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Chapter 1 

INTRODUCTION 

 

The Chicago Cubs Major League Baseball team most recently won the World Series in 

1908. For over one hundred years, Cubs fans continue to sell out games at Wrigley Field, buy 

apparel, and approach season after season with the same optimistic attitude that perhaps, this 

could be the year the Cubs bring home another World Series Championship. This type of zest 

can be manufactured but more often than not, it is the product of a storied franchise. And, the 

Chicago Cubs baseball team is arguably one of the most storied franchises in Major League 

Baseball. 

The Cubs organization, dubbed the “lovable losers,” is a franchise saturated with 

folklore. For example, fans are able to look past season after season of near success by justifying 

their disappointment with the “Curse of the Billy Goat.” As the story is told, the owner of the 

Billy Goat Tavern (made famous by a 1978 Saturday Night Live skit) and avid Cubs fan, 

William “Billy Goat” Sianis, hoped to bring his good luck charm, a goat named Murphy, to 

game four of the 1945 World Series. At the gate, Sianis’ goat was denied entry to Wrigley Field 

and according to the tale, Sianis exclaimed that, “The Cubs ain’t gonna win no more,” thus 

commencing the infamous curse (World Famous Billy Goat Tavern). In addition to being a 

storied franchise, the Chicago Cubs also have a persona that is much larger than the organization 

itself.  

The Chicago Cubs are an experience that marries together the greatest parts of folklore, 

history, novelty, and nostalgia. Folklore is an omnipresent element throughout the Cubs 

organization, but the ball club’s persona also values and celebrates history. The team’s ballpark, 

Wrigley Field, received its name in 1917. Amidst a stadium boom in the early 1990s and a rash 
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of stadium naming sponsorships, owners of the Chicago Cubs have honored the history of 

Wrigley Field by ensuring the name remains the same. Even the original scoreboard, built in 

1937, continues to adorn the Chicago skyline. And, after visiting Wrigley Field and taking in the 

game day experience, I’ve witnessed firsthand the magic of the ballpark and the greatness of its 

history which is matched by few other baseball stadiums in the nation.  

Wrigley Field and the Cubs organization also capitalize on novelty. As fans visit the 

stadium, they first travel through a neighborhood known as Wrigleyville and pass by countless 

Cubs-themed bars and restaurants. There is even a novelty to where one sits to take in the game 

as fans can watch from the comfort of a chair back seat, with a gaggle of fellow fans in the 

outfield bleachers, or even from privately sold (although endorsed by the Chicago Cubs) rooftop 

decks looking down into the park from a neighboring high rise apartment. And lastly, the Cubs 

infuse Chicago culture and nostalgia into their persona through mutual admiration of the people 

and ethos that make the city tick: Harry Caray, Jim Belushi, Eddie Vedder, Steve Goodman and 

more. For example, local musician and front man for Pearl Jam, Eddie Vedder, routinely 

frequents Wrigley Field to sing songs such as “Take Me Out to the Ball Game” and throw out the 

first pitch. His song, “All the Way,” is dedicated to the next Chicago Cubs World Series victory 

and as the lyrics say: 

Don't let anyone say that it's just a game/ For I've seen other teams and it's never the same 

/ When you're born in Chicago, you're blessed and you're healed/ The first time you walk 

into Wrigley Field/ Our heroes wear pinstripes; heroes in blue/ They give us the chance 

to feel like heroes too/ Whether we'll win, and if we should lose 

We know someday we'll go all the way/ Yeah! Someday we'll go all the way. (Vedder) 
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These four components of the Chicago Cubs persona: folklore, history, novelty, and 

nostalgia, are mirrored either in part or sum by the organizations I will present to you throughout 

the remainder of this paper. In each case study example, one or all of these concepts created a 

heightened level of fan identification, otherwise defined as a rise in the degree of fan salience, 

including a stronger sense of community and belongingness. The sport industry is unparalleled in 

its capacity to foster inclusive communities and conducting a thorough exploration of the 

industry has allowed researchers and sport business professionals to pinpoint mitigating factors 

to better understand fan behavior that contributes to fostering community with the by-product of 

enhancing financial support and capital gains. In addition to their research, I assert that the 

mitigating factors compose what I will term “The Big Four” which includes: folklore, history, 

novelty, and nostalgia. 

What can the University of Minnesota – Twin Cities learn from the sport industry to 

establish a stronger sense of community and belongingness on campus, across the state, and 

nationally? And, how can we utilize The Big Four concepts to create or develop a higher level of 

connection between University of Minnesota “fans” and the institution itself? Through a 

comprehensive analysis of the sport industry microcosm, I will argue that sport provides a 

plethora of lessons to teach the world of higher education, and the University of Minnesota in 

particular, about how to foster and engage community. Through the application of fan identity, 

social identity and innovation theories such as the Compelling Experience Framework, I will 

identify transferable methods for cultivating a sense of community. The goal of this work is to 

intentionally focus on community building efforts with the hope that it will lead to an increase in 

public and private funding to support the effort of making college affordable for the next 

generation of students. 
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The issue of college affordability has impacted institutions of higher education for over a 

decade. During that time, college tuition rates at the University of Minnesota have more than 

doubled (Belkin & Thurm, 2012). Public institutions have felt more of the college affordability 

crisis as a primary source of funding comes from state resources which have reduced 

significantly. In 2012, The University of Minnesota received 570 million dollars to fund 

operations from the State of Minnesota, which according to a recent Wall Street Journal article, 

is roughly the same as the 2003-04 academic year “despite inflation and roughly 10% increased 

enrollment (Belkin & Thurm, 2012).   

