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q  Challenges facing the sport of wrestling 

1.  Decreasing funding support at all levels (elimination or pay-for-play) 

2.  Program eliminations at Division I level 

3.  Olympics eliminated/reinstated…still not a core sport 
 

q How to overcome these challenges… 

Ø  Stopping blaming and/or waiting on others to solve problems 

Ø  Take control of opportunity to build interest in the sport 

Ø  Embrace opportunity to make your program unique! 



①  Enhance image of your program 

②  Gain support from athletic and general administration 
 

③  Develop support from surrounding community 

④  Increase attendance at home dual meets (all segments) 

⑤  Cultivate interest among potential student-athletes  
Ø  Increase participation and/or enhance quality of candidates 
 

⑥  Improve overall experience for student-athletes 

⑦  Increase fundraising initiatives to support program  

⑧  Help grow sport! 



Step 1: Be in the Business of Branding 

Step 2: Set a Unique Program Vision  

Step 3: Embrace Premise of a Proactive Approach 

Step 4: Strive to Make Matches a “Main Event” 

Step 5: Show Up on Social Media 

Step 6: Step Out of Comfort Zone to Differentiate 

 



“The thoughts that come to mind when individuals come 
into contact with your program” 

v Starts with: name, logo, & symbols associated with program. 

v Initial differentiation occurs as: central elements are 
developed in a creative manner to allow growth. 

v Most important branding influenced by: daily actions of 
coaches & student-athletes. 

Whether you know 
it or not, you 
already have a 

brand 

Take control 
of chance to 

make it 
solid 



v Foundation for all successful branding initiatives 

v Values (and staff modeling) will dictate the brand that 
is realized by key stakeholders 

Specificity is key to success 



q  Topic 

PROGRAM 

BRANDING 

Buy-in from key program 
stakeholders is key to 
success in branding 

Success depends on 
ability to sell your  
program vision 



q You and you alone (as a coach and staff) must sell your 
vision once it is in place 

 

“I see every person that I meet as a potential fan of our 
program.  It doesn’t matter where I am at, I am selling our 

program to whoever will listen” 

 
1.  Strive to connect with people daily 

2.  Show passion for your product 

3.  Value interactions 



v Consistent Theme: Strive to over deliver to consumers 

v By investing in right values (and process), they have 
“fanatical” fans that allow them to capitalize on word-
of-mouth marketing 



“It’s no longer an option to simply have an event and 
expect people to show up…You’ve got to strive to  

engage visitors in a unique way” 

q  Top organizations struggling to engage younger generations of fans 

q  Emphasis now at all levels to “make it an event.” 

q  Key Elements: 

①  Perception is powerful (use creative themes) 
②  Relying on concept of rivalries 
③  Highlight personalities 
④  Embrace entertainment 
⑤  Show up on social media 
 



Hint #1: First owner to encourage organizations to put player’s 
names on jerseys 
 

Hint #2: Introduced fireworks and exploding scoreboards as 
promotions to enhance game atmosphere 
 

Hint #3: Once gave away $5,000 dollars – in the form of quarters 
in a wheelbarrow on the field 
 

              SO, WHO EXACTLY AM I? 

Need more wild examples? There’s More!!! 



q  Convince people they need to be at your event 
 

q  Packaging is a critical element 
Ø  Themes: Dual meet v. “The Border Battle” 
Ø  Causes: UNC’s “Turn it Pink” Night 
 

q  Focus on setting attendance record once a 
year (e.g., Virginia Tech) to be a part of 
something special 

q  Cornell’s well-rounded approach 



q  Sport is largely dependent on rivalries to build interest 

q  Key concept: Rivalries (when at full potential) are themes that 
have been positioned for fans 

q  Start with natural rivalries and build out other secondary to 
maximize interest  



“In the past, the brand of wrestling is not one that is 
inviting.  It is important to show personalities and fun 

side to make your program more accessible” 

q  Basic strategy: Make your staff and student-athletes a part of 
your branding efforts to allow people to get to know them on a 
more personal level. 

q  Creative strategy: Make fun a part of your brand in a creative 
manner that is appealing to potential consumers. 



“The time where coaches say that wrestling is only about two guys 
doing battle and fans can take it or leave it is over.  It is time to 

work on creating a more entertaining product” 

q “Added Value” Strategies: 
①  Promotional giveaways (Takedowns for t-shirts) 

②  Themed student sections (UNC: “Kraisser Crazies”) 

③  Entertainment options (e.g., halftime sumo suit competition) 

④  Product extensions (music, lights) 



How dare you squander one more day not 
taking advantage of the greatest shifts of 

our generation? How dare you settle for less 
when the world has made it so easy for you 

to be remarkable” (Seth Godin) 

v  Implications of Internet 

v  How mobile technology is “game changer” 

v  Influence of two-way communication 

v  End result: Ability to innovate in unique manner when it comes to 

branding. 



v Getting initial steps right allows you to compound 
branding efforts 

v Fact: The average Twitter user has over 220 
followers 

v So, with 30 team members (20 users), you have 
access to 4,000+ potential fans (not counting 
alumni) 

v With a creative approach, this quickly compounds 
with RT feature 



v  You have the ability to cast a vision (and to set a standard) that 
will lift your program up 

v  You must be willing to set high expectations that will pull others 
up connected with program – while attracting others to support 
your cause 

v  Strive to be so unique that you impress people that come in  
    contact with you and program 



“On the surface, presenting is about providing some 
content to an audience.  In reality, it is about inspiring 

others to do better and make a difference while 
providing quality content” 

v So, what is coaching really about? 

v Strive to make your program and our sport truly 
unique! 



Free Brand Building Materials: 
 

q  Marketing Manual (search “NWCA Marketing Manual”) 

q  ELSM Brand Resource Center 
q  www.elitelevelsportmarketing.com 
 

q  NWCA Summer Convention (Ft. Lauderdale, FL) 

Contact: cgcooper@email.unc.edu 
Twitter: @coytecooper 


