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2 JOSH CENTOR Dr. Brand, today we are going to talk
3 about comrercial activity and how it inpacts intercollegiate
4 | athletes.

5 First question | have for you, are we concerned about
6 how sonme schools, sonme athletics departnents, bring in their

7 noney?

8 DR. MYLES BRAND: OCh, we are always concerned with

9 that, but |I think the context is critically inportant.

10 Uni versities accrue funds fromall sources, obviously tuition.
11 | You renmenber that from school ?

12 JOSH CENTOR:  Absol utely.

13 DR. MYLES BRAND: But al so they accrue noney from

14 phil ant hropy, from federal grants and contracts, but they also
15 have conmercial rel ationships. For exanple, sone universities
16 | will have a soft drink deal, not just for athletics, but for
17 the university as a whole. They'll have naming rights from
18 parts of the college of business. They'll have equity

19 positions in inventions, sonetines started by their own
20 | faculty.
21 They have a pretty clear idea of what they find
22 acceptable to the m ssion and consistent with the m ssion of
23 the university. That same set of principles carries over to
24 | athletics.

25 We have to be careful about treating athletics
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1 separately fromthe way we treat the rest of the university.

2 Commercialismis okay. Commercial activity undertaken by

3 athletics departnents is okay, provided that it fits within

4 | the mssion of higher education.

5 JOSH CENTOR. Are there certain places schools should
6 not partner with? Casinos, bars, tobacco conpani es?

7 DR. MYLES BRAND: Sone schools, through the work of

8 students, for exanple, the general student body, as well as

9 trustees, have taken a principled position about being

10 engaged, for exanple, in certain activities that they find

11 unacceptable -- for exanple, tobacco conpanies, certain

12 corporations or conpanies that m streat certain gender issues,
13 ot her kinds of abuses. So they do that as well.

14 | think it isn't only that, though. It's the way the
15 presentations are being nmade. So let ne give you an exanpl e.
16 It is okay, in whatever way you want in a professional

17 organi zation, such as a professional athletics team to

18 | show -- to use the commercialismin a way that you think would
19 be nost inpactful.
20 Actually, it can spoil the ganme and m srepresent the
21 university's relationship to athletics by overdoing it -- by
22 bei ng overenthusiastic in the presentation of certain
23 comercial activity.
24 So |l think it isn't just the content of what is being

25 advertised, but howit's being advertised as well. And | want

Colville & Dippel, LLC (520) 884-9041



Page: 54
Dr. Myles Brand & Josh Centor Podcasts

1 to bring to the floor one very inportant point there.

2 Prof essional athletics may endorse products in any way they

3 like. They are professionals. And that's part of the way

4 | they make their livelihood. But we don't want

5 student-athletes to actually endorse the products being

6 identified with any particul ar product because they are not

7 prof essionals. They are students. And they shouldn't be

8 | asked and shouldn't represent the university as asking for any
9 ki nd of product endorsenent.

10 So there are ways in which we would do it, even if we
11 are agreeabl e about what products shoul d be endorsed.

12 JOSH CENTOR: Let's talk for a m nute about the NCAA
13 and the association as a whole. Wat kind of process does the
14 NCAA go through with its corporate partners and chanpi ons?

15 DR. MYLES BRAND: W work directly with our nedia

16 partners to identify key corporate partners. Let nme nmake a

17 specific exanple -- Coca-Cola is a |long-term corporate partner
18 for us, and their nmessage is one that we resonate well wth,
19 in ternms of the excitenment of the ganes and youths' role in
20 | creating a very confortable environment for the future.
21 So | think when we get a proposed advi senent from
22 Coca-Col a, or any other corporate partner, we scan it to nmake
23 sure that it nmeets our rules and regulations in the kind of
24 presentation that's taking place -- for exanple, that there

25 are no endorsenents required by any individual athletics. And
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1 SO we scan it according to our rules, and then report back to
2 Coke. And if there's changes necessary to make, we'll nake

3 them By this tinme, of course, having worked with Coke for so

4 | ong, they understand what are rules are, and so that rarely

5 happens.

6 But for every ad and every presentation and every

7 i mge you see for our chanpionship ganes, we do carefully scan
8| it for those rules.

9 JOSH CENTOR:  Can anyone becone a partner or a

10 | corporate chanpion if there is enough noney on the table?

11 DR. MYLES BRAND. No, no. There are sone things that
12 | we won't agree to advertising. For exanple, hard |iquor --

13 there is no way in which we would agree to have a hard |iquor
14 advertiser as part of the NCAA chanpionship. In fact, we

15 don't even accept the kinds of commercials, whether we like

16 | the partner or not, that | think are abusive to gender

17 i ssues -- for exanple, portraying wonen in unflattering

18 positions. W just won't do that.

19 JOSH CENTOR: Do our rel ationshi ps have anything to do
20| with the mssion of higher education? 1Is that an inportant

21 part when we | ook for our chanpions and partners?

22 DR. MYLES BRAND: It is not a requirenent, but it is
23 strictly encouraged. W want our corporate partners very nuch
24 to represent what is good and inportant about higher

25 education. So, for exanple, the Hartford, which is a
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1 corporate partner for us, has started a programto help

2 student-at hl etes, and other students, better understand what

3 their financial situation is and how to take advantage of that
4 as they finish college, and it's been an educati onal

5 opportunity. So Hartford, of course, has a reason to engage
6 in this because they want to sell their products, financial

7 products. But at the same tine, they are al so hel pi ng educate
8 student-at hl etes and ot hers about financial issues of a

9 personal nature

10 So | think that's a really good exanple of bringing
11 t oget her sonme benefits for higher education and the

12 student-athletes, in particular, wth our corporate partners.
13 They coul d have gone in a different direction, but they chose
14 to go in a direction that supported the m ssion, nanely

15 hel pi ng our student-athl et es.

16 JOSH CENTOR:  Well, Dr. Brand, as you very well know,
17 we are in a new nedia world. W are here recording a podcast

18 that's going to be posted on the Doubl eAZone bl og.

19 So in what ways does new nedia play to this issue?

20 DR. MYLES BRAND: New nedia plays to the issue because
21 it allows the student-athletes and younger people -- and | can
22 say it because I'man ol der person -- to be able to get these

23 nessages and listen to the ganes, and, frankly, connect with
24 | our corporate partners in ways that were not possible not too

25 Il ong ago. And the fact that there are 25, maybe 100 different
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1 ways to get this content and get these nessages out, and it

2 al l ows choice by those who are listening or watching or

3 texting these nmessages -- | think is a very exciting part.

4 | And maybe we ol der guys will learn howto do it better in the
5 future.

6 JOSH CENTOR:  Well, thanks so much for giving us this
7 education on comercial activity.

8 DR. MYLES BRAND: Thank you.
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