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Executive Summary 

 Millions of U.S. high school student-athletes spend countless hours on the field, on the 

court or on the diamond, crafting and fine-tuning their skills in their chosen sport. In 2013-2014 

alone, there were nearly 975,000 U.S. male and female high school basketball players, more than 

1 million high school football players and nearly 800,000 male and female high school soccer 

players. All told, there were almost 8 million high school students who competed in at least one 

athletic activity for their high school (National Federation of State High School Associations, 

2014). 

While all of these high school student-athletes felt the thrill of competition, worked with 

teammates and learned from their respective coaches, none of the athletic contests would have 

been possible if not for a critical group of people – the officials. This cadre of people blow 

whistles, make routine and crucial decisions and ultimately facilitate athletic contests ranging 

from wrestling to football to water polo. In all, this group officiated more than 50 different high 

school sports across the United States during the 2013-2014 school year (National Federation of 

State High School Associations, 2014). However, high school officials across the nation are in 

short supply.  

The goal of this communication plan is to recruit more high school sports officials in 

Oregon. Furthermore, OAOA has limited financial resources, which is taken into account in this 

plan. By using social media, advertising and word-of-mouth marketing toward targeted groups, 

the OAOA brand will be reinvigorated, raising awareness and increasing the number of people 

that will choose to become high school sports officials.  
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Literature Review 

Athletic contests – ranging from children’s football to professional basketball – have 

common denominators. In these contests, players form teams, and these teams attempt to 

outscore each other in order to win. These athletes spend countless hours practicing and fine-

tuning their skills so they are prepared to put their collective best foot forward. 

However, none of these games would take place without qualified officials. These key 

people “play vital roles in youth athletic programs around the country and their contributions 

significantly impact the quality of the experiences young athletes have” (National Alliance for 

Youth Sports, 2015).  

What is an Official? 

The role of an official encompasses a variety of duties. Primarily, they are responsible for 

making judgment calls on what does and what does not fall within the specified rules of a 

particular sport. At other times, they are responsible for keeping the score, while balancing the 

delicate interpersonal relationships between themselves and participants. Still, those tasks do not 

cover all an official does, as Atterbom (1978) said: 

Referees are the omnipotent directors of the game, for which they are solely 

responsible. They are police, prosecutors, defenders, jury, judges, and reform 

officers all wrapped up in one. They rule, punish, guide and educate -- all in the 

same fleeting moment of instant chaos. They govern everyone associated with the 

game players, coaches and spectators. During the game, they are governed only 

by the laws of the game itself (p. 44).  

 

The role of a sports official encompasses quite a bit. However, Bunn (1968) felt that:  

The primary job of an official is to cause the game of contest to progress with as 

little interference as is necessary. Officiating is an art. It takes a special individual 

to develop a relationship that breeds friendliness and trust and not antagonism, 

which is essential to game control (p. 3).  
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Becoming an official, however, is somewhat difficult. Bunn (1968) found that there were 10 

distinct qualifications officials must have. Those qualifications are: 

1. Officials must be themselves. Officials may study and review actions of good officials, 

but in the end, they must be their own person to gain the respect of coaches and 

participants.  

2. Officials must be able to react quickly. In the heat of battle, players may break the 

rules through ignorance and accidently. Officials must be able to assess the violation 

and apply the correct rule in a split second. 

3. Officials must have confidence in themselves and in their ability to officiate a contest.  

4. Officials must be consistent in their calls and in their application of rules.  

5. Officials must possess good judgment.  

6. Officials must practice officiating in order to become proficient. Experience gives one 

an understanding of and a background for officiating that is invaluable.  

7. Officials must cooperate with their fellow officials.  

8. Officials must have a working knowledge of the rules and the implications of the rules.  

9. Officials must be professional in all aspects. They must dress properly and must be 

professional in their mannerisms and actions.  

10. Officials must be in good physical condition.  

Why do People Become Officials? 

Having qualified officials is paramount to the continuation of sporting events. Without 

these officials, it is possible thousands of athletic contests might come to an abrupt halt, but the 

motivation behind the decision for a person to become an official varies. 

Gray and Wilson (2008) studied track and field officials’ motivation to become an 

official. In particular, they studied the relationship between organizational commitment, 

perceived relatedness to fellow officials and their intention to continue officiating track and field 

events. They found that these officials felt strongly attached to the sport, which motivated them 

to continue to officiate. They also found that officials are motivated to continue to officiate if 
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they feel they have a personal commitment to the sport and the athletes involved. Burke, et al. 

(2000) conducted a survey of basketball officials and found that 70% of them officiated for 

exercise and enjoyment. The officials also cited excitement, money, challenge or experience as 

reasons for officiating (Burke, et al. 2000). 

Bernal, Nix and Boatwright (2012) found that established officials often recruit new 

officials, or interested individuals want to become an official in order to earn money. They also 

found that people usually become officials because they enjoy the game. Once individuals start, 

they typically continue to work as an official because of the camaraderie they develop with 

members of the athletic community. 

Warner, Tingle and Kellett (2013) studied the attrition of athletic officials, finding four 

distinct factors that figured into becoming an official: Enjoyment of being part of the game, 

competition and challenge, remuneration and socialization.  

Enjoyment of Being Part of the Game 

In a qualitative study where 15 officials were interviewed after they had quit officiating, 

Warner, Tingle and Kellet (2013) found that all 15 former officials had a desire to continue to be 

involved and give back to a sport through them working as an official. 

Competition and Challenge 

Researchers also found competition and challenge played a role in people becoming 

officials, defining competition and challenge as “the elements related to the competitive nature of 

sport and the testing and struggling to refine skills that refereeing provided” (Warner, Tingle and 

Kellett, 2013, p. 14). As one respondent said, “I loved competition. I loved seeing how the teams 

handled themselves. I loved the thrill of getting to make the calls, and be able to administer the 

game so that both sides competed fairly” (Warner, Tingle and Kellet, 2013, p. 15). 
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Remuneration 

Warner, Tingle and Kellet (2013) also found that earning money as an official was also a 

significant motivator. Fourteen of the 15 participants in the study said that making extra money 

was something they liked. However, the study also revealed that the officials felt that money was 

not the most important factor in becoming an official. Some said that significantly improving the 

salary for officials would likely not invite the sort of people who would become quality officials. 

Overall, the study revealed that money may serve as a critical recruiting tool, but it may not be a 

crucial factor in retaining officials.  

Socialization into the Community 

Warner, Tingle and Kellet (2013) also found that potentially becoming involved in a 

social group of officials was a factor in initially becoming an official. An important reason for 

originally becoming an official was the involvement of someone they knew who had introduced 

the individual to the idea. One respondent said, “A friend of mine was an official and 

recommended that I look into it . . . and [he] talked about how much fun it was and how great it 

was” (Warner, Tingle and Kellett, 2013, p. 15). 

