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Students shape campaigns for Fox Sports RSNs

By JOHN OURAND
Staff writer
Published May 18, 2009 : Page 09

Fox Sports Net has set up a marketing partnership with two universities that already has resulted in
two on-air promotional campaigns.

As part of an initiative that it dubs Creative University, Fox Sports West and the University of Southern
California teamed up for a campaign around the regional sports network’s Los Angeles Angels
coverage.

Sun Sports and the University of Florida developed another campaign
around that RSN’s Sunday morning coverage of Gators football.

FSN has two other partnerships planned: one with Arizona State
University and another with a still-to-be-named college in Fox Sports
South’s region.

CREATIVE UNIVERSITY
“Young, creative minds think differently,” said Chris Hannan, senior
vice president of marketing for Fox Regional Sports Networks. “They
think in creative ways that help us target that demo. It is enhancing our partnership with the schools.”

FSN launched the program in the fall, with Fox Sports West embarking on a campuswide contest to
develop a marketing campaign for the RSN’s Angels telecasts.

The winning entry, which came from members of the school’s water polo team, was “We put you in
the game,” with the Angels’ logo making up the “A” in game.

The campaign, which encompasses TV, print, outdoor and Internet, is shot from a player’s point of
view.

Florida’s marching band makes
an appearance in the Sun
Sports campaign.

FSN made some tweaks for its second partnership with the
University of Florida, limiting the contest to journalism
students.

“It's better served being part of the curriculum,” Hannan
said. “That sharpens the focus of students, who are looking
at it as part of the credit and degree.”

At Florida, a class of 50 students was given an assignment to
come up with a marketing campaign around Sun Sports’
Sunday morning Florida football show.

FSN executives whittled the 50 ideas down to four, eventually coming up with a campaign that

incorporated parts of all four winning entries.

The campaign, which will launch in August, has a young man being awakened by his alarm clock
blaring the University of Florida fight song. As the camera pulls back, the viewer sees the Gators band
in the man’s room playing the song.

“The campaign captures the fact that there’s a loyal following for Florida sports,” Hannan said.

Hannan said FSN looks at these kinds of partnerships for marketing ideas the same way tech
companies look at dealing with schools like MIT for tech savvy.

“In marketing, nobody’s doing that,” he said. "We're getting the same kind of research.”
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ASU marketing students develop campaigns for Fox Sports Arizona

BY CHRIS CASACCHIA
ccasacchia@bizioumalscom

Marketing students at Arizona State
University are developing a branding
campaign for Fox Sports Arizona inanew
course that provides real-world experi-
ence inside and outside the classroom.

The class provides a handful of stu-
dents the rare opportunity to showcase
their work to a large audience as they
prepare to enter an ultra- n—
competitive job market.
The final campaign, to be
selected at the end of the
semester from among four
student groups, will run in
print, radio, online and TV
outlets throughout Arizona
and New Mexico.

“I can see some of their competitive
nature coming out,” said Eric Fischer,
a former advertising executive with the
NBA, ABC and the Tribune Co. who was
hired to teach the class at ASU’s Walter
Cronkite School of Journalism and Mass
Communication.

After reading the course description
for “Sports Marketing and Campaigns,”
Carly McElroy was blown away by the
opportunity.

“Ican’t believe it. This is ridiculous,”
said the senior public relations major
from Phoenix. “I never felt more moti-
vated for a class.”

JuniorKaitlin Daoust said many of the
public relations jobs she’s researched in-
volve strong elements of marketing, a
skill she needs to acquire before gradu-
ating.

“Ifelt unprepared for marketing,” said
the 20-year-old Washington state native.
“I felt this would give me more real-life
experience.”

Isaac Easley, a sophomore broadcast
major, was perturbed by thelack of sports
curriculum at ASU. Now the 20-year-old
Peoriaresident isthinkingaboutacareer
in the field.

The two-year Sports Business MBA
program at ASU’s W.P. Carey School of
Business, which drew acclaim for being
among the few of its kind in the country,

was dismantled by the university in a
massive budget cut announced a year ago.
Its last class will graduate in May.

The new course is a component of a
long-term strategic plan by Fox Sports
Arizona parent company FSN to build
academic partnerships across the coun-
try, while capturing a younger demo-
graphic in an ever-changing multimedia
landscape.

“It'ssuchadifferent media today. You’d
better provide the information for people
when they’re ready for it,” said Mike
Connely, senior vice president and gener-
al manager of Fox Sports Arizona. “The
older generation lost the concept.”

Fox Sports Arizona spokesman Brett
Hansen said, “We told them to use their
imagination and just run wild.”