Following the completion of my undergraduate career with the University of Minnesota, I 

was hired as a full-time employee for the institution. For the past seven years, I have been 

employed by the Student Unions and Activities, a department of the Office for Student Affairs. 

In my work, I establish close advising relationships with students, primarily undergraduates, as I 

teach and guide them through the steps of planning an event from concept through to fruition. As 

part of this advisory relationship, I witness and hear firsthand the impact of rising tuition costs 

plaguing our current generation of students. According to the student mental health office at the 

University of Minnesota, financial pressure is a common stressor for students in a higher 

education environment, and this can have serious psychological, physical, and behavioral 

ramifications. In fact, financial hardships top the list of stressors that lead to college student 

suicide (Westefeld, et al., 2005). The desire to support students and quell financial hardships 

associated with their college education served as a catalyst for my research.  

The primary research to support my thesis statement will be compiled through a review 

of scholarly journals, articles, and literary analysis. Information will also be obtained through 

public record of financial details at the University of Minnesota – Twin Cities. The ethnographic 
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method will be employed to study fan behavior and specifically sport organizations whose 

impact extends beyond the stadium or ballpark and into the surrounding community. Finally, I 

will employ innovation practices including design-thinking methodology such as storytelling and 

the Compelling Experience Framework to bring my research to life in a real-world model for the 

University of Minnesota – Twin Cities.  

In the following thesis, readers will learn more about fan identity salience as well as sport 

in general to develop an understanding for how and to what degree an individual connects with 

an organization. Using social identity theory, I will explore how people create social networks 

and the role those networks play in increasing ties and private funding to institutions such as the 

University of Minnesota. Not only will I explore the positive attributes of identity salience but I 

will also provide an overview of the downside in order to create a holistic understanding of the 

concept and it’s applicability to the University of Minnesota. To begin with, I will further define 

the topic of fan identification.  
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Chapter 2:  

FAN IDENTIFICATION 

 

Fan identification is defined as, “the personal commitment and emotional involvement 

customers have with a sport organization” (Masteralexis, Barr, & Hums, 2009, p. 52). When a 

customer identifies closely with an organization, a sense of connectedness ensues and he or she 

begins to define him or herself in terms of the organization” (Milne & McDonald, 1999, p. 58). 

Additionally, the degree to which a fan identifies with an organization is known as fan identity 

salience. There are three degrees of fan identification which include: low/social, 

medium/focused, and high/vested.  

 

Fan Identification Salience: Low, Social Level 

The lowest level of fan identification can be characterized by a group of individuals who 

may be called “bandwagon fans.” Fans with a low level of identification with a sport 

organization typically engage with a team because socially, everyone around them is supporting 

it. An example of this bandwagon type mentality is evident when a particular sport organization 

suddenly begins performing well and a viral rally of support literally swells up around the team. 

Bandwagon fans manifest themselves in many ways – they suddenly begin donning apparel, 

purchasing game tickets, posting about the team on social media channels, and more. In fact, 

research suggests that fans, specifically college aged fans, are more likely to wear team or 

University apparel following a win, which is otherwise known as “basking in reflective glory” or 

BIRGing (Cialdini, et al., 1976, p. 366). BIRGing, and the converse CORFing, “cutting off 

reflected failure,” are common terms associated with bandwagon fans who jump on (and off) the 

wagon dependent on team performance (Cialdini, et al., 1976). Daniel Wann and Nyla 
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Branscombe (1990) have furthered research on this concept and found that when fans increase 

their level of identification with a sport organization, the likelihood of BIRGing also increases 

resulting in a direct decrease in CORFing. This fan identification phenomenon is the first of 

many that can be applied to enhancing the sense of community and belongingness at the 

University of Minnesota.   

The University of Minnesota is the State of Minnesota’s land grant institution. It is a 

highly regarded public university with a strong research focus. In contrast to the sport industry, 

there are a variety of facets and means by which an individual can identify with the organization. 

For example, one might be interested in the medical research being conducted at the Medical 

School or on the look-out for the next apple patent developed within the College of Food, 

Agricultural, and Natural Resource Sciences. The local five o’clock news engages leading 

political science professors to contextualize local, national and international debates, and the 

College of Design, School of Music, and Department of Art contribute to the bustling arts 

community in the Twin Cities metropolitan area and across the State of Minnesota. With 51,853 

students, 22,523 staff and faculty, and 400,000 living alumni, it is important for the University to 

provide a variety of avenues for engagement (Regents of the University of Minnesota, 2011). In 

addition, the University of Minnesota impacts the lives of millions every day through research, 

patents, and outreach.  

In the case of the University of Minnesota, the opportunity and challenge for creating a 

sense of community and belongingness are one in the same; the size and scope of reach is 

colossal. It is valuable to apply the principles of sport, and specifically fan identification, to this 

institution to foster a more inclusive and engaging environment. As Wann and Branscombe 

(1990) affirm, BIRGing and CORFing are powerful concepts in the world of sport. In sport, 
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these phenomena are connected to the outcome of a game. However, the University of Minnesota 

affords tremendous opportunity to generate pride and “bask in reflective glory.”  