Is There a Shortage of Officials? 

Both regionally and nationally, there are no shortages of athletic contests. However, the 

same cannot be said for the number of officials. In 2011, the American Sport Education Program 

labeled the lack of available athletic officials a national crisis. As it turns out, Oregon is also 

suffering from a lack of officials to officiate athletic contests.  

In Oregon, the number of officials has declined 11.8% during the past four years, from 

3,407 in 2010-2011 to 3,006 in 2012-2013 (Oreofficials.org, 2014).  
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In the past three years alone, wrestling has lost the most officials with a decrease of 23%, 

while the number of basketball officials has also decreased by 16% during that same span of time 

(Oreofficials.org, 2013). Although the pool of Oregon officials continues to shrink, the age of the 

average official in Oregon continues to climb – up 1% to the age of 45 (Oreofficials.org, 2013). 

Why is There a Shortage of Officials? 

According to NASO (2001), 33% of officials quit after their first year. Some of the 

reasons included: obligations of career or other job, sportsmanship of the participants, 

sportsmanship of the spectators, too much time away from family, low wages and poor 

relationships with those who assign and schedule events to officiate. These results echo the 

findings of a 2001 National Federation of State High School Associations study that found 

similar reasons: Career or other job, poor sportsmanship by participants and spectators, missing 

family, low game fees, relationship to the assignor and difficulty to advance (Sabaini, 2001). 

Another reason for the current trend in declining officials may be the growing number of 

verbal and physical abuse officials face. The National Alliance for Youth Sports found that 15% 

of games involve some sort of verbal or physical abuse from coaches and parents, up from 5% in 

1996-2001). Because of these issues, a total of 23 states – including Oregon – have taken up 

legislation aimed at defining assaults on sports officials as crimes or other legislation that could 

protect sports officials (National Sports Officials Association – State Legislation, 2015). The 

State of Michigan took after a 2014 incident when a soccer official was punched by a player 

during an adult league game and later died. The culprit, a 37-year-old man, received a sentence 

of 8-15 years in prison, plus a fine for the assault that killed official John Bieniewicz (CBS 

Detroit, 2015). 

Local and National Organizations 
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There are a wide variety of organizations that serve the needs of sports officials. At a 

national level, the National Association of Sports Officials (NASO) serves 19,000 officials in the 

United States by providing them a variety of information about officiating. In order to 

accomplish that goal, NASO perform five tasks: It serves members by providing benefits and 

services; improving sports officiating performance through educational programs and training 

materials; advocating opportunities for officials and engage in programs to recruit and retain 

officials; creating partnerships with organizations that benefit from healthy sports officiating 

programs; and enhancing the image of officials (NASO, 2015). Officials can join NASO and also 

take advantage of a variety of benefits such as enhanced training, discounts on referee attire, 

obtain a subscription to its magazine and other items. 

At a regional level, the Oregon Athletic Officials Association (OAOA) is an association 

of high school officials and other associations. OAOA’s mission is to “promote and advance 

officiating in Oregon” (OAOA, 2015). In order to serve that mission, the organization has four 

key areas it works with: Developing and coordinating statewide training programs to advance its 

mantra of: “One Rule, One Mechanic, One Interpretation;” managing the Officials Certification 

and Education Program; representing officials and associations such as the Oregon School 

Activities Association, the Oregon Athletic Directors Association and the Oregon Athletic 

Coaches Association; and providing opportunities for officials and associations to be honored for 

their achievements (OAOA, 2015).  

From an administrative standpoint, OAOA is governed by an executive board that is 

comprised of elected commissioners, along with regional representatives. OAOA operations are 

managed by current Executive Director, Jack Folliard, and Associate Executive Director, Clark 

Sanders. There are also seven committees that are comprised of representatives from each local 
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association, such as the Portland Basketball Officials Association, and these committees manage 

the activities of OAOA in their respective sports (OAOA, 2015). 

Functionally, OAOA represents officials who officiate at the following high school sports 

in Oregon: Baseball, softball, boys soccer, girls soccer, boys basketball, girls basketball, 

wrestling, football and volleyball. 

Elaboration Likelihood Model 

A theory to view when considering the problem of trying to convince someone to adopt a 

particular belief – the belief to become an official – is the elaboration likelihood model (ELM) 

developed by Petty and Cacioppo (1986). According to this theory, message elaboration “is the 

central route of persuasion that produces major positive attitude change. It occurs when unbiased 

listeners are motivated and able to scrutinize arguments that they consider strong” (Griffin, 2012, 

p. A-3). The central route of persuasion is actually the message elaboration portion of ELM, in 

that it requires message receivers to use cognitive processing for analyzing arguments. In the 

case of a person using cognition pertaining becoming an official, a person with no affinity 

toward officiating may take the central route if they are in need of money. They will weigh the 

pros and cons of the decision of becoming an official against the possible impending paycheck. 

A peripheral route is a mental shortcut that accepts or rejects a message based on irrelevant cues 

as opposed to actively thinking about the issue. The peripheral route, which is what people take 

when non-critical facts are observed, does not make for strong attitude shifts (Griffin, 2012). For 

example, according to the peripheral route, a person may accept the notion of becoming an 

official due to the fact they generally enjoy all sports.   

There are also two types of cognitive processing in ELM – biased elaboration and 

objective elaboration (Griffin, 2012). According to Griffin, biased elaboration takes place when a 
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person has already developed a predetermined outcome, which distorts supporting information. 

Meanwhile, objective elaboration occurs when the facts of an argument are scrutinized without 

bias and the information alone guides the receiver toward a self-determined conclusion (Griffin, 

2012). In most cases, messengers who attempt to persuade a receiver to adopt their point of view 

or an action want the receiver to utilize objective elaboration because that message is more likely 

to be adopted by the recipient due to the facts that support the message. When objective 

elaboration is used by message receivers, strong arguments will lead to change that is persistent 

throughout time, resists counter persuasion and can predict future behavior. However, if bias 

works in a sender’s favor, they may use bias and encourage others to adopt them. An example of 

this bias is illustrated through the lens of a family of officials. If there is a tradition of people in a 

family who work as officials, they already have a bias toward being an official. They then could 

use this bias to persuade a younger member of the family to become an official in the future.  

There are also strong and weak arguments to consider. Strong arguments tend to generate 

favorable thoughts when the receiver analyzes them, while weak arguments tend to generate 

unfavorable thoughts when the receiver analyzes them (Griffin, 2012). In terms of officiating, a 

strong argument may be that some officials are part of a unique or exclusive social circle who 

can stay in top physical shape by working as an official. An example of a weak argument would 

be that officials occasionally receive free popcorn from school administrators after games.    