This “Creative University” concept,
developed two years ago by the brass at
FSN, has been successful in other mar-
kets. Last year, Fox Sports West launched
asimilar initiative with the University of
Southern California, which developed a
marketing campaign for the Los Angeles
Angels of Anaheim’s 2009 season.

Also, Sun Sports partnered with the
University of Florida to create a cam-
paign touting the school’s Sunday morn-
ing sports television program; and the
University of North Carolina developed a

- ‘“destination campaign” to

§| catchcollegiate and profes-
sional action on Fox Sports
Carolinas. That campaign
began this month.

Chris Hannan, FSN’s
senior vice president of
marketing, developed the
program for the national
network to boost its academic and com-
munity involvement while getting stu-
dents involved in the branding process.

“They’re thinking the way we want to
think and reach our audiences,” he said.
“These kids think Iike fans first.”

Hannan

GET CONNECTED

Fox Sports Arizona: www oxsportsarizona.com
ASU Walter Cronkite School of Journalism and
Mass Communication: www.cronkite asu.edu

Arizona State
University
junior Kaitlin
Daoust, right,
discusses her
group’s branding
campaign for Fox
Sports Arizona,
part of a new
course offered
at ASU's Walter
Cronkite School
of Journalism
and Mass
Communication.
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By Grotchon Parker

FOX Sports West is Geveloping 3 new Campage 10 promote s wabste wih the help of 8 USC Annenberg commun:atior
ranagement ciass that worked hrough the fal semester 1o conduct i-dopth research and phch proposals aimed at boosting the
network's Wob traffc

“The students kove & because they're engaged in a process where they get 1o come up wih an iea that's actsaly going 1o come fo
491 and be on TV and onine, whero they can s0e k" said Chvis Hannan, senior vice president of marketing for FOX, Regional
Throughout the semester, Hannan and ather FOX Sports West executives sat alongaide students to gve them
foedback on the project in Kim Stephens’ graduate CMGT 587: Audence Analysis cisss.
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[
he Class Curriculum Calls for Tipeets

dents last year by Gallup Inc. Al-
though

ideas about what they can and can't
achieve by age 7 or 8, only 42% of
students ages 10 to 18 say they are
energetically pursuing their goals,
Gallup found. And only 35% strongly
believe they can find ways around
obstacles to their goals.

representative survey of 642 stu-

BY Amy Cuozick

As Audiences Get Older, E@tinuedsrom e priorpgge
er

children begin to form their

‘The Gallup surveys are the first
broad look at goal-setting at this age;
students may struggle with this skill
partly because schools tend to focus
more on raising test scores or lower-

Pleaseturntopage.

Law.” And 6:
7 2

In CBS's new cop show “Blue Bloods,” Tom
Selleck, at the age of 66, plays a New York po-
lice commissioner. Kathy Bates, at 62, snagged
the lead role in NBC's legal series “Harry’s

2-year-old rocker Steven Tyler is
the crowd's favorite judge on his
first season on Fox’s “American Idol.”

Television is starting to act its age.

For decades the TV industry has operated on
a currency of youth, creating shows that ap-
peal to 18- to 49-year-olds, the age group ad-

So Do the Characters— e should proba
And Ads Cost More [t btre we e

vertisers traditionally consider most likely to
buy new products, switch brands and spend o1
0] inks. But as the

ever
nearly 80 million baby boomers continue to ag
out of the coveted demographic—the oldest

boomers are turning 65 this year, the younges
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By KATHRRINE ROSMAN
J Big consumer-products companies
are going back to 5
Businesses inaluding Sprint Nextel
" Corp, Levi Strauss & Co. and Mattel
Inc. are sponsoring college classes
and graduate-level research to get
help with their online marketing from
the young and hyperconnected.
Sprint, for example, supplies a class
at Boston's Emerson C ith

exchange for students working gratis
on the company’s local Internet push.
Universities, in some cases, re-
ceive funding or proprietary con-
sumer data from companies for their
research. Students get experience
they can display on their résumés,

Emerson College Instructor David Gerzof teaches students to design online marketing for Sprint and other companies.

Here, Tweeting Is a Class Requirement

and add lively classes to the usual
mix of lectures and written exams.

“We are helping students to go out
and get hired,” says Randy Hlavac, an
instructor at Northwestern Univer-
sity’s Medill School. “They've done
the work.”

The partnerships are emerging as
businesses are squTying to bolster

their ability to engage with their cus-
tomers on the Web by using Face-
book, and the like,

Of course, some parents may be
surprised to learn their tuition dol-
lars are helping to underwrite corpo-
rate marketing in addition to their
children’s education.

