever the future will be. But they brought in Coach [Joey] Jones because Coach 
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Jones had experience. They‟re not going to bring in an average guy off the streets and say, „okay 

do what you want to do.‟ It‟s kind of like with us. They weren‟t going to bring us in off the 

streets. We do have some experience, but with Keith Ayers of public relations, you have a man 

who has many years under public relations. With the hospitals, with the college, with athletics. 

He knows a plethora of information and how to guide us in the right direction, and I think that‟s 

what works here and now.  

 

What do you perceive administration‟s views and concepts of communications are, and 

what their expectations of your department? 

I think they expect from us the same as they expect from a student-athlete. To publicize a 

product, that being the athletic department, and put it in a positive light. You expect the kids to 

be positive role models in the community and on campus, and I think they expect the same thing 

from us. To put out information that‟s going to show the positives of the athletic department and 

the institution. I think it‟s generally the same model as they have for the student athletes that they 

desire from their employees.  

 

Describe the value that football communications has to the football program and the 

school.  

In this state especially, if you‟re not Auburn or Alabama, you‟re fighting every day to get space 

in the paper or to get an amount of time on the [television] news. But it‟s always an uphill battle 

in this state for us because of that. It‟s just a matter of befriending the media and getting those 

guys to listen to you when you have an idea, or when something is coming up. At that point, it‟s 

a matter of a sales pitch. „How good of a story is this going to make?‟ and „how interested would 

readers be reading or watching it?‟ That kind of goes back to what we were talking about earlier 

with being a startup program. There is so much interest and hype surrounding it, particularly 

with the fact that they haven‟t been beaten yet, it almost makes our job easier, because people are 

wanting to know about it and what‟s going on and read about it. Just a five year transition into 

FBS, it has been a major jump in scheduling from year one into this year. When you start playing 

on that, and put yourself on the national landscape with people from the BCS conferences, then 

you‟re really stepping out there and that‟s what has people really excited I think. That‟s when 

you start to get national recognition. Now, whether it‟s going to be good or bad this year, we 

don‟t know, but we hope it‟s good. If you can go to a [North Carolina] State or Kent State, these 

programs that have been to bowl games and perform well, maybe not win, but put a good 

product out there, then I think that it‟s good publicity for the school, and certainly for the football 

program. So yeah, to answer your question, it makes it easier on us with all that is positive that‟s 

surrounding the program as far as what‟s been done on the field it makes it easier for us because 

there is so much interest drawn to that.  

 

What sort of communicative tools, or methods do you implement to spread information?  

Press releases. There are times where we‟re asked to fill a spot on local sports talk radio. Press 

releases are our main channel of communication in the past. But now with all the social media, 

we‟ve stepped up with Twitter and Facebook, all that stuff. So there‟s more than just press 

releases coming out to inform people about what‟s going on. You send a tweet out, and there are 

X amount of followers that just got whatever it was you sent out, and it‟s the same way with 

Facebook. It‟s just keeping up with the times and the technology. It‟s great for us. If we were 

really headed to just press releases in this day and age, I don‟t know that we would see success. I 
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don‟t know how successful it would be. With the Facebook and Twitter, it makes it that much 

easier on us reach a larger base of people.  

 

What is your highest completed level of education and field of study? 

I got my bachelor of arts degree in public relations here at South Alabama. Well, I should say a 

bachelor of arts in communications with a concentration in public relations.  

  

May I have permission to contact you again for additional information, if needed?  

Absolutely.  
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APPENDIX N 

Transcript Memo 

Re: Director of Public Relations Interview  

 

Interview date and time: 11:00 a.m., Friday August 26, 2011 

Interview location: University of South Alabama  

Informant description: Director of Public Relations Keith Ayers 

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

Keith Ayers. I am director of public relations  

 

How long have you been with South Alabama?  

I‟ve been director of public relations at the University of South Alabama for 13 years. 

 

Were you part of this department when football was added?  