At the center of ELM is elaboration, which means seriously thinking about something – 

whether that is accepting a new job, adopting a new religion or buying a house – and weighing 

all the pros and cons. In essence, elaboration happens when significant cognitive work is taking 

place. Petty and Cacioppo (2012) assume people are motivated to hold correct attitudes, that 
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attitudes are important in their ability to impact behavior, that people use heuristics to avoid 

information overload and that attitudes can vary in their intensity. 

According to ELM, a person who calls for stricter handgun laws and provides exact 

factual evidence how the law will impact people is making an appeal through either the central or 

peripheral route. However, it could be argued that the message does not predict or dictate the 

recipient’s route. Instead, it is more about the individual’s interpretation of the message, the 

context of the situation, whether the individual is motivated to elaborate on the message and if 

he/she is able to elaborate on the message (Petty and Cacioppo, 2012). Another consideration for 

this process involves whether a person actually cares about the topic, which is referred to as ego 

involvement. Ego involvement refers to the idea that someone has a personal connection to 

something (Sherif, 1980). For instance, if an individual personally knows an official, they will be 

motivated to elaborate on the message of becoming an official via a personal connection.  

Furthermore, Petty and Cacioppo (2012) argue that there are two types of cognitive 

processing: Biased elaboration and objective elaboration. Biased elaboration is top-down 

thinking in which predetermined conclusions color supporting data. This means a person already 

has an attitude about what is being presented. Objective elaboration is bottom-up thinking in 

which facts are scrutinized without bias. This means that a person is seeking the truth wherever it 

might lead. Ultimately, when people do elaborate on messages, they are determining if the 

messages are strong or weak. Strong arguments generate favorable thoughts when examined. In 

contrast, weak arguments generate unfavorable thoughts when examined (Petty and Cacioppo, 

2012).   

When taking the peripheral route, there are six different peripheral route cues which 

could determine if a person develops an attitude change. Petty and Cacioppo (2012) argue people 
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do not generally process these cues, which are: scarcity, liking, authority, social proof, 

consistency and reciprocation. 

When considering attitude change via central route and peripheral route queues, attitude 

change can happen, but it varies. With central route processing, an individual’s attitude change 

will last longer and they will be less likely to be persuaded in the future (Petty and Cacioppo, 

2012). In contrast, if a person sees one or a combination of the aforementioned peripheral cues, 

an attitude can change but that change will be weak, which means that attitude may waver in the 

future if another stronger argument is presented. 

OAOA Brand & Market Analysis 

OAOA has a problem: A declining number of officials in the state are available to 

officiate high school athletic contests. Current officials are getting older and dealing with 

physical ailments associated with age – troublesome knees, ailing hips, painful feet and more. 

Because of this, OAOA is faced with its most glaring issue of adding new, younger officials. 

Brand Audit 

As OAOA becomes more salient to the target audience, it is important for the 

organization to be evaluated. Through a SWOT analysis, OAOA was analyzed on its strengths, 

weaknesses, opportunities and threats (Appendix B). Two of OAOA’s strengths include the large 

network of current officials and being the recognized leader for high school athletic officiating in 

Oregon. On the other hand, limited sources of funding, an outdated website and a weak social 

media presence are three of the most significant weaknesses OAOA faces.  

OAOA does possess ample opportunities to reach its target audience via social media and 

chances for more seasoned officials to mentor their junior colleagues. However, OAOA must 
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also face the growing threat of aging officials retiring and a lack of awareness by younger 

prospects who may not be realize they can become officials. 

Current Marketing Approach 

OAOA markets itself through its website, OreOfficials.org with the tagline: “One Rule, 

One Mechanic, One Interpretation.” The current tagline may not be conducive to attracting new 

and younger officials because it details how to officiate instead of the advantages of becoming 

an official. While the current tagline could be a good message to internal stakeholders – such as 

athletic directors and other school athletic staff members – it does not resonate with the target 

audience of potential officials.  

The current website lists links to handbooks, associations, committees, awards, fees and 

other information; essentially serving as an online bulletin board and information repository. 

OAOA website doesn’t offer offering interesting narratives or other ways potential officials to 

engage with the organization.  

In 2012, OAOA participated in Officiate Oregon Day, a day-long event where officials 

from around the state spent a day of training in Portland with long-time professional officials 

(Ulmer, 2012). While the event was covered in The Oregonian, more could have been done to 

capitalize on this event and parlay the shortage of officials’ story to a broader audience.  
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OAOA Strategic Communication Campaign 

Goal and Objectives 

The goal of this project is to increase the number of high school athletic officials in 

Oregon. 

The objective is to increase the total number of high school officials, aged 18-24, among 

all sports by 25%, between June 1, 2015 and June 1, 2016.  

 Strategy 1: Increase awareness about the shortage of officials at the high school 

level. 

   

o Without officials, social aspects and athletic contests would be negatively 

impacted. Officials are the critical cog in this machine, and without them, 

athletic events will cease to exist. Officials are a necessary and intensely 

undervalued component to high school athletics.  

 

 Strategy 2: Earn five feature stories throughout Oregon’s media.  

o Currently, there is a lack of awareness about OAOA the shortage of high 

school officials in Oregon. Earning significant media about the lack of 

officials, the push by OAOA to recruit younger officials or associated 

human-interest stories about officials would significantly benefit OAOA’s 

goal of obtaining more officials. 

 

 Strategy 3: Obtain 200 fans on Facebook and 200 followers on Twitter.  

o By careful and selective two-way communication on these two social 

media platforms, OAOA has the opportunity to leverage the target 

audience it is attempting to persuade into becoming officials. These two 

platforms are critical communication tools for the target audience and 

media outlets. 

 

Target Audience 

The target audience for this campaign is Oregon males and females who have experience 

in either watching or playing in at least one or more seasons of high school sports, one or more 

seasons on a college sports team or simply consider themselves a fan of sports.  
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While this public has grown up playing sports, many of them are now at a crossroads. 

Their athletic careers have either ended or nearly ended, but they still yearn for the excitement 

that competition brings. This driven, competitive group of stakeholders is looking for a new 

challenge.  

Unfortunately, becoming an official has not been a viable option for this group because 

they have never considered it. Growing up, officials were mostly invisible to this group, serving 

an unacknowledged, but crucial role. While officials were seen during the hundreds of games 

they competed in growing up, this group of individuals has never heard about the shortage of 

high school officials OAOA is facing.  

Demographic Profiles of Ideal Candidates 

“Mark Johnson” 

Mark, 18, is a senior in high school. He played football, wrestled and competed on his 

school’s baseball team. He was not a great athlete, but he loved competing in each sport. He was 

hoping his athletic career would continue in college, but he simply has not had any offers from 

any local colleges. He plans on attending Portland Community College (PCC) after he graduates 

from high school and wants to become a tradesman, working as a plumber or electrician. While 

Mark wants to continue athletics, he simply does not have an outlet for this desire outside of 

playing basketball in a physical education class at PCC or at a local gym. Becoming an official is 

not something that has ever occurred to Mark.  