Sprint provided students in an on-
line marketing class at Emerson Col-
lege with 10 smartphones with unlim-

ST

ited wireless access. In exchange,
students blogged, tweeted, produced
YouTube videos and posted Facebook
updates about the launch of Sprint's
4G network in Boston. “We're team-
ing up with the class again this se-
‘mester it worked so well,” says Sprint
spokesman Mark Elliott.

On a recent Tuesday evening, the
students of Emerson Social Me-
dia—or #ESM, as the students refer
to it on Twitter and ‘elsewhere on-
line—settled on the concept of a
Twitter-based scavenger hunt to help
spread the word among Boston's col-
lege population about Sprint.

“The winner could maybe get a

phone” a student said.
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OUR PROGRAMS

BY DUSTIN VOLZ

When Eric Fischer came to the 2009
NBA All-Star Game in Phoenix on
business, he didn’t expect to return a
year later to teach sports marketing to
journalism students.

But a meeting with Cronkite Dean
Christopher Callahan that weekend set
the stage to bring Fischer and his 20-
plus years of marketing and media
management experience to Cronkite to
oversee an innovative partnership with
Fox Sports Arizona.

Fischer’s students are creating market-
ing campaigns for Fox Sports Arizona, the
Arizona affiliate of Fox Sports Network,
which was looking for ways to inject fresh
marketing ideas into its organization.

“I love the opportunity to work with
students and have them create a lot of
great stuff,” said Fischer, now a faculty
associate. “Each semester it’s been a
real blast watching the students create
something from scratch.

Fischer, who has worked as a senior
marketing representative for the NBA,
Disney, Fox, MGM and J.C. Penney,
divides the class into small teams that
compete against cach other for the
chance to have their ideas developed
by the network.

The first semester’s class worked on a
brand image campaign for the network,
with the winning team earning praise for
dreaming up the network’s now widely
used “We bring the game home” advertis-
ing slogan. The next semester, the class
worked to improve the network’s website,
and the spring 2011 class developed a
strategic marketing campaign for the
Phoenix Coyotes hockey team.

Fox Sports executives frequently visit
the class to talk with students and hear
their pitches:

Cronkite junior Kyle Daly said that
when marketing executives visited
the class in the middle of the fall 2010
semester for a progress check, they told
students their work wasn't bold enough.
He and his teammates went back to the
drawing board.

Their work paid off at the end of
the semester when they were named
the winning team. Their suggestions
included making changes to the network’s
Facebook page to limit status updates
and make them more conversational.
They also proposed ways to increase user
interactivity and keep fans engaged on the
site longer.

'WALTER CRONKITE SCHOOL OF JOURNALISM AND Mass COMMUNICATION

Students Tackle Sports Marketing
for Fox Sports Arizona

“We're the new generation,” Daly said.
“We understand the simple stuff when it
comes to Facebook and Twitter.”

Brett Hansen, Fox Sports Arizona’s
director of communications and market-
ing, said picking the winning proposal is
always difficult.

“It’s been amazing. We're impressed
every semester,” Hansen said. “The ideas
they’ve come up with are totally out of the
box and things we may not have thought
of”

The Cronkite class is part of Fox
Sports’ Creative University initiative, a
program that pairs the network’s regional
sports affiliates with a nearby university
to supplement student learning. ASU is
one of four universities participating in
the program, along with the University
of North Carolina, the University of
Southern California and the University
of Florida

“I don't think there are too many
classes out there that actually allow
you to come up with a marketing and
advertising campaign for a television
network,” Hansen said. “It’s some real-life
experience that T know all the students
get alot out of, and it’s given them a great
understanding of what it takes to work in
this profession.”

Students say their successes are largely
due to Fischer’s guidance.

“He knows more about the industry
than any other teacher I think I've dealt
with,” said senior Jake Harris.

Fischer said he’s not surprised that
Callahan jumped at the opportunity to
partner with Fox Sports Arizona.

“I think it’s a testament to what
Cronkite’s all about, about taking chances
and doing things a little bit different,”
he said. O
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CLA: SJMC News

A blog for the School of Journalism and Mass Communication.

UMN SJMC Partners with FOX's Creative
University for Fox Sports North Campaign

By showard on September 11, 2012 4:11 PM

In fall 2012, the students enrolled in Jour 4259: Strategic Communication Case Analysis
will partner with Creative University, a program of FOX Sports. The University of
Minnesota is one of 15 schools around the country participating in the program.

The program is designed to allow FOX sports
businesses to take part in the educational process
and to allow students to create a campaign for a
sports team and compete among one another.