Yes. I was involved with the committee work that led up to the football decision. The 

institutional committee work. I was also involved in the initial student relations and marketing of 

the football concept to the students. I was also involved in the students‟ approval of the tuition 

increase that they recommended to enable football to come to the University of South Alabama.  

 

Did you hold the same working title in December in 2007? 
Yes.  

 

Would you consider yourself the top communicator for the football program?  

I am the top marketing and communications official in terms of managing the communications 

process. Yes. I am not the top communicator in the sense that the coach [is]. I‟m the top 

professional communicator that facilitates the football program. I‟m the top person charged with 

communicating the football program to the public – yes. The athletic director and I share those 

duties.  

 

Do you have prior experience working with a football program? 

Yes I do.  

 

What were your prior experiences?  

Well I previously worked for seven year at Auburn University, and I worked 10 years at the 

University of Alabama where I was in the central public relations office, where our job was 

generally to support the athletic communications. Athletics had its own communications
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structure, but our job was to assist athletics when needed communications. That was usually in 

the crisis management mode. At Alabama and Auburn both, the communications of the sports 

program at Alabama and Auburn, where I previously worked, the athletic department had a 

senior communications officer who handled that for athletics. Which that senior communications 

officer reported directly to the director of athletics, who reported to the president. At the 

University of South Alabama, the university has a public relations directors who handles 

marketing and communications for the entire university, including athletics. That position is 

responsible for all marketing of any type. Sports, academics and that position works in concert 

with the director of athletics. But ultimately, for instance, with budget, the marketing, advertising 

and communications budgets for football, go through central public relations.  

 

From previous interviews, it had been indicated that USA has an unusual organizational 

structure. Why was it set up this way?  

Most traditional universities have been in place for one hundred years or more. Where athletic 

departments have been in place for 50, 75 or 100 years or more. Where individual sports have 

been in place for long periods of time. In some urban institutions, especially younger urban 

institutions, different reporting structures occur. Relative to where athletics are not completely 

separated from the rest of the university, administratively. You see this more commonly in urban 

universities, or younger universities, where you want to have cohesive relationships between 

athletics and the academic and non-athletic side of the institution. Also, in certain institutions as 

well, you already have talent in place centrally to handle marketing, advertising, fundraising, 

financial affairs. There are certain functions that are already in place centrally, so when your 

athletic department starts to grows, sometimes it makes sense for athletics not to be separated 

from the university, but for certain athletic functions to be integrated into their larger university. 

In older, more historic arrangements, you have an athletic department that sort of sits out by 

itself, that‟s attached to the university, that reports to the university and the president, but has its 

own infrastructure. But sometimes it‟s more efficient to, or works better, where if you have an 

athletic department with whom certain functions are handled by the people in the central 

administration who are already doing those functions for the university at large. For instance, at 

the University of South Alabama, we have an individual, myself, I‟m responsible to the president 

for marketing our academic programs, marketing our healthcare programs, so the question 

becomes, when we add a new sport, or if we have athletics, why would we separate athletics 

from the rest of the university for the purpose of marketing athletics, and the University of South 

Alabama, the president‟s preference is for the three major functions of athletics to be managed 

by the central administrative officers who have responsibility for that function. The finances of 

the athletic office are handled by financial affairs, the central [vice president] for financial 

affairs. Fundraising. The development office that raises money for all other aspects for the 

University of South Alabama, the development raises money for athletics and manages it. Then 

finally, marketing and communications. The central public relations office manages the 

communications functions of athletics.  

 

The department carries the title „public relations,‟ but are marketing and public relations 

activities combined under one department?  