Wants and needs: Mark received a partial scholarship due to his grades to attend PCC. 

In order to save some money, Mark will rent an apartment with a friend. Mark is also receiving 

some financial help from his parents, but they have a stipulation that in order for the financial 

assistance to continue, Mark must find a part-time job.  
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Although Mark is an introvert, he does have a fairly large social circle. When he is with 

friends, he enjoys watching sports on television and even occasionally attends a variety of 

sporting events. However, he is unable to attend sporting events that are expensive – such as 

Portland Trail Blazers games or Portland Timbers games – because he is a student. To stay 

involved or associated with sports would be an ideal opportunity for Mark, but he simply has no 

idea how to make that happen.   

To create awareness that becoming an official is a possibility for Mark, and many others 

just like him, OAOA must generate buzz about how officials are not only associated with sports, 

but becoming a referee is an ideal avenue to make money on a part-time basis. This will not only 

increase the awareness of officials as a viable part-time job option, the word-of-mouth marketing 

Mark will deliver to his like-minded friends will reinforce the viability of becoming an official. 

OAOA must also inspire Mark and his friends to make meaningful lifetime connections to 

officiating that will advance not only OAOA, but their life as a whole. 

How to reach Mark: Mark needs to see and hear communication materials at his college 

that reinforce OAOA’s positioning. This can be done through flyers posted around his college or 

through word of mouth from his physical education instructors. 

It is crucial for OAOA officials to make connections at these local colleges, particularly 

within the intramural or physical education settings. OAOA officials should go to a variety of 

these physical education classes and make quick, but effective presentations to the students in 

these classes about how they can make money, expand their social circle and remain associated 

with the sports they enjoy.  

“Hannah Wilson” 
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Hannah is a 21-year-old junior at George Fox University in Newberg. Hannah played 

softball and soccer all of her life growing up and is a member of the Bruins softball team. 

Playing softball has been a labor of love for Hannah and, although she is not a starter for the 

team, she does get regular playing time as a reserve.  

As a nursing major, Hannah is busy with school work throughout the academic year. Her 

preparation for the softball season usually begins in December, but up until then, Hannah’s only 

real area of concentration is school. Because Hannah doesn’t receive regular playing time as a 

member of the George Fox team, she looks forward to the season ending because it means she is 

a step closer to playing for her club team during the summer break.  

Hannah did try out for George Fox’s soccer team, but was not selected during tryouts. 

This disappointed Hannah, but she wants to continue to be involved in soccer at some level. She 

feels as if serving as an assistant coach at a local high school would be a great opportunity for 

her, but she realizes it would be too much of a time investment. Becoming a soccer official is not 

an idea that Hanna has thought of because she never considered it as an option. She has no idea 

of its benefits and flexible schedule.  

Wants and needs: Hannah is particularly social and likes to hang out with her tight 

group of friends at George Fox, most of whom are athletes for the school or were athletes in high 

school.  On Friday and Saturday nights, she gets together with some friends to socialize. She is 

usually in a crowd of at least 10 people, made up primarily of women. Some of those in the 

group are in serious relationships but not married. Others are single. 

To create buzz, OAOA could position becoming an official as the activity to take part 

with a group of her friends; officiating is fairly easy to get involved with. Although Hannah and 
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her friends may not need the money as much as other college students, maintaining friendships 

and acquiring new ones are paramount to Hannah.  

How to reach Hannah: Because Hannah is social, along with her busy school and sports 

schedules, she does not have much time to look at traditional media, such as local newspapers. 

She receives the bulk of her news and information through social media. She follows major news 

sites such as CNN, but she also follows several regional news and information sites. She likes to 

keep up with how her old high school teams are doing follows the sports sections of several local 

newspapers like The Oregonian, The Statesman Journal, The Register-Guard and others. These 

news outlets write regularly about anything and everything related to high school athletics in 

Oregon. Hannah would be surprised and interested to see information about becoming an official 

through OAOA because of her overall interest in sports and her connection to her former high 

school. 

Brand Narrative 

OAOA’s brand can be repositioned as an exclusive group of people who come together to 

have fun, be involved with sports and make some money in a relatively short amount of time.  

Clearly, being an official at the high school level in Oregon is not a full-time job for 

anyone. Instead, it’s an exclusive, part-time job that many people do not consider when they are 

searching for part-time employment. Instead of working at a grocery store, pumping gas or 

selling cosmetics, becoming an official through OAOA should be positioned as an ideal way for 

college students to make money in a part-time role. 

“Part-time work, big-time fun” 

Brand narrative: becoming an official encompasses the idea that work can be fun.  

Positioning the idea and job of officiating as an enjoyable endeavor is critical for OAOA. 
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Going further, it is important to position the idea of being connected to the subculture of high 

school sports as entertaining, enlightening and full of learning opportunities.  

OAOA officials have the unique experience of being close to the action on the court, 

diamond or field by virtue of their position. They work in close proximity to talented athletes and 

insightful coaching staffs. For an official, these attractions are too entertaining to pass up. 

However, the fun is not limited to the games and working as an official inducts an 

individual into a new social circle of like-minded people. Members of this group talk with each 

other about the good and bad decisions that were made during games, why they were made and 

how to improve as an official for future games. Ultimately, members of this group morph into 

more than just colleagues at a job. They become lifelong friends who share life experiences with 

each other. Becoming an official becomes a bond that is not easily broken. 

Becoming an official is also a part-time job. In this position, individuals can work as 

many or as few games as their schedule allows, earning as much or as little money as they would 

like. Furthermore, it is a job that requires a special skill set: knowing the technical rules of 

particular sports and strong interpersonal skills that will allow them to positively interact with 

athletes, coaches and fans.  

In addition, officiating also helps individuals become subject matter experts in a variety 

sports. Officials typically have many years of first-hand experience in sports and are charged 

with understanding the nuanced rules of those sports. With this experience and knowledge, 

officials make important decisions that instantly impact the lives of a variety of stakeholders. 

Making these important decisions on a regular basis is a unique skill to possess in a part-time 

position. 

 “I’m a ref” 
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Brand narrative: Telling the personal stories of officials in OAOA.  

While the athletes, coaches and action take center stage when high school athletic games 

are contested, officials meld into the background because fans who attend games are not there to 

see or cheer for the officials. In this brand narrative, officials transform from the faceless and 

nameless individuals making calls during the games into living, breathing people who enjoy 

sports and want to do a stellar job of officiating. 

