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NCAA TOURNAMENT IMPACT 
THE HALO EFFECT 



WHAT IF? 



NATIONAL MEDIA  
MARCH 10 – IN THE CAN 

 

If W&M won… 
 
•  ESPN SportsCenter 
•  CBS Sports 
•  Sporting News 
•  SiriusXM Radio 
•  WestWood One CBS Radio 
•  ESPN Radio – The Freddie Coleman Show 



WHY MEDIA MATTERS 

•  Story of Athletics to Broader Audience 
•  W&M Scholar-Athletes represent the general student body 

 

•  National Platform for W&M Brand 
•  National Exposure 

•  Earned Media 
•  CBS Selection Sunday (4.6 million viewers) 

•  TV Spots (free 30-second ads) 
•  60 million brackets (each one has W&M on it) 
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REALIZABLE IMPACT   

 
•  Financials 

•  Donations, Tickets, Merchandise, NCAA Tournament $$ 

 
•  Other Areas of Impact 

•  Media, Web, Admissions, Intangibles (Alumni Engagement) 

 
*NCAA TOURNAMENT SUCCESS IMPACTS ALL OF THE ABOVE 
 

 



FINANCIALS 
DONATIONS 

2004 FCS Football Run 



FINANCIALS 
TICKET SALES 



FINANCIALS 
MERCHANDISE 

Everybody wants to celebrate a winner. Lots of opportunities. 



FINANCIALS 
NCAA TOURNAMENT $$ 



OTHER AREAS OF IMPACT 

•  Web Traffic 
•  Bucknell 2013 59% ↑ 
•  Davidson 2013 67% ↑ 
•  Harvard – Immune 

 

 

Bucknell University  

59% 

317% 



OTHER AREAS OF IMPACT 

•  Admissions 
•  Variables 

•  Tournament Run 
•  Brand / Highly Selective 

•  W&M Impact 
•  In-State Pool 

 

•  Intangibles 
•  Alumni Engagement 
•  Campus Morale 
•  Social Media (#MarchonTribe) 



FINAL THOUGHTS 
HALO EFFECT 

1.  NCAA Tournament Run 

2.  Current National Brand 

3.  Team on the Ground 