Yes, and we just call it public relations to keep the title simple, but for all intents and purposes, 

athletic and non-athletic, all marketing, communications, advertising, or anything that loosely 

fits under marketing, publicity, public relations, advertising – all those are in the public relations 
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office. We just don‟t have a lengthy name to cover everything. By design and by structure, all 

that comes from PR. The reason that is that most universities just use „university relations‟ or 

„public relations,‟ those two names are just traditionally used, even if it includes marketing or 

advertising, or whatever. For the central PR office, it‟s usually called „university relations‟ or 

„public relations.‟ That‟s just a traditional name that‟s used. Some universities do it differently, 

but again, there is just so much more to it than the PR part of it. There‟s the true marketing, 

communications, media relations – everything falls under public relations.  

 

Describe the duties and responsibilities of your position? Are they the same as during the 

football launch?  

The primary duties, as they relate to athletics, are that I‟m responsible for basically presenting 

the athletic product to the public through whatever communications vehicles are available, 

including free media, earned media, advertising, special events, coach visits, you name it. 

Anything that raises the public consciousness of the athletic program generally, and football in 

specific. That is the responsibility of communications. That includes management of the game 

experience, as it relates to fan enjoyment. As it relates to branding the institution. Branding the 

program. Logos, advertising, logo development, logo preservation, making sure that people use 

the logos properly, distribution of ads, distribution of ads, distribution of news copy, media 

relations with reporters, with journalists who cover the program. Web presence is extremely 

important. Designing the tickets. Anything that effects the perception of the quality of your 

athletic product, then marketing is responsible for that. 

 

Now let me tell you one variance on that. The ticket office staff does not report to marketing. 

Ticketing reports to the athletic director. Although we try to create the sales environment, they‟re 

actually physically responsible for the sales. We create the atmosphere under which sales can 

occur, but we don‟t actually personally sell the tickets. We have a ticket office that does that 

administrative function, and who do the hardcore sale of tickets, is done by the ticket office who 

reports directly to the director of athletics.  

 

Describe the skills that are required to perform your job.  

The very most important skill in my job is to understand the essence of advertising, media 

relations, marketing, promotions, and to understand globally how those work. In terms of 

functions of the office, my primary function is to select and manage and lead a team of 

professionals who know how to execute those specific functions. My job is to mentor them, and 

to encourage them, and to work with them to set objectives and goals and milestones, and to 

provide them with the resources that they need. So that is my primary goal. And of course 

quality control is central to my function. My function is more of a leadership function as it 

relates to athletics. It‟s a leadership function to decide where we‟re going to go, and to secure the 

resources and professionals to get us there, and to have a cohesive program of marketing and 

communication.  

 

Are any additional tasks relative to writing or other technical functions required of you in 

addition to your management function?  

No. Thankfully my role in athletics is, again, to secure the staff, the leadership, the managers and 

the staff. I do very little actual execution of the details of it. Now I approve every ad. I am 

involved in major press announcements, and will sometimes assist with the set up of a press 
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event. But that‟s on major institutional moments. Like when we hired the first coach, the press 

event on that obviously, because it was so visible. Or when we hire an athletic director, I‟ll 

personally manage the press event when we hire a senior officer of athletics. But as far as 

managing the details, I‟m adequately staffed to do that, and that is the focus of the staff. So mine 

is strictly a leadership, managerial type oversight of the communications program.  

 

When the budget is reviewed, are the figures a representation of the relative importance of 

marketing and PR to the university, or do they only tell how much it costs with no 

interpretation beyond that?  

What we try to do is evaluate the likelihood of additional involvement of people in our sports, 

and we try to assess the likelihood is that we could generate additional interest in our sports. We 

make our budgeting decisions based on how much additional interest and revenue for the sport 

that we‟re likely to generate if we promote that sport. Like in football, and we try to be realistic 

about this, the South has a particular interest in football. It has a particular inclination to attend 

football games, and so we put a substantial part of our marketing dollars and our earned media 

effort into football for that reason. Not only because of its capacity, or its ability. At most 

institutions, especially in the South, but around the country, football is the driver that actually 

supports other sports as you know it. The revenues from football drive so many other sports, so 

we try to make our best educated guess on how much of our effort should be put into that 

initiative. So the potential for return, be it additional ticket sales, additional interest in the 

university, additional enrollment. We generally try to make our determinations on our marketing 

investment based on the potential for a return.  