The University of Minnesota SIMC is pairing with
FOX Sports Morth and will create a campaign for
the Minnesota Timberwolves. Students will be
focusing on how to engage fans and enhance enthusiasm for the team.

The course is taught by John Eighmey, Raymond Q. Mithun Chair in Advertising at the
University of Minnesota School of Journalism & Mass Communication.

For more information, click here.

Categories: Student Hews

Tags: fox sports creative university, simec fox sports, sime fox sports nerth, simc minnescta
timberwolves, simc minnesota timberwolves campaign, sime partners creative university, simc
partners fox sports, strategic communication case analvsis creative university, strategic
communication case analysis fox sports, strategic communication case analysis minnesota
timberweolves, university of minnesota creative university, university of minnesota fox sports
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Adjunct Faculty Member
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SIMC Aumni Society Board
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archives to find all content.
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DESTINATION: FOX SPORTS CAROLINAS

Ad students create ‘Destination’ branding
campaign for FOX Sports Carolinas

ADVERTISING STUDENTS AT THE UNC SCHOOL OF
JOURNALISM AND MASS COMMUNICATION HAVE
DEVELOPED A NEW BRANDING CAMPAIGN FOR
FOX SPORTS CAROLINAS.

The project is port of FOX's Creative University program that
partners with and athletic

The winning team of students from assistant professor Dana
McMahan's class included Mott Vito, Anna Folwell, Paige
Heskamp, Kelsey Watford, Nicole Cestaro and Jordan Cha-
tham. They earned the opportunity to work side by side with
industry professionals to execute the final product ond its
lounch coinciding with the beginning of the NBA, NCAA and
NHL foll sports seasons.

“The progrom exposed us to many components of the cre-
ative process and execution of an advertising campaign
through hands-on experience, giving us a valuable and fun
of the industry,” soid Folwell.

around the country. It provides real-ife of what

students are leaming in the classroom.

The compaign ~ Destination: FOX Sports Carolinas — supports
FOX's new regional sports network that reaches more than

4 million cable and satellite households in North and South
Corolina. The network televises about 100 live Atiantic Coast
Conference sporting events and o weekly ACC magazine
show. It also televises Charlotte Bobcats and Carolina Hurri-
canes games, 9 t d athletic

Eight teams of students in two of the school’s advertising
classes developed agency-level pitches and presented FOX
executives with creative concepts for TV, outdoor, radio, ond
grassroots web and social media applications.

16 CAROLINA COMMUNICATOR

Michoel Brouder, the director of marketing and network
presentation ot FOX Sports Carolinas, said he and other exec-
utives were impressed with all of the student teams’ pitches.

“Every idea was actionable. They were really that good,” he
said. “The preparation of the students, the caliber of the pre-
sentations and their overall professionalism was top notch.”

Brouder soid the winning presentation stood out becouse

of its understanding of the breadth of FOX Sports Caroli-

nas programming, achieving the difficult task of creating

‘an umbrella campaign that works for both college ond pro

sports in both North and South Carolina. “The campaign is

locolly charged and highly customizable across the entire
FOX Sports Carolinas footprint,” he said.

“Destination: FOX Sports Carolinas really focuses
on the passion fans have for their teams,” McMa-
han said. “FOX Sports challenged the class teams
1o bring the fan spirit alive for sports enthusiasts in
the viewing area. All true fans will see themselves
in the campaign.”

Three television spots make up the primary pieces
of the compaign, but the concept will be used across
multiple platforms. One is based on major rivalries in
the Carolinas involving ACC ond Southeastern Con-
ference teams and fons.

Students Paige Heskamp, Nicole Cestaro and Kelsey Watford
010 7 in back) watch a Los Angeles-based crew discuss the
execution of their “Destination Campaign® concept during a
Production shoot in Winston-Salem.
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COX
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S GRADUATE PROGRAMS EXECUTIVE EDUC

BBA Students Serve as Community Leaders Internship Program

1In 2011, SMU’s BigiDeas p 2 . g
wibded rains ION s, F;?\gggss?g :rl":;mltles

Amrita Vir and Sean Zech for their

goficept, Altmtang Mictofintncer Since last summer, 22 BBA students

Since then, they have turned

s Geinst - arrilogeace have completed undergraduste marketing

Wl entspransaivin internships under the guidance of faculty

undeserved neighborhoods - into advisor Sonja Corbin. Internships cover a

reality. Working with Dallas- wide variety of jobs - from working witha

based Citysquare, a faith-based hedge fund as a marketing/investor relations

nonprofit, and The PLAN Fund, a intern to serving as a promotions intern

nonprofit microfinance institution, in the Dallas Observer events department

the Mustang Microfinance team Students watched their classroom knowledge

approved six loans, ranging from come alive in a business setting, gained

$2000$1,000. valuable work experience to enhance future
employment opportunities, made useful
industry contacts and learned about new jobs

for marketing grads.