In 2012, the University of Minnesota celebrated 150 years of the Morrill Act which 

distinguished the institution as the State of Minnesota’s land grant institution. The Morrill Act 

was originally signed into federal law in 1862 by President Abraham Lincoln who said, "The 

land-grant university system is being built on behalf of the people, who have invested in these 

public universities their hopes, their support, and their confidence” (Regents of the University of 

Minnesota, 2012). In essence, the Morrill Act provided states with federal land to help fund 

public colleges “that will promote the liberal and practical education of the industrial classes” 

(Regents of the University of Minnesota, 2012). The intended impact of the Morrill Act and the 

land grant system was to expand higher education and create accessibility for many people “to be 

productive citizens and members of the workforce” (Regents of the University of Minnesota, 

2012). This Act was signed into law following the industrial revolution, a time marked by 

enhanced desire for knowledge sharing, innovation, and global competition. According to Daniel 

Pink (2005), the industrial revolution also marked a time in our history when it became more 

important than ever for the United States to promote knowledge-workers and compete on a 

global platform. In 1887, 15 years following the incorporation of the Morrill Act, the Hatch Act 

provided federal funds to land-grant institutions for conducting agricultural and scientific 

research. In 1890, a second Morrill Act provided funding to institutions for black students which 

led to the creation of the first historically black land-grant institutions; there are 17 total black 

land-grant colleges today. Finally, in 1914, almost 100 years ago, the Smith-Lever Act 

designated federal support for land-grant institutions to offer educational programs and share 

research locally and throughout the State of Minnesota (Regents of the University of Minnesota, 
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2012). This Smith-Lever Act is what I believe creates the foundation for the entire State of 

Minnesota to “bask in reflective glory.” However, while the opportunity for BIRGing exists, the 

University of Minnesota as an institution must engage in effective outreach throughout the state 

to secure support from state-wide residents who do not have a preexisting connection or 

relationship to the University. According to research conducted by Lawrence Jacobs and Eric 

Ostermeier (2002), 90 percent of individuals surveyed believe that Americans should have the 

opportunity to enroll in a higher education program, but are concerned that qualified individuals 

will not have an opportunity to attend due to high costs (p. 16). And, when asked about 

government support, the majority of respondents support state and federal government 

involvement in making college affordable. However, when reminded of financial and budget 

barriers, most Americans change their tune as there are so many critical issues facing the United 

States with limited resources to go around (Jacobs & Ostermeier, 2002). As Jacobs and 

Ostermeier (2002) explain, “Put simply, the affordability of higher education registers in the 

public’s mind as a national problem, but it is not a burning issue at this time” (p. 18). This 

statement further justifies the need for outreach and communication with constituents that 

college affordability is a burning issue and that it’s on the brink of turning into a catastrophe.  

As identified in their book overview of George R. McDowell’s Land-Grant Universities 

and Extension into the 21st Century: Renegotiating or Abandoning a Social Contract, authors 

Keith Smith, Jo Jones, and John McCauley quote McDowell’s (2003) thesis that, "Without 

greater engagement of the universities with the society, the public universities are in peril. 

Without that engagement, not only will the universities not be able to contribute to the pressing 

problems of the society, they will not be able to understand or renew the evolving culture, 

accurately or effectively interpret history, or significantly expand the understanding of the 
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human condition" (p. 116). A lack of state-wide engagement for the University of Minnesota 

could be detrimental to future private and public funding dollars available to the institution. 

Greater engagement of the state’s citizens through outreach efforts could enhance this support. 

Therefore, identifying opportunities for State of Minnesota residents to become more broadly 

engaged “fans” could foster a significant boost in funding support.  

Of course, many current and prospective students, alumni, and donors of the institution 

find themselves already highly engaged with the University. The BIRGing phenomenon is even 

more important for the highly engaged constituent as it increases resiliency within negative 

situations such as the current college affordability crisis. For those constituents who are close to 

jumping off the bandwagon, there is hope for increased engagement and identification. As Wann 

and Branscombe’s (1990) research supports, the tiered levels of fan identification also provide 

the ability for an individual to move from one tier to the next. As seen in sport and applied to the 

University of Minnesota, developing strategies to connect in a positive way with those 

individuals who have a lower level of identification is imperative to establishing a stronger sense 

of community and belongingness. It is also critical to communicating the message that college 

affordability is a crisis and in need of immediate attention.   

 

Fan Identification Salience: Medium, Focused Level 

BIRGing and CORFing are excellent concepts for understanding bandwagon fan 

behavior but what about those who’ve already jumped on the wagon and found their way into the 

driver’s seat? These drivers entered the second level of fan identification which is the medium or 

“focused fan.” Focused fans are already connected to a sport organization but their level of fan 

identification increases when they have the opportunity to become part of a big game or a big 

event. Examples of mid-level fan identification are harder to identify as many organizations 
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seem to either suffer from low identification (or no identification) or boast high identification. 

However, the baseball stadium boom and the opening of Twin Cities Federal (TCF) Bank 

Stadium in collegiate football are two examples where mid-level identification is characterized. 

The team credited with igniting the Major League Baseball (MLB) stadium boom is the 

Baltimore Orioles with the opening of Camden Yards on April 6, 1992. At the time Camden 

Yards was built, corporations were leaving the downtown area and the trend for building new 

ballparks was to move them out into the suburbs. Larry Lucchino, the creative visionary behind 

the Baltimore ballpark, decided to take a risk and built Camden Yards in the downtown area. In 

addition to building the stadium in the city, Lucchino envisioned a ballpark that would be 

“baseball only” and he desired to build a new type of facility, one described as being an “old-

time ballpark with modern amenities” (Bryant, 2005, p. 62). The local and national public 

embraced Lucchino’s vision and eleven years later, 14 new ballparks had been built using public 

dollars.  