Each official has their own unique story to tell. In these personal narratives, officials 

would detail the reasons why they are an official, why they became an official or why they 

continue to be an official. These testimonials would succinctly tell stakeholders personal stories 

of a wide variety of officials from around the state of Oregon. These narratives will demonstrate 

the connection to the target audience that officials are real people who enjoy sports, and 

ultimately make the correlation for the target audience that they should also become an official.  

“Becoming an official is a best-kept secret” 

Brand narrative: Becoming an OAOA official is a little-known and exclusive role 

For the “Marks” and “Hannahs” of Oregon, who have not yet embarked upon their 

professional careers, financial shortcomings are a fact of life. Earning this extra income is a 

difficult endeavor for Mark and Hannah because traditional part-time jobs, such as working in 

the restaurant, sales or hotel industries, are not enticing. The reticence of Mark and Hannah to 

have traditional part-time employment is due to their youth and schedule, but both would much 

rather have employment where they can be active, have fun and be engaged.  

While both still enjoy sports, becoming an official is not an option either has considered. 

Years of playing sports have exposed Mark and Hannah to many officials, but neither had the 

time, interest or inclination to become an official. Now that Mark and Hannah are embarking on 
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a new chapter of their lives, it is the time for them to become officials.  

Positioning officiating as a “best-kept secret” to have fun, make money and expand an 

individual's social circle, speaks directly to Mark and Hannah. The primary reasons for this are 

that both Mark and Hannah are young, social and enjoy sports. They also like to be the envy of 

their current social circle. While some of their counterparts work at traditional part-time 

employment at night, Mark and Hannah spend a few hours a week officiating high school sports 

events. Among Mark and Hannah’s social group, they are viewed as the lucky ones who are 

doing what they love. When friends learn of the officiating Mark and Hannah perform weekly, 

they are not only impressed at their knowledge of and dedication to sports, but they are in awe 

that they are able to earn money in such an enjoyable environment.    

Creative Platform 

The aforementioned brand narrative will easily translate into a creative platform that can 

extend across social media, billboards and advertisements with vibrant images; the ultimate goal 

to create recognition of OAOA’s need through a push advertising campaign. The visuals for the 

campaign should include young officials and resonate with the target audience. This would be 

done in a way that reinforces the idea that though part-time officiating OAOA the Marks and 

Hannahs of Oregon can have fun, stay affiliated with sports and make money at the same time.  

To create this connection, OAOA would develop communication materials, which utilize 

the key themes:  

 Part-time work, big-time fun 

 I’m a ref 

 Becoming an official is a best-kept secret 

 

These themes would be especially useful in social media, where the audience can evolve the 

message, make it their own and help to diffuse the messages. Through consistent brand 
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encounters, these themes will resonate with the target audiences in ways that build an affiliation 

with the idea of becoming an official.  

Creative Strategy 

The goal is to get Oregon residents to become OAOA officials by convincing them that 

they are missing fun, social experiences and money-making opportunities. This can be 

accomplished through a campaign utilizing radio, print ads, and social media that depicts 

individuals having a great time being an official.  

Positioning Statement, Message Matrix and Proof Points 

For people, who have extensive experience playing high school and college sports, becoming an 

official for OAOA is a perfect opportunity to have fun, make friends and earn money – all by 

staying connected to the sports they love.   

Part-time work,  

big-time fun 

I’m a ref Becoming an official is a 

best-kept secret 

 Officiating is only a few 

nights per week 

 People can set their own 

schedule 

 Officials under the lights 

on the big stage 

 Participating in sports is 

fun and officials are part 

of it 

 Officials are getting paid 

 Officials are making new 

friends  

 Officials are respected 

 Officials are also a regular 

person who enjoys sports 

 Officials have a story to tell 

about how and why they 

became an official 

 For officials, working is fun 

 Being an official connects 

people to the sports they love 

 Officials improve the lives of 

younger people  

 

 Officials are part of an 

exclusive club 

 Everyone else is 

working at a job they 

don’t like – except you 

 People would want to 

get into this exclusive 

club if they knew it 

existed  

 Officials are smarter 

than their friends for 

finding this part-time 

job 
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Marketing Mix and Brand Narrative 

The new OAOA brand narratives — “Part-time work, big-time fun”; “I’m a ref” and 

“Becoming an official is a best-kept secret” — can play off each other through a marketing 

communications mix that appeals to multiple target audiences — students, single men, single 

women and millennials. It can be woven into a platform of consistent themes and imagery that 

allows stakeholders to own the brand in a new way that will extend and amplify it.  

Strategy 1: Digital Communication 

Tactic 1.1: Utilize Facebook and Twitter platforms 

Social media platforms can be an economical way to share messaging, generate 

awareness, and grow a larger supporter base. For a relatively small amount of money, OAOA 

can purchase ads that will show up on both the Twitter and Facebook newsfeeds of its intended 

target audience. For the primary target audience of this campaign, Twitter is ideal because the 

18-22 age group make up 26% of all Twitter users (Gaille, 2013), while Facebook reaches 57% 

of all American adults (Smith, 2014). 

By utilizing social media, OAOA can drive awareness about this campaign by sharing 

insightful content that will aid in engaging current and new supporters. As OAOA’s online 

community grows, so will the potential pool of officials.  

OAOA does not currently engage with the online community through Facebook 

or Twitter and because OAOA officials do not have extensive experience in these channels, 

OAOA leadership has expressed hesitation in engaging in these platforms. Ultimately, there are 

two reasons for this hesitation: The first is when controversial calls are made during athletic 

contests, members of the public could find OAOA’s Facebook page and post myriad of 

accusations that one particular call or series of calls by an official led to their team losing the 
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game. The second reason is a fear that other officials may go onto OAOA’s social media outlets 

to criticize fellow officials about calls that were either made or not made during a game. There is 

a remedy to this problem and that is to set up the page where anything that is posted on the page 

must go through an approval process by an OAOA social media administrator. Appendix A 

provides a series of suggested social media guidelines for OAOA’s consideration. 

The goal of the social media plan is to use Facebook and Twitter to aid in achieving the 

following campaign goals: 

 Increase awareness about OAOA 

 Encourage the target audience to become officials  

 To engage with OAOA 

Tactic 1.2: Use the Custom Hashtag: #OAOA and #Opreps 

It is recommended OAOA use the custom hashtag #OAOA when they post on social 

media and piggyback on the existing fan base that follows high school sports in Oregon. During 

the high school sports season, fans use the hashtag #Opreps (an abbreviation of the term “Oregon 

Preps”) where they follow information about high school sports in Oregon.  

Tactic 1.3: Develop Social Media Staffing Recommendation: 

The social media approval process would be performed by a staff member of the Oregon 

School Activities Association (OSAA), which is a partner organization of OAOA. Any offensive 

or objectionable content submitted would not be posted. 