 

Is there a particular way you go about showing or determining the value of 

communications? 

Because it‟s so hard to control variable when you‟re branding a product like a sports team to 

market, the variables are so hard to measure. We have to depend on a lot of this on indicators, or 

we have to actually measure inputs, with the expectation of harvest. For instance, we make sure 

we advertise regularly, make sure we do media relations and get regular coverage. The hard part 

is directly attributing that next ticket sale to a specific aspect of our marketing program, because 

we have so many elements to our marketing program, paid and unpaid. So it‟s hard to measure. 

Of course in sports, you have an incredibly measurable element of one aspect, and that is your 

ticket sales. You have a scoreboard, you know how many tickets you‟ve sold, how many people 

came in. So it‟s easy to generally easy to measure if you‟re making progress. What‟s harder is 

tying that progress to any specific effort that you do, so you have to do it all. You have to have 

good media relations, you have to have good advertising, you have to have a good Web 

presence, you have to have good word of mouth, you got to do all those things, and then the 

market has to be accepting of your product. And then your measurement ultimately is your 

attendance, your ticket sales. Secondarily, but equally important, is you measure increased 

interest in your institution through word of mouth, by talking to the students, talking to members 

of the marching band, talking to find out what attracted them to the university. You go by and 

listen to what your customers are telling you attracted them to the university, and certainly 

enrollment. A substantial part to bringing football to South Alabama was to continue to 

contribute to the growth of the university from an enrollment standpoint.  

 

So there was a combined goal to grow athletics and the university? 
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Exactly. The hard part is measuring, because it‟s so hard with consumer behavior. You can 

measure what they do, but it‟s hard to measure why they do it. Even if you do surveying, even 

somebody‟s perception of why they do something may not even be why they really do it. So it‟s 

hard to tie human behavior to a specific action that you did, but you know that actions that you 

do and the aggregate cause consumer behavior to be what you want it to be.  

 

Are there any other means of data collection that your department uses that has not been 

mentioned already?  

Other than word of mouth and listening to what our consumer are telling us, fortunately, by 

observation we know that there is a built in interest in certain sports products that we have in the 

market. So our primary objective, interestingly enough, is shaping the message of „yes, we have 

what you want‟ and „we‟re going to provide the athletics that you like and desire‟ and that you‟re 

behavior relative to other schools indicates that you‟re very interested in football and in sports. 

So our primary message is to say „we‟re here.‟ A lot of our advertising is about kickoff times, 

about first games, about fan days, about things to say we‟re here. A secondary element of this is 

that we believe that our market, our best market is obviously in addition to our students and 

alumni, is our local community that wants to have a sense of connection with their hometown 

university. So we‟re playing on the „your hometown university‟ theme a lot, and „your 

hometown college football team.‟ So we play on that. A lot of that has come from listening to 

our individual customers. We don‟t do a lot of data gathering, because we think we generally 

understand the market. Our objective is simply to present a good product, a well explained 

product to a market that is already conditioned to like our sports.  

 

Describe the strategy that is used. 

The strategy is to reflect to the community at large that we have the sports that they‟re interested 

in, and that we‟re going to make them easy for you to have access to, and we‟re going to have 

live sports in your back yard, it‟s going to be your hometown university. So our strategy is to 

generate local enthusiasm about our programs, and our methods are traditional marketing 

methods – marketing, advertising, earned media, and then the non-traditional, which are 

becoming traditional, every type of social media that is appropriate.  

 

Within the department, describe the decision making.  

The decision making, we have a flat managerial structure in terms of the individual managers are 

given a lot of latitude to make decision on both the use of resources, and on the use of time. On 

the use of all resources, including time as well as financial resources. I would call the decision 

making very collaborative. There is certainly the director of public relations who is responsible 

for leading the program, and there is very collaborative decision making with the department 

heads. The department heads are given a lot of latitude about how to expend the resources that 

we have. They know the budgets, we go over the budgets and the availability of funds. They 

have the ability to deploy those funds for the best impact.  