In the book Juicing the Game: Drugs, Power, and the Fight for the Soul of Major League 

Baseball, author Howard Bryant (2005) discusses how Lucchino “tapped into the game’s sense 

of nostalgia” and that “the most important element of Camden Yards was that it recognized the 

emotional connection between the fans and the history of the game” (p. 63). Recognizing this 

connection is what attributes to a perceived quality of life by allowing consumers to enjoy the 

sport whether they follow it or help finance it. This potential for an enhanced quality of life is 

exactly what fueled city residents to accept higher taxes to help subsidize a stadium as 

subsidizing a sports stadium or arena with tax revenue may generate a consumer surplus, a base 

for which taxpayers place the value for a good or service above its purchase price. According to 

John Siegfried and Andrew Zimbalist (2000), there are three primary ways to generate a 
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consumer surplus. First, as seen with teams boasting high fan identification and fanatic type 

behavior, the demand for attendance is inelastic and those high-visibility fans are able to drum up 

public funding support for an area. Second, local sport franchises are able to create an enhanced 

quality of life experience for the general public as there is an opportunity to view games via 

media outlets, read about the franchise in the press, or engage in conversation about the team at 

work or in social environments. Lastly, residents of cities looking to draw upon public funding to 

subsidize stadiums perceive benefits from being a major-league city. Whether the interest is 

tourism, attracting jobs, or image enhancement of the public good, residents and area politicians 

tend to support public subsidies of tax stadiums (Siegfried & Zimbalist, 2000). What Siegfried 

and Zimbalist (2000) point out is that creating an emotional connection between a fan or a 

resident with an organization has strong potential to result in public funding support. This 

nostalgia will be addressed when discussing the highest level of fan identification as it plays a 

role in taking a fan from “focused” to “die-hard.” 

Although 48 percent of TCF Bank Stadium, home of Golden Gopher Football at the 

University of Minnesota, was funded by state dollars, the motto for the financing campaign was 

“It takes a community to build history” (Gopher Sports). Fifty-two percent of the 288.5 million 

dollar stadium project costs were paid for through private funds including parking revenue, 

student fee dollars, and funding from the University of Minnesota Athletic Department. As the 

corporate sponsor with naming rights to the stadium, TCF Bank Corporation funded $35 million 

of the project, just over 12 percent of the total expense. As many organizations experienced with 

the stadium boom in baseball, building a new facility has the capacity to help teams and ball 

clubs weather a storm. The stadium boom helped the MLB organization weather the 1994 strike 
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and TCF Bank Stadium provided an opportunity to increase fan identification with Gopher 

football after years of mediocre play. 

Gopher football last brought home a national championship in 1960, 49 years before the 

opening of TCF Bank Stadium. In addition, with the opening of the multi-use Hubert H. 

Humphrey Metrodome facility in 1982, the Gopher football team began traveling off campus for 

all home games. Although the Metrodome is within a mile of campus, the physical location was 

said to dampen the spirits of Gopher football fans. The off-campus facility, coupled with less 

than spectacular on-field play, contributed to a drop in ticket sales and overall fan identification 

as the years went on. And in 2007, the year construction began on TCF Bank Stadium, annual 

ticket sales were just over 80 percent of the total capacity. The impact of the return of football to 

campus with the opening of TCF Bank Stadium was felt immediately. In 2009, Gopher football 

played every home game before a sold-out crowd. Even the student section, a component of the 

Gopher fan base that yielded low returns in previous years, sold all season tickets well before the 

first home football game. The opportunity to be a part of something new, something “big,” is 

what transitioned several bandwagon fans to focused fans. Gopher football has also retained 

many of these focused fans despite the overall outcomes of the past four seasons. Although there 

has been a decline in game attendance from the 2009 opening year (a decline from 2009 of three 

percent in 2010 and eight percent in 2011), the facility has continued to draw crowds. It should, 

however, be noted that student season ticket sales have dropped drastically since the stadium 

opened  further supporting the BIRGing and CORFing phenomena. Ultimately, University of 

Minnesota students are more likely to support the team following a favorable game outcome. 

And, while the stadium is still a beautiful facility, on-field play has continued to remain less than 

desirable. 
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Before moving on to the third level of fan identification, we must take a moment to 

reflect on the aforementioned TCF Bank Stadium fund-raising campaign motto. This motto, “It 

takes a community to build history,” is intriguing for the purposes of this paper as it further 

highlights the importance of community building and outreach. Through the incorporation of the 

word history, the motto implies a relationship between history, community, and financial 

contribution. Capitalizing on the history of an organization is a transferable method for 

cultivating an environment ripe for enhancing funding support. Higher education and the 

University of Minnesota specifically, are deeply rooted in history. In fact, the University of 

Minnesota was founded before the inception of the State of Minnesota. The University first 

opened its classrooms in 1851 and has provided a world-class education for millions of students 

over the past 160 years. Playing on history strengthens the financial support for sport facilities so 

it can be presumed that it has potential to yield the same results in a field that, in many cases, has 

existed longer than several organized American sports. 

