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ABSTRACT 

Having a large fan base for athletic events can improve the standing of a college or university with respect to
its  revenues,  prestige,  and  student  enrollment.  Furthermore,  with  increasing  attention  and  money  being
focused on collegiate athletics, colleges and universities are looking for ways to capitalize on the benefits of
their  athletic  programs.  While  some  large  universities  have  already  benefitted  from  the  success  of  their
athletic  programs,  smaller  institutions  face  difficulties  marketing  their  athletic  programs  and  events.  This
paper  explores  the  challenges  faced  by  smaller  colleges  and  universities  as  they  attempt  to  realize  the
benefits  of  having  strong  marketplace  demand  for  their  athletic  events.  Sports  marketing  suggestions  for
improving fan attendance are also presented.  
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