Shown: BBA team members
Timm Wooten, Amrita Vir
and Kenny Finch

Fox Sports Media Group Partners with SMU Cox

The Fox Sports Media
Group and Fox Sports
Southwest launched a new
partnership with the Cox BBA
honors marketing practicum
this spring. SMU Cox is
one of six universities that
Fox chose for its "Creative
University” program. Student
teams create and present a
marketing campaign for Fox
Sports Southwest coverage
ofthe Dallas Stars. Fox senior
marketing executives choose
the winning campaign, which
could be used by the network

tudents benefit d: Seth Ramey; Ryan Allison; Layne Meyers; Chris Hannan, Fox Sports Media Group senior

from real-world experience and ice president of mar] Jourdan Bishop; Spencer Kaiser; Mary Hynk, Fox Sports Southwest

great networking opportunities. director of marketing; Allison Hollins; and Judy Foxman, senior lecturer in marketing.

' W COX S, €GU coxtodry 3
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MICHIGAN

. ROSS SCHOOL OF BUSINESS

BBAs Seek a Slam Dunk for the Detroit Pistons
12/13/2012 --

suare o150,
BBAs join the game by marketing NBA stars in this action-based learning course.

ANN ARBOR, Mich. — Ross BBA students enrolled in Marketing 301 this semester
took their knowledge to the court on behalf of the Detroit Pistons. The class, taught
by David Wooten, partnered with FOX's Creative University program, FOX Sports
Detroit, and the nearby NBA franchise to find creative and innovative solutions for
promoting the Piston's upcoming season. "They had a variety of tactics at their
disposal and could focus on multiple objectives. Their task was to come up with
something creative that the Pistons might want to use for next season,” says Wooten, who is the Alfred L. Edwards Associate
Professor of Marketing.

Students initially were given the opportunity to sample the product, so to speak. The class attended the Pistons’ first pre-season
game, got a behind-the-scenes look at the Palace of Auburn Hills, and met people from various departments that currently work on
the team's marketing. "The trip made it fun for students, but also gave them the opportunity to look at the game not only as fans but
from the perspective from someone who has to market the product,” says Wooten.

This is the first collaboration between Michigan Ross and Creative University, a nationwide program that FOX Sports developed to put
academic minds to work solving sports-related business challenges. "The appealing thing to me was that it was consistent with the
action-based learning focus that we as a school have, and it was an opportunity to give the BBAs the experience of doing hands-on,
action-based learning,” says Wooten.

In previous semesters, Wooten used a simulation for Marketing 301’s action-based learning component, so he jumped at the
opportunity to incorporate the Creative University project into the current offering. "Sports is an exciting industry to look at. Students
like the competitive format, and the potential for the ideas to be implemented is really appealing,” says Wooten.

The result was an experience that felt like more than a dass. "It's been like having a semester-long internship with the Pistons,” says
Natalie Stern, BBA '13. "I've never been this motivated to create a winning campaign, since our team’s ideas could actually be

implemented.”
The chance to work with the Detroit Pistons in a marketing capacity also proved to be a big draw for many students. "When I saw the
project on the syllabus, I was excited because it looked like a great way to dive into marketing. I couldn't stop thinking about this

class,” says Nick Steiner, BBA '13.

Part of the thrill was the chance to merge academics and outside passions. "I was excited to have the opportunity to apply what I
have learned in school to something that I was previously interested in,” says Justin Kelman, BBA '13.

But by the end of the semester, it wasn't just the high-profile client that kept their interest in the class. "This project surrounded us in

making a marketing plan more than any other project I have had at Ross so far,” says Steiner.

"It showed me that as we move forward with our academics and careers, it is not only important to create impactful changes but
actionable ones as well,” adds Vikram Sridhar, BBA '13. "Having real-world experience is incomparable to just sitting in the

classroom.”
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FOX Deportes to Use CSUN Student Ideas in UFC Campaign

Media Contact: Carmen Ramos Chandier
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It seemed like a smple request. But the CSUN to Add Sand Volleyball 2s 19th

markating students in California State Intercollegiste Sport

an January 24, 2014
University, Northridge professar Kristen

. in Athletics, University News
Walker's upper dvision class were well sware
that the appesl for assistance from FOX
Former Hawaii Gov. Linda Lingle Returns to
CSUN to Teach

on January 15, 2014

Deportes officisls was not going to be sasy

Executives with FOX's Spanish-language sports )
) in Education, Media Releases, Folitics and
network tasked the group with developing =