 

Fan Identification Salience: High Level 

Finally, the third level of fan identification includes those individuals who are fully 

vested in “their” team. Individuals with a high level of fan identification feel so closely 

connected to a team or organization that they genuinely experience the emotions of a game 

outcome, award, or even a scandal. And, as Wann and Branscombe (1990) identify, these “die-

hard” fans are likely to have a high degree of fan identity and believe that their role as a ‘fan’ is 

an important part of who they are. This high level of social identification allows fans to 

persevere through a losing season or scandal – it can also yield fanatic behavior. Many 

organizations work to capitalize on fanatic behavior and teams such as the Philadelphia Phillies 

promote overzealous behavior through their mascot, the Philly Fanatic. It most cases, this 
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frenzied passion is desired in sport and it can produce powerful and positive effects. However, 

the converse can also be true and according to a study conducted by Debra Laverie and Dennis 

Arnett (2000) titled Factors Affecting Fan Attendance: The Influence of Identity Salience and 

Satisfaction, “Avid fans in their zest to support their teams may act in a manner that violates 

regulations” (p. 241). An example of this willingness to look past legalities can be seen in the 

2011-12 Penn State football scandal. In November 2011, the Penn State Nittany Lions football 

program became a topic of conversation at the dinner table, around the water cooler, and across 

the front lines of every media publication when child sexual abuse allegations were made against 

the team’s defensive coordinator, Jerry Sandusky. Almost as quickly as the allegations were 

made, Penn State began holding members of the highest level of its administration accountable, 

including then-President, Graham Spanier (resigned), and the winning-est Coach in college 

football, Joe Paterno (fired and now deceased). It was said that both Paterno and Spanier should 

be held accountable due to their inaction surrounding their prior knowledge of Sandusky’s 

criminal activity. This is an unfortunate example of the negative implications of high fan identity 

salience as, on the same day Paterno was terminated, Penn State University students and fans 

assembled to carry out a riot in the streets of State College, Pennsylvania. When asked why they 

rioted, students told the New York Times things such as, “This definitely looks bad for our 

school. I’m sure [Joe Paterno] wouldn’t want this, but this is just an uproar now. We’re finding a 

way to express our anger.” And, “The hardest part, because [Joe Paterno] was a hero to me, is 

coming to grips with what he did, or actually what he didn’t do” (Schweber, 2011). In many 

ways, the demonstrators were so angered by the firing of the head football coach that instead of 

thinking rationally about the issue behind his firing, they felt intense emotion and acted out 

because they were genuinely devastated.  
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Although this example is extremely damaging and disheartening, it shows the power that 

high fan identity salience can have. The 2011 riot at Penn State can be attributed to devastation, 

but other colleges including the University of Minnesota have experienced rioting as a result of 

joy, pride, and passion when a team wins a national championship. This type of zest supports the 

notion that there is something that can be learned from a fan’s connection with their sport team – 

it’s learning how to use it for good that should be applied to the question of what can higher 

education learn from sport? In order to better understand fervent, high identification fan 

behavior, I will look to two sport organizations: the Boston Red Sox and the Green Bay Packers.  
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Chapter 3  

FAN IDENTIFICATION CASE STUDIES 

 

The Boston Red Sox 

The sport of baseball, “America’s Favorite Pastime,” began in the early 1800s and is 

arguably one of the first organized sports. In 1871, the first professional baseball league, the 

National League (NL), was established and today there are two professional divisions within 

Major League Baseball, the NL and the American League (AL). Every year, the NL and AL 

compete within their divisions to send one champion forward to participate in the World Series. 

The first recorded World Series occurred in 1905 and featured the Boston Red Sox (AL) and the 

Pittsburgh Pirates (NL). The Red Sox took home the first World Series victory with a 5-3 win 

over the Pirates (MLB Advanced Media, L.P. , 2001-2013).  

Much like the Chicago Cubs, the Boston Red Sox embody The Big Four sport industry 

concepts that build fan identity, community, and belongingness: folklore, history, novelty, and 

nostalgia. I selected the Boston Red Sox organization as a case study due to the variety of ways 

in which the organization capitalizes on The Big Four. 

 

Folklore and the Boston Red Sox 

 There is an incredibly rich story surrounding the Boston Red Sox organization and many 

people have taken the opportunity to capture and document the folklore swelling up from within 

the ball club. Whether it’s a story explaining how the team received its name or the Curse of the 

Bambino, the folklore is documented by fans who seek to forever memorialize the team’s story. 

A few of these stories emerge as especially relevant to explaining the impact of folklore on 
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establishing community and a sense of belongingness; specifically, the story of the Curse of the 

Bambino.  

 The Boston Red Sox were the first team to win the World Series. They were also an 

original member of the AL when it formed in 1901 (Freedman, 2011, p. 11). Between their first 

title in 1903 and 1918, the Red Sox brought home five World Series championships. Babe Ruth, 

also known as the Great Bambino, joined the Red Sox ball club in 1914 and contributed to three 

of the five World Series victories which were earned in 1915, 1916, and 1918 (MLB Advanced 

Media, L.P., 2001-2013). According to the official website of the Boston Red Sox, Babe Ruth 

pitched for the Red Sox and went nearly 30 innings without allowing a run. This record set by 

the Great Bambino held for an impressive 48 years until it was exceeded in 1963. In addition to 

pitching, Ruth had an equally threatening bat; and, prior to being traded he tied the league lead 

with 11 home runs (MLB Advanced Media, L.P., 2001-2013). The trade of Babe Ruth to the 

New York Yankees in 1920 perplexed many Red Sox fans and it began an era for the 

organization that was marked by a void in World Series titles. Fans quickly titled the team’s 

streak of bad luck the Curse of the Bambino.  

Not only did the Curse of the Bambino plague the Red Sox for almost 90 years, it also 

fueled a tremendous rivalry with the New York Yankees who saw 26 World Series titles during 

the same period of time (Freedman, 2011). In 2004, the Red Sox once again reveled in the glory 

of a World Series title but perhaps most enthralling to fans is that they edged out the New York 

Yankees in the AL championship in order to play for the 2004 World Series title. With the World 

Series win, some might claim the curse has been broken but the rivalry between the Red Sox and 

the Yankees continues to thrive. In fact, in 2008, the New York Times reported a story on a 
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construction worker who buried a red sox jersey in cement beneath their project site: Yankee 

Stadium (Cheema, 2008).  