 

President Gordon Moulton is the only person you report to?  

That is correct.  
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How much leeway do you have from the president to make decisions?  

I have considerable leeway to do the things the we need to do to market, not just athletics, but the 

university. Obviously major budget issues, I will talk with him about large expenditures, but 

more modest expenditure of funds, as long as I stay on the agreed upon budget, I have 

tremendous flexibility to make decisions. But again, there is a very close connection between the 

managers in athletic marketing and communications and myself, and a very close connection 

between myself and the president. There is weekly communication, and sometimes daily 

communication, certainly extremely regular communication between all of those parties.  

 

How would you describe President Moulton‟s expectations for the communications 

department relative to football?  

Well this particular president that I work for believes that we shouldn‟t put any product out 

unless it is quality. If we‟re going to play college football, for instance, he wants it to be at the 

Division 1 level. He wants the quality of everything from the uniform to the marching band, to 

the treatment of the customer in the stadium, he wants all that to be Division 1 quality. So in that 

regard, he is very much involved with me in discussions about how we accomplish that, and the 

expectations are very high. We have a large enough student base where we can compete at the 

Division 1 level. That‟s been the plan from the outset.  

 

Are there ever going to be plans to incorporate athletic marketing and media relations 

directly under the athletic department, or will you be sticking to the current structure? 

Well at the time, the reason this was done, interestingly enough, part of the reason, was because 

we did not have the depth we needed to add the sport of football. We didn‟t have the 

infrastructure in athletics when we initiated football to execute the football program. We didn‟t 

have enough people. For instance, we didn‟t have a full time marketing officer in athletics. So it 

was by necessity that these positions were created. It was by necessity in launching a highly 

complex additional sport, that the staffing was changed and enhanced. Right now, for the 

foreseeable future, the process works and it has certain advantages for athletics, because it allows 

athletics to tap into the talent of some of the senior university leaders who can provide their 

expertise and support to athletics, and they can assist athletics. Athletics these days are extremely 

complicated, as you know. So typically your most experienced individuals at any institution are 

on the senior leadership team. They‟re the ones that have vast amounts of experience. So 

athletics benefits from having those types of people assisting athletics with its issues. I don‟t see 

that changing. I think it‟s working well for us and there is good cohesiveness between the 

director of athletics and the other vice presidents and other senior administrators here. The 

director of athletics has been successful at integrating and taking advantage of the expertise in 

the other offices, and it allows the athletic director to focus on other things, on other elements of 

the athletic director‟s job, from coach decisions to a wide range of things. It works very well 

here, and I don‟t see it changing anytime soon.  

 

Does football communications have an advisory role, or role in the direction of the 

program? 

Well I think that the athletic director, very wisely, we hire for our management positions in 

athletics, we hire talented individuals who have experience and strong points of view about what 

is good for our program. There is a lot of participative management where middle managers can 

say „hey, I think this is what our program needs‟ and a lot of their ideas are integrated in all the 
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time. There‟s good two-way, top to bottom and bottom to top communications. Yes, middle 

managers and athletic marketing  and communications get quite a bit of latitude to shape the 

direction of the program. I think Travis [Toth‟s] role as marketing director, Travis is the one that 

really initiated this hometown university concept. Hometown football team concept. Others had 

thought about it, but he formalized it, and he said, „we should make this a campaign. This is who 

we are with the hometown,‟ so yeah, as far as the positioning of the program, and likewise the 

public relations and marketing team actually designed the logos, the new mark for Jaguar 

athletics. So there is a lot of input, and part of that is from being part of a smaller program. A 

person in a middle level manager role can really have a lot of impact on the direction of the 

program.  

 

What is your highest completed level of education and field of study? 

My highest level is bachelor‟s degree and I was in journalism.  