Society
From left to right: Yoette Hemandez, Samantha Arevalo,  CMPaign that would increase the reach of its

Kristen Walker, Shirley Teran and Khushboo Gunwany at Ultimate Fighting Championship [UFC)

‘C5UN Professor Greg Knotts Continues LGET

2 UFC event. Photo courtesy of Khushboo Gumwany . programming within a key demographic: 18-35 ‘Outrazch with New Study

year-cld Spanish-speaking and bilingual males on January 10, 2014

in the United States. The students divided inta in CSUN Leaders. CSUN Profiles, Media
groups and began to work Releases

Their hard wark paid off. Just weeks ago, FOX officials announced they were incorporating ane
teanvs concept, “Soy UFC,” into 3 national campaign to make FOX Deportes the “go-to” destination CSU RESOURCES

for UFC content for Spanish-language and bilingual consumers. Ideas by the other CSUN teams are

CSU Leader
CSYou
CSU News

also being utilized by FOX.

“We were excited to work with professor Walker's class and found their ideas and fresh perspective
TOPICS

invaluable,” ssid Steven Gradiane, vice president of marketing at FOX Deportes. “Their commitment

to the project was evident and the students show a firm grasp and understanding of the nuances Arts and Culture

related to marketing to Hispanics.” Athletics
Business
Wialker ssid she is proud of her students’ sffarts. Community
CSU News
“They all workad hard to develop campaigns grounded in creativity, showing a depth of research,” Education
she said. “The winning team developed a campaign entitled “Soy UFC” to show a varied Hispanic base Faculty and Staff News

of UFC. The team really engaged the audience during their presentation with 3 lvely demenstration e =

Mediz Releases

of the unexpected nature of who is a UFC fan.’ Politics and Society
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UF ad students compete for Fox
Sports campaign
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Posted: Tuesday, March 26, 2013 12:45 am
Garrett Bruno, Alligator Contributing Writer | 0 comments

A partnership between UF and Fox Sports culminated Monday afternoon in a competition that put UF advertising
students' creative prowess on display.

In the fifth year of a program called Creative University, Fox Sports Florida and Fox's Sun Sports tasked a group of six
UF College of Journalism and Communications students with producing a campaign for the Miami Marlins that will
be presented to the public.

“The Miami Marlins is definitely one of the more interesting and challenging topics that we've ever given to a group
of students,” said Eric Esteban, media relations manager for Fox Sports Florida and Sun Sports. “We will be
deciding which campaign works best, and from there it's on us to implement it*

Cwercoming impressions that the Marlins engaged in too much player trading, one idea the group created was the
playful theme “Don't Be a Trader.” In an attempt to gamer a broader audience, another idea was “Show Your
Scales.”

“A big problem with the Marins was the current brand image,” said Matt Delisle, a 22-year-old advertising graduate
student. “You don’t want to focus too much on the negative "

The students viewad this 35 an opportunity to create something for the real warld

“With this campaign, wie had the opportunity to actually go into production and see something that may actually get
made,” said Jonathan Muanch, a 21-year-old advertising junior.

The groups presented a storyboard of example television spots, social media campaigns, billboard ideas, print
advertisamenis and radio scripts. Fox Spors officials will discuss which ideas they wish to produce and invite the
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Fox Sports and Missouri School of Journalism Partner to Develop Campaign to

Promote FIFA World Cup &

AdZou Students Help the Network Solve Sports-Related Business Mentioned in this
Challenges Article

Columbia, Mo. (April 22, 2013) — Fox Sports will broadeast the FIFA World Cup — the R\
ot Misous ¢ )|

Jamie Flink

most popular sporting event in the world — starting in 2015. And some Missouri School | Assistant Professor

of Journalism strategic communication students will have a hand in how Fox promotes

its broadcasts. Scott Fuenfhausen
Adjunct Instructor

The campaign development is part of Fox Sports® Creative University, a nationwide

program that Fox Sports developed to put academic minds to work solving sports- E. E‘ Jon Stemmle
;’ 4 Assistant Professor

related business challenges and to bring a fresh, young perspective to the network’s
marketing.

“The program benefits the students and brings new ideas to our

marketing ” said David Pokorny, director of marketing for Fox
Sports Midwest.