This type of fervor among fans is not only an example of high fan identification, but it 

also shows the impact of folklore on creating and sustaining community and a sense of 

belonging. Odds are that the construction worker was not living when Babe Ruth played for the 

Red Sox and did not sustain the 90-year torture from missed World Series opportunities. Yet, the 

Curse of the Bambino brought the construction worker closer to the Red Sox and closer to the 

game of baseball; a relationship that cannot be ignored. Folklore is a powerful vehicle to 

establish a connection with individuals.  

 

History and the Boston Red Sox 

 The Red Sox organization is a historic franchise. It was founded in 1901 at the impetus of 

the American League and became one of the first franchises in baseball. Throughout history, the 

Red Sox owners have capitalized on various opportunities to promote the ball club.  

 In 1907, owner John I. Taylor saw the opportunity to change the name from the Boston 

Americans to the Boston Red Sox. The Red Stockings nickname had been used in the NL for 

several years but when the league decided to enforce an all-white uniforms policy, Taylor 

swooped in, declared red as the color for his team, and officially changed the franchises name to 

the Boston Red Sox. Owner Haree Frazee created one of the fiercest rivalries in organized 

professional sport that has persisted for nearly 100 years as a result of his decision to trade Babe 

Ruth. And, the Fenway Sports Group, current owner of the Boston Red Sox, has shown respect 

for the past by naming their company after the historic stadium in which the team plays, Fenway 

Park. With the change in ownership and arrival of principal team owner, John Henry, in 2002 all 

631 home games between 2003 and 2011, have been played before a sold-out Fenway Park; the 
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best fan attendance record in history (Smith A. , 2011). The record attendance at Fenway Park 

illustrates the importance of front office management and ownership; but, perhaps more 

importantly it shows that honoring the past is a viable method for enhancing community and 

attracting fans from all identity levels to purchase tickets and attend a game.  

 Although Henry has seen great success with ticket sales as the Boston Red Sox principal 

owner, he has recently been scrutinized for rumors that he plans to  sell the organization,  

perceptions that he is picking up players who are only appealing to the media and the masses, 

and his inability to put together a winning season (Browne, 2013). In response to grievances 

regarding the team’s current on-field success, Henry responds by looking to the past. In a 

February 2013 interview Henry states, "There's no doubt in my mind that we had a core 

philosophy for a lot of years, and we moved away from that philosophy, and it's hurt us. It's 

definitely hurt us. Last year, I think, was the beginning of trying to put us back on that track."  

Henry’s statement reflects his regard for history as well as his use of it as a guide for the 

present and to plan for the future. Organizations can use history in many ways but most 

importantly, they should learn from it, share it with constituents, and use it to build a sense of 

community and belongingness that drives high levels of identification.  

 

Novelty and the Boston Red Sox 

 One of the novel components within the Boston Red Sox ball club is the Green Monster, 

an outfield wall that prevents homerun after homerun from flying outside the ballpark. The 

Green Monster is the highest outfield wall in Major League Baseball and it stands 37.2 feet tall 

in the Fenway Park left field. The Green Monster is feared by many batters but also a source of 

pride for those who manage hit a home run over left field. Additionally, the green wall is 

embraced by Red Sox fans as it increases competitiveness and home-field advantage.  
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 To capitalize on fan’s love for the Green Monster, the Boston Red Sox introduced their 

team mascot, Wally the Green Monster. Wally is a loveable mascot who visits fans in their seats 

at games, travels to private parties, and shares his celebrity lifestyle with people of all ages via 

social media outlets including Facebook, Twitter, and Pinterest (MLB Advanced Media, L.P. , 

2001-2013). Wally is a green, furry, cartoonish mascot who positively manifests one of the 

fiercest elements of Fenway Park: the big green wall. This is one example of the ways in which 

sport industry professionals produce novelty to build upon and create strong sense of community 

and belongingness. Capitalizing on novelty allows organizations to transcend differences, engage 

with people both during the season and throughout the year, and create a stronger community 

with enhanced identification.   

 

Nostalgia and the Boston Red Sox 

 Finally, the Red Sox are especially adept at playing to a sense of nostalgia amongst fans. 

Much like the Chicago Cubs who play in a stadium that bears the original name, Wrigley Field, 

the Boston Red Sox still call Fenway Park home. Ground was broken at the site of the current 

Fenway ballpark in 1911; eleven years after the Boston Red Sox franchise began. Throughout 

the years Fenway has remained the primary name on the facility and just last year celebrated its 

100
th 

anniversary. The 100-year celebration combined many of the characteristics listed above 

including folklore, history, and novelty.   

 To begin with, the organization hosted an Open House event that combined history and 

folklore by featuring an exhibit containing historical artifacts and photographs. The organization 

also offered event attendees the opportunity to meet Red Sox legends, relive their nostalgic 

memories, and hear stories of what it was like playing for the team. Finally, an exciting 

component of the event was the chance for attendees to visit parts of the ballpark that would 
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otherwise be inaccessible to them (MLB Advanced Media, L.P., 2001-2013). The nostalgia of 

such an opportunity is exactly the type of programming that leads to enhancing fan identification 

and establishing a stronger sense of community and belongingness. 