 

May I have permission to contact you again for additional information, if needed?  

Of course.  
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APPENDIX O 

Transcript Memo 

Re: Athletic Director Interview 

 

Interview date and time: 1:30 p.m., Friday August 26, 2011 

Interview location: University of South Alabama  

Informant description: Athletic Director Joel Erdmann, Ph.D.  

 

INTERVIEW TRANSCRIPT 

 

State your name and working title.  

My name is Joel Erdmann, and I am athletic director.  

 

How long have you been with South Alabama?  

Two years. I was hired in July of 2009. 

 

What was your prior experience before arriving at USA?  

Going backwards, I was athletic director at Southeastern Louisiana. Prior to that, I was athletic 

director at North Alabama. Prior to that, I was assistant to the athletic director and a faculty 

member here at South. Prior to that, I was a doctoral graduate student at Florida State. Prior to 

that, I was a graduate assistant and my master‟s here, and I was coaching baseball. Prior to that, I 

was an assistant baseball coach at the University of the Pacific, in Stockton, California. Prior to 

that, I was a middle school teacher and coach. Prior to that, I graduated from South Dakota State 

with my undergraduate.  

 

So you have experience working at a department with football?  

Yes.  

 

How has working with a football launch, and you USA experience differed from your 

previous experiences?  

The game is the same. The objectives are the same. The daily issues are approximately the same. 

I think what makes this position unique and enjoyable, is there is a heavier educational 

component to it. A campus has to get used to football, and football is a unique entity. It can be 

capitalized upon, and it can be used in many different ways to promote different areas at the 

university. Not only the university, but the city and the region that we serve. I think what is most 

different here is to capitalize upon the novelty of the program and transitioning that novelty into 

a culturally engrained way of campus life. I think we‟re achieving that today. It‟s easy to grab 

the novelty and sell tickets, and everybody is excited, and it‟s „hey this is fun and this is new.‟
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 It‟s a little bit of a different challenge to make sure that those people that were with you in the 

first season, stay with you in the second season, and stay with you in the third season, and stay 

with you through the transition process into the football bowl subdivision. I think that‟s the most 

unique aspect here.  

 

What role does football communications play in strategic management and the growth and 

development of football? 

A tremendous role. I think in defining what role does communications have, you have to 

segment and identify the various groups that you need to communicate to, because each group 

probably has a little bit of a different message that needs to be communicated. Other Division 1 

athletic departments in this nation, what is their knowledge of us? Do they know what our 

transition is? [For example] does the AD at Utah State know we‟re an emerging program? We‟ve 

worked on that. We‟ve communicated nationally in an informative way to make sure that other 

FBS members and all Division 1 institutions, as a matter of fact, we‟ve indicated „this is where 

we‟re at in the process,‟ „this is where we will be in a year,‟ and „this is where we‟ll be in two or 

three years.‟ You communicate internally within the department about how football is impacting 

golf. How is football impacting all the other sports, and not just the sports, but the administrative 

aspect of athletics. How has football impacted our academic support services? How has it 

impacted our compliance? How has it impacted our athletic marketing, media relations, and 

promotions, development, and fundraising? You communicate with the campus community. You 

communicate with the students at the university. You communicate with the alumni. 

Communicating with our season ticket holders and our sponsors. Then communicating with the 

people of the city of Mobile, and the people of Baldwin County and throughout the region. It‟s a 

continuous ongoing message, that is somewhat educationally based, and its intent is to raise 

awareness and understanding. The way we communicate, we do face to face, we do traditional 

slow mail, we do Web sites, we do social media, we work closely with media outlets in our area 

– newspapers, radio, print, and television. Tweeting. We are working hard at a grass roots level. 