It is recommended OAOA take one of two options when engaging with social media. The 

first option would rely on the partnership with the OSAA to manage content. The second option 

would be to use a college intern from a local college or university. This intern should receive 

college credit working at OAOA.  

Tactic 1.3: Engage and Follow Other Organizations 
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OAOA also needs to expand its online network to include local organizations, such as 

schools and youth sports leagues and leverage relationships with the following or similar 

organizations to gain awareness. While it does not encompass every officials association in 

Oregon, the following is a list of some of the officials organizations the OAOA should reach out 

to: 

 Salem Baseball Umpires Association  

 Portland Baseball Umpires Association  

 Sports Umpires Association  

 Northwest Baseball Umpires Association  

 Oregon Soccer Referees  

 Salem Football Officials Association  

 Central Oregon Basketball Officiating  

 MidValley Basketball Officials Association  

 Portland Football Officials Association  

 Greater Portland Volleyball Officials Association  

 Portland Volleyball Association  

 Klamath Falls Umpires Association 

 Malheur County Football Officials Association 

 Northeast Oregon Football Officials Association 

 Southwest Oregon Football Officials Association 

 OSAA Soccer Officials Association 

 North Coast Wrestling Officials Association 

 Southwest Oregon Wrestling Officials Association 

 Blue Mountain Wrestling Officials Association 

 

It is recommended that social media posts be scheduled to appear during OAOA’s optimal 

online participation time. Since OAOA’s social media channels are stagnant, it is recommended 

that posts should follow an hour before and an hour after scheduled varsity games, which is 

when social media traffic surrounding Oregon high school sports is highest. For instance, during 
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the fall, varsity football games begin at 7 p.m. Friday and end at approximately 9 p.m. Therefore, 

pre-crafted content should be posted on the social media channels once between 6-8 p.m. and 

once again between 8-10 p.m. During this time, those people who search for information on 

games, schools, teams and more and would see OAOA content.  

Content  

It is recommended that OAOA officials take at least one photo of themselves (via a smart 

phone) either prior to or before a game they officiate and email it to OAOA to be posted on the 

social media sites. These officials should simply identify themselves by their first name and 

attach text saying that they are about to officiate a game or just finished officiated a game with 

some general information about how happy they are about officiating. This could be a fantastic 

fodder where people from all over the state would see officials. Officials should not mention 

calls or scores to reinforce the perception of impartiality.  

 Time Frame: Ongoing 

 Posting Frequency: Facebook: 10 per week (+/-). Twitter: 10 per week (+/-). 

 Total Hours: 1-2 hours a week to load the social media content to Hootsuite 

 Linked Objective: The social media tactics (above and below) link to Objective 3: 

Obtain 200 Facebook and Twitter fans/followers. 

Strategy 2: Traditional Advertising 

OAOA should employ advertising sparingly due to a limited budget, although public 

service announcements (PSA) can be a relatively low-cost way to reach a large audience. 

Tactic 2.1: Radio public service announcement (PSA) 

A radio PSA is a short message to raise awareness or change perceptions on an issue. 

Most commercial radio stations are required to provide free airtime for PSAs, although 
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production costs are typically not covered. The radio stations in Appendix C align most closely 

with OAOA’s target audience. 

These stations may post to their social media accounts on behalf of OAOA, with a link to the 

campaign website. This could be requested just during the playoffs and state championships of 

each OSAA sport. 

 Time Frame: Ongoing  

 Frequency: This is difficult to determine because PSAs are not paid content and because 

of that, they may be bumped for content that has been paid for by another organization.  

 Total Hours: 20 

 Linked Objective: This tactic links to Objective 1: Increase awareness that officials are 

needed. 

Tactic 2.2: Television/video public service announcement 

A television/video PSA is a short message played on the air to raise awareness or change 

public perceptions about an issue. Video PSAs are more expensive than radio PSAs because TV 

stations are not required to air them by the FCC, therefore OAOA will need to consider costs 

associated with production and airtime. 

To pay for both production and the airtime, OAOA must find a corporate sponsor willing 

to engage in cause-related marketing, preferably a sports organization such as the Portland Trail 

Blazers or the Portland Timbers. Additionally, community banks and local credit unions are 

viable targets for this type of partnership.  

The most effective nonprofit PSAs include a time-sensitive call to action, such as signing 

up to be an official on a particular day. In the case of OAOA, it could be a one-day sign-up event 

that could take place in a common area of a Portland Timbers or Portland Trail Blazers game.   
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Television stations, such as KGW, would permit the video PSA to be repurposed for use 

on the web, provided there were no talent restrictions or other issues that would prevent its use. 

 Time Frame: June to September 

 Frequency: Once 

 Total Hours: 25-50 hours 

 Linked Objective: This tactic links to Objective 1: Increase awareness that officials are 

needed. 

Tactic 2.3: Digital billboards 

Digital billboards allow advertisers to distribute their messages to drivers on major 

roadways.  

According to Clear Channel Outdoor (2015), digital billboards can integrate social media, 

countdowns, live updates, weather and temperature information and other content. Digital 

billboards are flexible, time-sensitive, targeted and efficient. They are positioned in heavy traffic 

locations along Interstate 5, Interstate-205 and other roadways throughout the state.  

Ads on these billboards can be purchased for a day or up to a year. Clear Channel 

Outdoor often reaches out to non-profit organizations to fill content on its digital billboards for 

free or at a significantly discounted rate until regular, paying advertisers are solidified or if there 

are advertising holes in the rotation of ads in the digital billboards. In the case of OAOA, it is 

recommended they consider this opportunity. 

 Time Frame: September through June 

 Frequency: One time per day, per week   

 Total Hours: 25-50 hours 
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 Linked objective: This tactic links to Objective 1: Increase awareness that officials are 

needed. 

Strategy 3: Personal Outreach 

Tactic 1: Make a pitch to local college sports teams, college club teams, college PE classes and 

end-of-season or end-of-year high school sports banquets. 

 

Making a personal pitch to local college sports teams, college club teams, college PE 

classes at school sports banquets is critical because all of the stakeholders in this audience have 

two things in common: They enjoy sports and they all have experience with officials.  

Contacting local college coaches, various administrators and instructors to make quick, 

10-minute pitches will cover ground other tactics may miss. Logistically, making a pitch early in 

the season with the competitive college and local high school sports teams is preferable because 

coaches may be less inclined to give away some of their practice time later in the season when 

the team is preparing for the postseason. However, an added bonus with local high school teams 

is that they all generally have either end-of-the-season or end-of-the-year all sports banquets. 

These events are a great opportunity to speak to large groups, as many often attend to honor its 

athletes in all sports seasons. It is at this event where quick presentations could be made that 

would urge people to become officials. 

 Time Frame: September through June 

 Frequency: One time per day, two days per week   

 Total Hours: 25-50 hours 

 Linked objective: This tactic links to Objective 1: Increase awareness that officials are 

needed. 

