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 “Championship teams find a way to 
transform themselves into winners.  No 
doubt, there needs to be talent, but 

there also needs to be a winning 
culture.” 

 Dave Brandon, University of Michigan Athletic Director 



 

What is your brand? 

“….the promise, the big idea, the 

expectations, in the head of each 

customer’s (Fan’s) mind about a 

product, service or company.  The 

brand is shorthand.  It stands for 

something.” – Alina Wheeler (2006) 

HOW DO YOU DEFINE YOUR DEPARTMENT’S BRAND 

AND CULTURE? 



Name the top pizza  

   companies in the U.S…. 

 

Name the top gasoline  

   stations in the U.S…… 
 



 

 

 

 

Social Media 
Perceptions 

Leader and 
Department 
Expectations 

Team 
Brand 

Public Relations 



• Establish connections for clients or fans 

• Establish common understanding  

• Consistency among programs 

• Knowledge of culture, values and morals 

• Creates “Spirit” 
 

WHY IS YOUR TEAM’S BRAND IMPORTANT? 



What are the expectations for 

your team? 

 

How can your leaders and 

“team members”  

  help you? 

Leader and Department Expectations 



• Representing self and entire team 

• Walking to performances 

• Photo Opportunities 

• Non-verbal communication 

• Some Teams - “No Hug” policy? 

• On Campus, Parent Events, etc. 

PUBLIC RELATIONS 

Performances and Appearances 



• Verbal, Non-Verbal, Text, Email, FB, Twitter, ANY FORM OF 

COMMUNICATION 

• Avoid topics that could be misconstrued such as politics or 

offensive subject matter 

• Understand our diverse fan base in terms of socioeconomic 

status – do not judge 

• Always have something planned to say – “Excited for the game, 

studying Kinesiology, etc.” 

PUBLIC RELATIONS 

Communication 



• Administrators 

• Development 

• Fans – Basketball essential 

• Other Spirit Groups 

• Dance Team Confidentiality 

• “What happens in MDT stays in MDT” 

Administration and Communication 



Swearing, gossiping or talking 

negative about anyone in any 

situation.  People know you are on 

MDT.  You are representing 

Athletics and the University.   

Things we think don’t matter, but actually do… 



Internal PR 

Talking negatively in practice, 

complaining, saying things under your 

breath, not giving 100%. These affect 

the “vibe” of the team. 

Things we think don’t matter, but actually do… 



• Poster, Website, Social Media, 

Calendar…what else? 

• Branding the MDT name 

• Competition 

• Examples –  

    Band, etc. 

Increasing our Media Coverage 



CULTURE 

A MINDSET THAT FOLLOWS VERBAL 

AND NON-VERBAL NORMS 

 

“THE WAY WE DO THINGS HERE” 



CORE VALUES VS. DEPARTMENT GOALS 
BOTH CREATE CULTURE 

 CORE VALUES     DEPARTMENT GOALS 

 Define your program    Vary from department each year 

 Unwavering     Specific and measureable 

 Stand the “Test of Time”   Should be team driven 

 “The way we do things here”   Weekly and Monthly “Check in” 

 New members learn quickly   Source of Motivation 

 Veteran members reinforce these ideals  Stated Expectations 

 Revisited annually    Adjusted accordingly throughout the 
      year 



WHAT DEFINES CORE VALUES AND  
TEAM GOALS 

 YOUR TEAM VALUES ARE LIKE OUR PLANET’S ELEMENTS: 

 ROCK – The foundation and principles of your program 

 WATER – The fluidity of your weekly, monthly and annual goals 

 FIRE/WIND – The passion that drives your program to success 

 EARTH – The growth and reward that flourishes with your team 



FOUNDATIONS OF TRUST    Core Principles 



WHAT IS YOUR DEPARTMENT’S “ROCK?” 

  Culture is everything. It’s like oxygen to you and me. In fact, I actually use that 
specific analogy to identify those companies that have strong organizational cultures; 
they are like life-breathing oxygen to the body, while those that are weak are like 
poisonous carbon monoxide. Consumers only want to do business with companies that 
make them feel good. They want memorable experiences, which are going to be 
comprised of great service, quality products, fun atmosphere and a fair price per 
value. Employees only want to stick around with organizations that they trust, admire 
and respect. Brands that can consistently deliver on these fundamental platforms 
create a strong culture, which in turn attracts more people—internally and externally. 
And you definitely know it when you see it in the totality of a company’s business 
outcomes and eventual lifespan. Believe me, in every way possible… culture matters. 

 Jim Knight – Director of Training at Hard Rock International 



WHAT IS YOUR TEAM “ROCK?” 

 What does your PROGRAM value?  

 What are the morals, rules and behavior expectations for your program? 

 What is the work ethic and belief system? 

 How do we communicate to each other? 

 How do these core values ensure success among many teams? 

 How is your program presented to Customers, Other Departments, The University? 

   These “rocks” build culture, trust and values in your program 

  



FOUNDATIONS OF PLANNING FOR  

VISION AND ACCOUNTABILITY    Team Goals 



WHAT IS YOUR DEPARTMENT’S “WATER?” 

 “Culture is much like the water of an aquarium.  
While it is largely invisible, its chemistry and life-
supporting qualities profoundly affect its 
inhabitants.  Leaders effecting an organizational 
transformation must understand the vital role the 
corporate culture plays.”   

  

 Business Author Jay Conger 



WHAT IS YOUR TEAM “WATER?” 

Department goals should derive from the ENTIRE TEAM to increase 
accountability 

SMART GOALS – Specific, measurable, attainable, relevant and 
time-bound 

Goals should be in alignment with Core Values 

Valuing “WE” over “ME” – Goals should be team, not individual 
driven 

Goals are the “lifeline” to the progression of your team’s season 

 



FOUNDATIONS OF CREATING  

ENERGY AND DRIVE     Team Inspiration 



WHAT IS YOUR TEAM “FIRE?” 

 One piece of log creates a small fire, adequate to 
warm you up, add just a few more pieces to blast 
an immense bonfire, large enough to warm up your 
entire circle of friends; needless to say that 
individuality counts but team work dynamites. 

 Master Jin Kwon 



WHAT IS YOUR DEPARTMENT’S  
“FIRE AND WIND?” 

 The “FIRE and WIND” is the drive and energy your team uses to push through 
challenges to achieve success. 

 Some team members have it, others may not.  The key is to make it contagious.   

 Fire is the “aura” that drives your team’s energy.   

 People outside the team form an impression of the program based on a feeling or 
drive that the team exhibits. 

 Leaders need to monitor the “WIND” to make sure it is flowing in a positive direction. 

 Leaders need to plan when to “ignite the fire” and when to let existing energies 
flourish.  This depends on the flow of the season and existing departmental goals. 



FOUNDATIONS FOR GROWTH 

         Team Success 



WHAT IS YOUR TEAM “LEAF?” 



WHAT IS YOUR TEAM “LEAF?” 

 The reward is the “GROWTH” 

 This element is the tangible one.   

 Watching your department flourish and thrive… 

 The best leaders know when to push for growth or work on the current skills. 

 The team “leaf” also means “practicing what you preach.”  Some teams have solid 
core values but non-verbal behaviors exhibit the opposite. 

 What the customers, departments, university see… 

  



CULTURE EVALUATION 

• What areas of your brand or 

culture need to be defined?  

Redefined? 

• What are the strengths of 

your culture? 

• How do we adapt new ways 

of thinking with established 

cultures? 
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