Our goal this year is to get into every middle school in Mobile County and start to work into 

Baldwin County, and hopefully get in all of them next year, where hopefully, knock on wood, 

where the intent is that almost every child in this area will see student-athletes, cheerleaders, and 

mascots in an assembly, and they‟ll have an opportunity at a reduced rate to come to an event or 

a game. The strategic implementation of a new brand, and a new logo, and a new marketing 

strategy that went in conjunction with the football program, and the band program. It was done 

by people before my time [here], and it was genius. So it is almost at the flip of a switch, South 

Alabama was different, and there was a different perception. That‟s hard to prove, but it‟s true. 

It‟s different. Tangibly, you can see it through our licensing revenue, our trademark revenue, 

where people are buying more of our products, they‟re wearing more of our shirts, flying more of 

our flags, there are more vendors who are distributing more of our stuff, because there is a 

greater demand for it. So there is just an abundance of ways that communicating who we are and 

what we‟re trying to do is being done. I think it‟s fair to say that it‟s going pretty well. We have a 

long way to go, but I think we can be proud of what we‟ve been able to accomplish.  

 

How does having football communications under the direct supervision of the central PR 

office effect the athletic department?  

I think it works very well here, in our current day structure. I think the main reason it works very 

well is because myself in my position, and Keith Ayers in his position, we are philosophically 
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aligned. We have similar thought processes. We have agreed upon goals and objectives. We have 

an open line of communication and trust. Therefore, the marketing and media relations pieces 

that report directly to him, but in a dotted fashion to me, there is minimal confusion, there is 

minimal contradiction in planning, and in goals. The benefit in that type of system, is that many 

times we are able to collaborate with, or capitalize upon other university entities. Where public 

relations oversees the entire university, we‟re not fragmented from its general scope of 

promoting the university. Whether it‟s the hospitals, educational component, student life, 

development, athletics, alumni – it‟s more coordinated. Everything fits better, and I think it‟s 

very functional. I would say this though. If we did not have the same people, with the parallel 

thoughts and ways of doing things, it could get a little weird, for lack of a better word. Our 

marketing and promotions people, and our media relations people are really good. They know 

what they‟re doing. They‟ve got a great combination of practical experience, but also some 

business savvy, and they‟re properly educated. Even though it‟s kind of a unique structure, it‟s 

working.  

 

Is it a structure you think could work at other schools?  

There are similar structures that I know of in different departments in other areas. For example, 

you may have your athletics facilities and operations folks, actually have a direct report to the 

central university, and an [indirect reporting] to the athletic department. My alma mater, South 

Dakota State, they have a centralized foundation that any development activity, whether it‟s 

annual giving, major projects, or capital campaign, it‟s under the umbrella of advancement or 

development. Under that umbrella, there is athletic development members, who have a direct 

report to the vice president of development, and a dotted line to the AD. It occurs, but I think the 

reason it works well here is the particular people that are involved in the process.  

 

Within the indirect reporting, what does football communications have to report to you 

for? 

Media relations, marketing, and I meet face to face, in a formal fashion once a week. We meet 

informally, through other meetings or phone calls, e-mails, or text messages, daily. I think it‟s 

fair to say that the typical day-to-day operations of the athletic department, we interact in a more 

practical fashion, and the director of public relations is more conceptual. Where I think they meet 

with him, and say „here is our broad strokes for our media relations plan in the fall. This is how 

we‟re going to run. This is how we‟re going to manage our press releases. This is how we‟re 

going to develop relations.‟ I don‟t think Mr. Ayers is as involved in the day-to-day process as I 

am. I will talk to Brian and ask about a release. „When is the best time to release a basketball 

schedule?‟ or „we have a special event, so do we need to let Sunday go because we‟re going to 

get buried, and try to get it closer to the front page on Monday or Tuesday?‟ I think we have 

more day-to-day interaction, where Keith is more conceptual, and he is seeing that marketing and 

media relations are staying within the scope of the university protocol.  

 

Who would you identify as the top communicator for USA football?  