 In addition to the Open House event, the 100-year anniversary celebration featured a 

special game on the date of the original opening, April 20, which pitted the Red Sox against the 

New York Yankees. Not only are the team’s great rivals but they were also the first match-up to 

play in Fenway Park in 1912. A sense of nostalgia is strong during such an event which shows 

the importance of commemorating anniversaries. 

 

The Big Four and the Boston Red Sox 

Collectively the big four characteristics that lead to enhancing community and creating a 

sense of belongingness is interweaved throughout the Red Sox organization much like it is with 

the Chicago Cubs. In order to apply the concept of The Big Four to an institution such as the 

University of Minnesota, it will be helpful to explore how the characteristics are revealed in 

another sport. Football, and specifically the Green Bay Packers, will be the focus of the second 

case study.  

 

The Green Bay Packers 

 

 Like the Boston Red Sox, the Green Bay Packers was the first team to bring home a 

National Football League (NFL) Superbowl Victory in 1967 with their 35-10 win over the 

Kansas City Chiefs. The shared characteristic of being the “first” team to win a national title is 

why I selected the Green Bay Packer organization to analyze as a case study on how The Big 

Four characteristics manifest in a non-baseball organization. As you will see in the discussion 

below, The Big Four characteristics are highly apparent in professional football as well. 
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Folklore and the Green Bay Packers 

 

 One of the greatest stories in the history of the Green Bay Packers franchise is how the 

team got its start. In 1919, Curly Lambeau and George Calhoun got a wild hair and asked the 

question, “Why not get up a football team?” (Green Bay Packers, Inc., 2013). Lambeau and 

Calhoun decided to organize a group of athletes funded by what was then called the Indian 

Packing Company. The first team assembled by Calhoun and Lambeau was quite successful 

despite playing in an “open field with no fences or bleachers” and where interested fans “passed 

the hat” as a means of paying for admission to the game (Green Bay Packers, Inc., 2013). When 

the NFL officially organized in 1920, the team was backed by the leadership of the Indian 

Packing Company and thus received the team name, “Packers.”  

 Soon after the creation of the NFL, Lambeau, Calhoun, and two leaders from the Packing 

Company were joined in 1922 by A.B. Turnbull who served as general manager for the Green 

Bay Press Gazette. Together, these five individuals made up what is known as the “Hungry 

Five,” the group that formed the Green Bay Football Corporation and created the ground work 

for the Green Bay Packers to be the only publicly-owned team in professional sport.  

 Oftentimes, the term folklore is used to describe a piece of fiction or fantasy and in some 

of the examples presented thus far in the paper, this definition is fair. However, folklore can be 

more than fiction; it can be storytelling and what better a story to tell than the history of a 13-

time world champion team getting its start on the backs of five people. Creating something new 

is a difficult challenge and the perseverance displayed by the “Hungry Five” exemplifies that 

hard work and dedication can pay off. This message is one that can be transferred across all 

industries and can used to establish community and a sense of belongingness.  
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History and the Green Bay Packers 

 The Green Bay Packers are deeply rooted in history and define their organization based 

on 15 eras. Many of the official team eras are named for the head coach of the team at the time. 

For example, the Vince Lombardi era, Lombardi being a favorite coach among many Packer 

fans, is one that fans reminisce about and take tremendous pride in. This era is marked by a 

phrase Lombardi delivered, "You will be proud of the team because I will be proud of the team” 

(Highlights Archives: Green Bay Packers History Online, 1996-2013). I witnessed this pride first 

hand when I attended a Packer game and visited Lambeau Field for the first time in December 2012. 

I was 20-weeks pregnant and a woman seated behind me felt inclined to remark and share that 

she was pregnant with her daughter during the 1967 Ice Bowl. She told this to me in such a 

matter of fact manner that I felt I should know what the Ice Bowl was and share in her 

excitement on having attended it. I later found out that the Ice Bowl occurred during the 

Lombardi era and serves as a source of great pride for Packer fans.  

 The 1967 Ice Bowl is a historic moment in Green Bay Packer history and the name 

actually refers to an NFL championship game played in 13 degree below zero weather. Over 

50,000 fans attended the Ice Bowl to watch the Packers bring home a victory over the Dallas 

Cowboys with a score of 21-17 (Pro Football Hall of Fame, 2013). On the day that I attended the 

Packer game, it was cold, roughly 20 degrees above zero. I wore several layers, lined boots, 

stuffed my gloves with hand warmers, and sat on an insulated cushion that protected me from the 

solid layer of ice covering my metal bleacher seat. The game was nearly sold-out and many 

people present were not dressed even remotely close to what I would consider “weather 

appropriate.” Historically, Packer fans are a hearty bunch and inclement weather conditions are 

something that appears to create an even stronger sense of community and belongingness 
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amongst fans who attend games or tailgate outside the stadium in parking lots. The woman who 

spoke to me about her Ice Bowl experience is a perfect example of the Packer community. She 

was proud of having sustained the Ice Bowl temperatures to cheer her team on to a victory and 

nearly 50 years later, she is still a season ticket holder. Despite adversity, a strong community 

sticks together. By understanding when those experiences occur and continuing to celebrate them 

into the future, organizations can enhance community and belongingness.  

 

Novelty and the Green Bay Packers 

 Attending a Packer football game was a novel experience. I began Packer game day by 

joining family, friends, and fellow fans in the tailgate lots. While many people nearby attended 

the game, it was obvious that many more people do not have tickets but still come to Lambeau 

Field to be part of the game day experience. Large trucks, recreational vehicles, and even homes 

painted in Packer colors (green and gold) adorned the roads to Lambeau Field. The experience 

was highly novel on the outside and inside the stadium was no different.  