Strategy 4: Communication Collateral in Materials at School Sporting Events 
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 Inserting communication material highlighting the many benefits of officiating, into 

programs at school sporting events as an opportunity to reach target audience members.  

Tactic 4.1: Getting OAOA’s communication collateral seen at high school and college sporting 

events 

 

Each high school sports contest includes communication collateral. Most notably, there is 

a one-page, double-sided sheet that includes the roster of each team, along with other pertinent 

information, such as the name of the schools, the athletic director, the address and other items. 

Most fans in attendance take a copy, so it would be wise for OAOA to create its own half-page 

ad. OAOA could ask high school athletic directors to staple on its ad to the roster. The same 

could be done for local colleges. 

Instead of providing a simple roster of the athletes playing in a high school or college 

athletic contest to those in attendance on a given night, high school and college teams provide a 

complete athletic program to those in attendance. This program contains varsity, junior varsity 

and freshmen team rosters. Programs may also contain feature stories about players, coaches and 

advertisements. Some programs contain information about rules, which can include drawings of 

hand signals performed by officials during games. OAOA might consider partnering with 

schools to develop a series of explanations for common sports signals. Additionally, this would 

be a good location for OAOA to place an advertisement about the benefits of becoming an 

official. It is recommended OAOA work with the advertising salesperson or the school’s athletic 

director to receive either a free or significant discounted advertisement due to OAOA’s non-

profit status and willingness to partner for content development.  

 Time Frame: September through June 

 Frequency: Weekly 

 Total Hours: 25-50 hours 
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 Linked objective: This tactic links to Objective 1: Increase awareness that officials are 

needed. 

Strategy 5: Media Relations 

Media relations is important for securing earned media to reach larger audiences in the 

Oregon. Media relations also adds credibility to OAOA and its efforts to recruit more officials. 

Earned media also has the potential to reach more people who are not currently engaged with the 

organization. During the past two years, OAOA has received occasional news media coverage. 

In 2015, the Polk County Itemizer-Observer wrote a piece about the lack of referees in Oregon 

(Eggen, 2015) while The Oregonian covered this topic in 2014 (Ulmer, 2014). However, there 

are few regular news media stories about referees from any of the Oregon-based media outlets. 

Tactic 5.1: Identify spokesperson(s) 

OAOA Executive Director Jack Folliard and Associate Executive Director Clark Sanders 

and should continue to be the primary people to respond to media inquiries, as they will be most 

knowledgeable about the campaign. Folliard and Sanders have a broad knowledge about the 

issues, extensive experience about the technical aspects of officiating, and can speak confidently 

about OAOA’s campaign. Both will be able to answer questions about why OAOA is in need of 

officials and what could happen if more of the younger generation of officials does not become 

engaged in officiating. 

Additionally, OAOA would benefit by identifying 1-3 more additional spokespeople who 

can speak knowledgably about the need for more officials and the benefits the campaign will 

have on the community – specifically in the more rural areas of Oregon.  Having one to three 

additional spokespersons increases the value of any media coverage because OAOA will be able 

to hand-deliver the proper spokespeople with the appropriate messages to reporters.  
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If reporters search for people on their own who can speak to this issue, the coverage may 

not echo OAOA’s key messages. It is important for these spokespeople proactively reach out to 

local media rather than react to a story that may cover a controversial call. This opportunity to 

speak to the media can be utilized in a way to recruit new, younger officials.  

 Time Frame: September 2015 through June 2016 

 Frequency: Ongoing 

 Total Hours: 2-4 hours per month 

 Linked Objective: This tactic links to objective 2: Secure five earned media pieces. 
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Conclusion 

This integrated marketing communication plan has one goal: To increase the number of 

high school athletic officials in Oregon. This goal is supported by one objective, which is to 

increase the total number of high school officials, aged 18-24, among all sports by 25%, between 

June 1, 2015 and June 1, 2016. Providing a foundation for the goal and objective are five 

strategies, which are:  

 Digital communication 

 Traditional advertising 

 Personal outreach 

 Communication collateral at sporting events 

 Earned media 

Further Recommendations 

While the objective of this plan is to increase the number of officials in the 18-24 age 

group, it is imperative for OAOA to recruit officials at an even younger age. While many 

student-athletes younger than 18 are entrenched in participating in their respective sports, a 

significant portion of them are unaware that officiating is a viable option that provides a variety 

of benefits. In order to accomplish this, it is suggested OAOA develop an official camp – a 

week-long clinic when this younger generation can learn the skills to become an official. This 

would not only develop a pipeline for OAOA to recruit new officials in the future, but it would 

also create word-of-mouth marketing due to the parents of these student-athletes dropping off 

and picking up their children from this clinic.  

Going further, it is imperative for OAOA to utilize more social media channels in the 

future after Facebook and Twitter audiences have been accumulated. Instagram may be the next 

most logical choice for OAOA to undertake due to the social media platform’s ease of use and its 
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ability to share photographs. OAOA officials may examine and identify which social media 

channels to engage in with the chart on Appendix D.   

Finally, OAOA is missing an opportunity in promoting itself regarding how it assists new 

officials. When new officials begin to work, they are faced with startup costs. Officials must pay 

required fees and purchase the required attire and gear to work as an official. For instance, 

baseball officials must spend more money than a volleyball official to work as an official due to 

the protective gear baseball officials are required to have. However, many officials associations 

throughout Oregon will make attempts to provide new officials with used equipment in order to 

lower the startup cost for officials. Associations may also give new officials money to purchase 

the required officiating equipment and be reimbursed later from the game fees the officials earn. 

The promotion of the financial assistance from these associations could entice individuals to 

become new officials. However, it is recommended that before this marketing plan comes to 

fruition, OAOA work with all of the officiating organizations throughout the state to devise a 

standard discount or payment plan that will be given to prospective referees to help reduce the 

startup costs for officials.  
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Appendices 
Appendix A 

Social media best practices 

Social media is a key tool that will allow OAOA to connect with high school sports fans, 

administrators, media and athletes. Using social media can:   

 Extend the reach of existing OAOA messages online by building relationships with 

relevant audiences. 

 Provide an informal “human” voice of OAOA to promote engagement with the 

community. 

 Demonstrate OAOA’s commitment to target audience outreach and engagement. 

 Provide a method for the target audience to interact with OAOA. 

 Provide a way to update and educate the target audience. 

 Monitor issues affecting OAOA. 

 Disseminate timely information. 

 Promote OAOA-sponsored events. 