Missouri, in its third year of Creative University, is one of 15
schools selected by Fox. At each universitv a class partners with a

Fox Sports business to add SITE DIRECTORY ~

or strategy challence. Thei

14



FOX SPORTS UNIVERSITY
Northwestern- Medill News July 2013

NORTHWESTERNUNIVERSITY EXPERIENCE BY MEDILL ADMISSIONS CAREERS

News

HOME > ABOUT = NEWS

IMC undergraduate certificate students
create campaign for Fox Sports

By Mallory Busch (BSJ16) on July 16, 2013

Justine Johnson-Makuch, a recent graduate of Northwestern's Weinberg College of Arts and
Sciences, took Entertainment Marketing as part of her Integrated Marketing
Communications undergraduate certificate course plan. It was supposed to be just another

undergraduate marketing class. Instead, it became a real-world career experience.

“I was shocked at how worthwhile this was,” Johnson-Makuch said.

Instead of working with a hypothetical client and audience, the fall 2012 class paired its
students with an actual client, Fox Sports.

"The clags iz all about understanding a brand, understanding the consumer and connecting
them using entertainment marketing,” said IMC Lecturer Marty Kohr, who taught the class.
Fox Sports reached out to Northwestern as part of its Creative University initiative, which
seeks to give undergraduates areal marketing experience.

“Creative University was started five years ago by the top executives at Fox Sports,” said
Christina Appleton, Manager of Strategic Partnerships at Fox Sports. “We started with two
programs we had athletic relationships with, University of Southern California and
University of Florida, in our first year and it was extremely successful.”

A B Students at the schools paired with Creative University in its first year created award-
/ \ winning marketing campaigns for Fox Sports. Following this success, the company expanded

Gy
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SMU students design advertising campaign for
Fox Sports Southwest’s college football
programming

Dallas Morning News - August 8, 2013

5

Louis DeLuca/Staff Photographer
SMU professor Judy Foxman, with former students Ryan Allison (left) and Jeremy Moran, has twice had a class partner

with Fox's Creative University to give students an opportunity to design a marketing campaign

By RYAN OSBORNE
Staff Writer
rosborne@dallasnews.com
Jeremy Moran and his Southern Methodist University classmates were stuck

For weeks this spring, they tossed around ideas and strategies during the early stages of a semester-long
project for their honors sports marketing class at the Cox School of Business.

“Itwas just sessions of brainstorming that went nowhere," Moran said

But the blank slate the group began with gradually grew into a detailed marketing campaign complete with a

commercial script that will be used to promote Fox Sport: s college football p this fall.
“Sofa Stadium: The Best Seat in the House," beat out three other groups in professor Judy Foxman’s Honors
Practicum class. The commercial was shotin July at two Dallas locations and centers on bringing an in-game
experience to the living room. Fifteen- and 30-second spots will run this month and throughout the college
football season.

The campaign features friends gearing up for agame with body paint and tailgating food before loading into a
truck and driving it through a living room wall into the “Sofa Stadium.”

The project was coordinated through Fox's Creative University, a program that partners the network with
colleges across the country, giving students an opportunity to design a campaign similar to the one Moran's
group produced. It began in the spring of 2009 at the University of Florida and the University of Southern

| California. The program has since partnered with 14 more schools.

Moran, a May graduate who works for Sabre Holdings in Southlake, headed the winning team, but the duties
and input were equally divided, he said. Jessica Webb, Lauren Miller, Caroline Stapleton and Samantha Zivin
made up the rest of “Team Synergy,” which won the after pi g its plan to Fox
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The Pistons teamed up with FS Detroit and area rapper Big Sean for this local TV spot with
the theme "Together We Can."

Together We Can Pistons Promotion
STREET & SMITH'S
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Tuesday, Nov 26, 2013

Heat, Samsung Agree To Sponsorship That Includes Floor Apron
The Heat are the NBA's third franchise to sign a floor apron advertising deal, per the team’'s new sponsorship
with Samsung. Terms of the deal were not disclosed.

NHL's Collins Says Rogers Deal Shows "Strength Of The League"
NHL COO John Collins said of the combined $7.2B rights-fee packages the league now has with Rogers in
Canada and NBC in the U.S_, "It's indicative of the strength of the league.”

Pacquiao Short On Typhoon Relief Funds; Bank Accounts Frozen
Boxer Manny Pacquiao today said that he "has no money to keep his promise to help typhoon victims because

Philippine revenue authorities have frozen his bank accounts."

A-Rod's Lawyers Amend Complaint To Further Criticize Selig
Alex Rodriguez' lawyers have amended their lawsuit against MLB and Bud Selig to include the fact that the
Commissioner "did not have to testify" in recent arbitration hearings.