I would fall back to which group, which segment. Probably the most visible communicator is 

Joey Jones. But the person the director of media relations touches, and hopefully influences the 

media – radio, print media, TV, in the most direct way. And our Web site. I‟d say it‟s fair to say 

that he has his finger on the largest number of potential listeners. Travis Toth, our marketing 

person, you could argue that he‟s buying airtime on stations. We‟re buying 15 second spots, 30 
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second spots, and he‟s placing them on NBC, ABC, FOX, and CBS, and on ESPN, to try and hit 

our segment the best we can. Brian, interacts tremendously with Lee Shirvanian and WNSP. 

Travis in marketing and promotions interacts in a different way, I think it‟s WKSJ, WZEW, 

WBLX, and ClearChannel, where Brian‟s role is more feeding information. Travis‟ role is more 

painting a family friendly, traditional college experience, and pushing it through different outlets 

to hit various segments of the population. Who is listening to BLX? Who is listening to country? 

The ZEW? It‟s different demographics. Travis buys print media in various publications. 

Publications that hit different parts of the market. Travis and I, and Brian, will all work together 

to build our radio network and expand our radio network. Travis and I have worked very hard at 

getting these three football games produced. We‟re producing them, and we‟ll broadcast three of 

them on local [TV] and ESPN3. Two of them will be on CSS in 13 states, and we‟ll be a 

sandwich game between a Southeastern Conference early game, and a night time Sun Belt game. 

In those television broadcasts, we retained half of the advertising inventory, and the majority of 

our advertising inventory is going to be promoting our university – The Mitchell Cancer 

Institute, the medical center. Enrollment strategies to make kids in Georgia, Mississippi, 

Tennessee, east Texas [aware that] there‟s a school called the University of South Alabama and 

here is their new rec center, and here is their new engineering building, and yeah they do have 

allied health. There is a lot of communication going on, and it‟s decently planned. We‟re making 

some mistakes here and there, but I don‟t think anybody can accuse us of being passive or not 

trying to capitalize upon, or exploit what we‟re trying to do here.  

 

How much influence does football communications have in determining the presentation, 

or direction of communication strategy? 

They have a tremendous amount of influence. I have a great amount of trust and respect for the 

abilities of the people in those positions. We will talk collectively about priorities and generally 

how we want to shape and mold things. Then I let them go, and they go. I don‟t necessarily 

micromanage press releases. I don‟t micromanage the look of an ad. I might from time to time 

say, lets tweak this or tweak that, or occasionally, not very often, but there might be a sensitive 

press release or important press release, that I‟ll soften it a little bit , or harden it. Once we have 

our basic plan, I let them go. Again, we meet weekly, and they keep me up to date. Where are we 

on our general repetitive pattern, but also where are we in communicating our projects. So there 

is a lot of varying moving pieces. We still haven‟t played our first football game yet, and in our 

weekly meeting we talked about basketball and baseball, and a spring ceremony. You‟re always 

in the present, but you‟re also always in the future, and you‟re very calendar conscious and 

calendar driven. So we try to be as proactive as we can and plan as much as we can, so you avoid 

those instances where something kind of slips off the radar, and it‟s here, and you really haven‟t 

promoted it, or talked about it enough and people will see it. I think we do a pretty good job of 

that. I trust them. They‟re very good. I don‟t micromanage them. I just stay in the loop.  

 

Does anyone in football communications have an advisory role to you?  

Absolutely. I ask them, „what do you think? What do you think in all areas? What do I need to do 

better?‟ Brian and Travis are senior administrative members in this department. I tell the 

administrative team in this department, „we‟re all professionals here‟ and we talk openly, and we 

talk candidly. If I‟m missing something, if I‟m not seeing something I need to see, or I‟m seeing 

it in the wrong way, you have an obligation to express your opinion on that. I might not agree, 

and we might agree to disagree, but I expect them to advise me.  
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What is your highest completed level of education and field of study? 

My doctorate is in sport management. My master‟s is in exercise science. My bachelor‟s was in 

history education. I have a teaching credential to teach history.   

 

May I have permission to contact you again for additional information, if needed?  

Yes.  