 Highlight outstanding individuals and organizations that contribute to OAOA 

It is recommend OAOA follow these best practices, which can be easily implemented to 

assist with growing an online community and generating awareness. Those best practices are: 

1. “Follow”/“Like” and engage 

Interacting with organizations and people via social media is critical to OAOA becoming 

a trusted voice in the officiating and Oregon high school sports landscape. The first step in this 

process is to “like” or “follow” organizations or people connected to OAOA and Oregon high 

school sports. This is done by logging into OAOA’s social media accounts, identifying the 

appropriate people and organizations, and “follow” them on Twitter or “like” them on Facebook. 

These actions will aid in the growth of OAOA’s community. It also creates goodwill to 

following those who follow OAOA. Furthermore, by following new influencers or people active 

on social media, they may give a public thanks, or take a moment to read about the campaign. 

2. Engage with the online community 
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Not only should OAOA share interesting articles found online, but it should also engage 

with its online community. OAOA should not be afraid to interact with this audience – 

particularly high school students who are active on social media -- because that is where much of 

its target audience resides. If someone comments on a post, OAOA should reply. This also 

means to ask followers engaging questions and soliciting their opinions about topics of 

importance. 

It is also important to note how much content to post on which platform. For example, 

Twitter is a platform that suits regular and frequent updates. Some users will even push content 

out on Twitter throughout an entire athletic contest from start to finish, meaning possibly 

hundreds of tweets can be posted in approximately two hours. However, posting content on such 

a frequent basis on Facebook would not induce the intended reaction OAOA is aiming for due to 

Facebook’s current user atmosphere. Facebook users are not accustomed to, nor do they want, to 

have their news feed inundated with constant updates during an event. Instead, it would be best 

suited for OAOA to provide a brief recap of a night’s sporting events, along with an online photo 

album of pictures from that night’s contests and activities. This way, a user can scroll through 

photos and news at their leisure.  

3. Determine OAOA’s voice and tone 

For OAOA, the voice and tone has not already been pre-determined, which is beneficial 

because OAOA can start from scratch. However, it is recommended to keep the same voice and 

tone when OAOA posts about other topics that include the sports news. For example, if OAOA 

likes to keep a more casual tone with its posts, then it is recommended keeping that same tone 

throughout. However, the main recommendation for OAOA is to keep its tone fun and timely. 

Comment on unusually high-scoring or low-scoring games and tie it back to the officials. If there 
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is a controversial call by made by an official in a game, do not be afraid to address in a way that 

demonstrates officiating is a difficult job. 

4. Try to keep it brief and to the point 

Post quick interesting stories and news which draw in the community and make 

interesting points. With the amount of content on social media, posts can be easily lost. 

5. Responding to negative and positive feedback 

It can be nice to respond to positive feedback by thanking the community for sharing content 

or taking time to volunteer at an event. If OAOA receives negative feedback, do not delete the 

text. Doing this gives off the impression that OAOA is hyper-sensitive about issues. Going back-

and-forth with people who post negative feedback will never lead to a good place. It is important 

to make sure these people are aware that they were heard and end with a positive comment.  

6. Evaluation 

Defined previously, the objective is to gain 200 “likes” on Facebook and 200 followers on 

Twitter. As this campaign continues throughout the year, it is recommended to review all content 

monthly and decipher what gained traction among the audience and what did not. Perhaps the 

night several photos of referees at a game were posted saw a spike in mentions and new 

followers or likes. Perhaps tweeting comments on a regional high school sports story did not 

create the followers and interaction that was anticipated. Social media is not an exact science, 

and each post may or may not create the desired result. It is important for OAOA to continue to 

evaluate posts on a weekly basis and make adjustments as necessary.  
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Appendix B 

SWOT analysis of OAOA 

Strengths 

 Longevity of current officials 

 Paying individuals to be involved in 

sports 

 Unique audience 

 Recognized leader in officiating 

 Large network of officials throughout 

the state 

Weaknesses 

 Limited funding 

 Outdated website 

 Limited number of people on executive 

team 

 Weak social media presence 

Opportunities 

 Ample chances to reach target audience 

using social media 

 Potential for new officials to learn from 

older officials 

 Potential for new audiences 

Threats 

 Older generation of officials are retiring 

 Limited number of younger people 

becoming officials 

 Individuals unaware of officiating 

opportunities 
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Appendix C 

Social media platform strengths and weaknesses 

1080 AM  

KFXX 

(Portland) 

95.5 FM  

KBFF 

(Portland) 

 

100.3 FM 

KKRZ 

(Portland) 

 

105.1 FM 

KRSK 

(Portland) 

 

97.1  

KYCH-FM 

(Portland) 

 

106.7 FM, 

KLTH 

(Portland) 

 

1300 AM 

KACI (The 

Dalles) 

 

1150 AM 

KAGO 

(Klamath 

Falls) 

 

99.5 FM 

KAGO 

(Klamath 

Falls) 

 

1400 AM 

KBCH 

(Lincoln 

City) 

 

1490 AM 

KBKR 

(Baker City) 

 

1110 AM 

KBND 

(Bend) 

 

1250 AM 

KCFM 

(Florence) 

 

104.7 FM 

KCMB 

(Baker City) 

 

96.7 FM 

KCRF-FM 

(Lincoln 

City) 

 

1030 AM 

KDUN 

(Reedsport) 

 

89.5 FM 

KEFS (North 

Powder) 

 

88.7 FM 

KETP 

(Enterprise) 

 

1450 AM 

KFLS 

(Klamath 

Falls) 

 

99.5 FM 

KFSL-LP 

(Fossil) 

 

91.9 FM 

KGNR (John 

Day) 

 

105.5 FM 

KKKJ 

(Merrill) 

 

960 AM 

KLAD 

(Klamath 

Falls) 

 

730 AM 

KEZX 

(Medford) 

 

1230 AM 

KHSN  

(Coos Bay) 

 

1600 AM 

KOHI (St. 

Helens) 

 

1490 AM 

KSKR 

(Roseburg) 

 

1240 AM 

KTIX 

(Pendleton) 

 

580 AM 

KTMT 

(Ashland) 

 

95.3 FM 

KUJZ 

(Creswell) 

 

103.1 FM 

KVBL 

(Union) 

 

730 AM 

KEZX 

(Medford) 

 

1230 AM 

KHSN (Coos 

Bay) 

 

620 AM 

KPOJ 

(Portland) 

 

1450 AM 

KLBM 

(La Grande) 
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Appendix D 

Social media platform strengths and weaknesses 

Name of 

platform 

Easy to 

Manage 

Good for 

Media 

Good for 

Employees 

Good for 

Web 

Traffic 

Good for 

Community 

Good for 

Video 

Good for 

Images 

Facebook *  * * * * * 

Twitter * * * * *   

YouTube  * *   *  

Flickr * * *    * 

Pinterest *  * * *  * 

Instagram *  *  *  * 

LinkedIn *  * * *   

Google+ *  * * * * * 

Blogs  * * * * * * 

Vimeo  * *   *  

Tumblr   *  * * * 

 