HBO To Debut Sports Documentary Film Series " State Of Play"
HBO today unveiled plans for "State Of Play," a new documentary film series from exec producers Peter Berg
and Sarah Aubrey that will debut Dec. 4 with "Trophy Kids."
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Tulane Students Complete Marketing
Competition to Promote Louisiana High School
Sports

Posted by: Lenny Vangilder in Prep Sports on Dec 06, 2013

Tagged in: tutsne , prep-zports , prep-footsal , heaa

COLLEGE-HIGH SCHOOL COLLABORATION

There was =

Ferent kind of high schoal
sports competition on Tulane's campus
Friday.

Eight teams of undergraduate students from
Tulzne's Freeman School of Business
completed a semester-long marketing
project by making presentations to Fox
Sports and LHSAA exzcutives, The mission
was to develop = full-scale marketing
strategy for Fox Sports Mew Orleans’
coverage of LHSAA events,

The project is part of a nationwide initiative called Fox Creative University.

"Fox Creative University is now in its sixth year," said Fox Sports Southwast and Fox
Sports New Orleans director of marketing Mary Hyink. "Therz arz 20 member
universities, This is the first program within the Fox Sports New Orleans region. We
launched this program back in the summer, The students were tasked to build a 360-
degree strategic marketing campaign supporting LHSAA programming on Fox Sparts
Mew Orleans,

"I'm wery impressed with the presentations and the level of strategic thinking that
came from the Tulane students. They presented some strategic, thought-provoking,
compelling on-air and digital marksting initiatives,"

Though the Tulane student body does net include a high percentage of locals, that
provided an interesting dynamic, Hyink szid.

'It's = diverse student base," she said, "We found thiz in other programs that diversity
really fuels new and creative ideas. Some really fresh ideas came out of this. Having
said that, some of these terrific, fresh ideas were very much founded on local and
regional traditions. Not only were the ideas strategic, but they're very actionable,”
During the fall semester, the Tulane students researched fans of Louisiana high school
football to gather the information for their propesals.

"When Fox told us about the program, I was extramely grateful " said Jacob Doyle of
the LHSAA marketing department. "It anly furthers our partnership with Fox Sports, T
thought thers were some fantastic ideas.”

While the committze ranked elements of three of the presentations abowve the others,
the group of Charlette Beauvalet, Warren Bondi, Tomas Bruha, Colette Castellana,

Mere on Your Football School

Select 3 School v
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Prep Mews By Sport
Footsal Vallcyball Wrastiing
Basketball Bawling Track/XC
Basenan Soccer Tennis
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WGNO obe of the Week.

Who Is the best metre area prep boys basketball
playar?

Jordan Cornish--Brother Martin
Malik Crowfield--Riverside

Melvin Frazier--Higgins

Tyree Griffin--Landry-Walker
Dominic Magee--Helen Cox

Greg White-Pittman--Holy Cross
Scott Plaisance--Country Day
Shzquillz Presten--East Jefferson

==
View Results
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Highlighted as Incredibly Impressive u og
ormation
12/0s/2013 from the Office of
Ross Marketing Students Drive New NBA Pistons Promo Marketing and
Communications at
Recently the NEA's Detroit Fistons called on the marketing minds of Ross cchool of
undergraduates to help them oeate 3 new television promo. The project turned out to ot The

be an exdting, hands-an leaming experience for the students and gave the team a of Michigan
v E

boost of energy and excitement.
Warking with Fox Sports Detroit snd the Pistons’ marketing staff, the students inspired Follow us on Twitter //
Facebook //

the “Together We Can” campaign as part of a class project in Professor David Wooten's
Fall 2012 dass. Student teams pitched idess 1o Fox Sports on ways to raise swareness Ross Homepage
for Detroits NBA franchi.
with it. ¥'ou can see the final promo be

Fox Sports

cted the winning team’s core theme and ran

Dean's Blog
Admissions Blog
Ross Ambassador Blog

ograms
BBA

Full-Time MBA
Part-Tima MBA
Executive MBA
Exacutive Education
Master of
Entrepreneurship
Mastar of Accounting
Master of Supply Chain
Management

PhD Program

My goal was to find & rich. action-based experience for undergraduate students,

ten seys. "Fox Sports has the Fox Creative University program, so we teamed up with
them tc address a marketing challenge: how to oreate more excitement for the Pistons. December 2013
The students not only got to participate in & real pitch competition. but the winning

2y." The first spot aired
etting = lot of play on Octobar 2013

January 2014

November 2013

team saw how its ides was implemented, and in & very visibl

MNov. 25 during the Pistons’ win over the Milwaukes Budss. It's

television and social media.

September 2013
Watch a behind-the-scenes "making of” video and meet the Ross student team behind
the spot. August 2013

: F July 20132
' ' E Ross School of Business Permalink
June 2013
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