 I was seated in row three of the end zone where I waited patiently for a player to perform 

a Lambeau Leap. Lambeau Leap is a term coined by the Green Bay Packers and refers to when a 

player scores a touchdown and then leaps into the stands to be greeted and congratulated by fans. 

Although there were over five touchdowns scored at the game, I did not have the opportunity to 

receive a Lambeau Leap. I was, however, assured by neighbors that our location was prime leap 

territory. In addition to the leap, I was pleasantly surprised by a third quarter group sing-a-long 

featuring the polka song, Roll out the Barrel. While the sing-a-long was sponsored by a large 

brewing company, it still had a significant effect on my overall game day experience. Green Bay 

and its surrounding communities are home to many people of Polish ancestry and the 

combination of playing to the audience and sharing in the fun of singing traditional polka music 
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connected me to the overall game day experience. Although I am not Polish or a polka fan, being 

a part of the sing-a-long allowed me to feel a sense of belongingness and take part in an 

experience greater than myself. This example illustrates that identifying novelty and working to 

connect it back to constituents and their emotions is an excellent way to tackle the challenge of 

building community.   

 

Nostalgia and the Green Bay Packers 

 The Green Bay Packers use their facility to bring about a sense of nostalgia for fans and 

constituents. In many ways, nostalgia is combined with history as indicated by the name of the 

football stadium, Lambeau Field, and the indoor year-round restaurant, Curly’s Pub – both are 

nods to the original backer Curly Lambeau. Additionally, the facility houses a year-round Pro 

Shop and Hall of Fame that allows fans to reminisce about Packer greats and purchase 

memorabilia regardless of when football is in season. And finally, despite a recent remodel and 

added grandeur, the facility still possesses the culture of being one of the last small town teams. 

Staff inside the facility are welcoming, greet you with a smile, share stories, and make you feel at 

home despite larger-than-larger atriums and gate entrances. The nostalgia of Lambeau Field is its 

ability to offer a professional football experience in what feels like the comfort of your own 

home. Nostalgia is omnipresent in everything that it means to be a Packer fan and the Packers 

achieve the characteristic of nostalgia effortlessly. In studying the Green Bay Packer 

organization, I have learned that capitalizing on nostalgia is especially important. In order to be 

successful at using nostalgia, organizations must first understand what about their mission, 

vision, history, or folklore is novel and identify methods to share it with fans and the community 

in a way that resonates with them.  
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The purpose of this chapter was to explore how the big four characteristics of creating or 

enhancing community and a sense of belongingness are exemplified in the sport industry. 

Although many organizations are successful in one or two of The Big Four concepts, I selected 

the Red Sox and the Green Bay Packers as they are particularly adept at creating and maintaining 

an experience and emotional connection with their fans across all four facets of folklore, history, 

novelty, and nostalgia. The notion of creating an emotional connection through experience is one 

I will discuss further throughout the remainder of this paper. It is crucial to dissect the essence of 

a compelling experience, an element that supports the foundation of my theory that sport 

principles are transferable to higher education.   
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Chapter 4 

THE COMPELLING EXPERIENCE FRAMEWORK AND INNOVATION 

 

 Innovation principles such as the Compelling Experience Framework and design-thinking 

methodology serve as the vehicle for applying sport to higher education in this paper. This 

chapter includes a discussion on the experience framework and design-thinking in order to lay 

the foundation for the application of The Big Four to the college affordability crisis.  

The Compelling Experience Framework was created by the Doblin Group in Chicago, 

Illinois. It is based on sound data and on “plotting the progression of stages people go through as 

they engage in various activities” (Berger, 2009, p. 134). This framework and how it relates to 

creating a positive and effective human experience is explored in Warren Berger’s book CAD 

Monkeys, Dinosaur Babies, and T-Shaped People: Inside the World of Design Thinking and How 

it Can Spark Creativity and Innovation. Berger’s (2009) book is dedicated to exploring design-

thinking principles, a field that contributes greatly to the innovation industry. 

 As mentioned previously in chapter two, the industrial revolution, a need for knowledge 

workers (engineers, architects, etc.), and rising global competition all served as catalysts for 

innovation in higher education by way of the Morrill Act, a federal act passed by Congress and 

signed by Abraham Lincoln in 1862 that intended to make college affordable and accessible to 

the masses. This act led to the advancement of knowledge workers in the United States which 

contributed greatly to America’s impact on the global economy.  

Innovation is deeply rooted in America’s history and its progression and historical 

significance seems to be marked by national and global shifts, or as Thomas Friedman (2007) 

would argue, the flattening of the world. Freidman (2007) breaks down the flattening of the 

world into three parts: Globalization 1.0, 2.0, and 3.0 In Globalization 1.0 (1492-1800), the key 
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change agent driving global integration “was how much brawn – how much muscle, how much 

horsepower, wind power, or later, steam power – your country had and how creatively you could 

deploy it” (p. 9). Globalization 2.0 lasted from 1800-2000, an era that began with the Industrial 

Revolution that Friedman (2007) now marks as the “birth and maturation of the global economy, 

in the sense that there was enough movement of goods and information from continent to 

continent for there to be a global market, with global arbitrage in products and labor” (p. 10). 

This era includes the introduction of railway and mass-air transportation methods which 

enhanced the ability for people to travel, and work both nationally and globally. It also is the era 

in which the computer and internet innovations were developed which furthered the opportunity 

for a global economy and e-commerce. And, Friedman (2007) argues that as of the year 2000, 

the world has shifted into the Globalization 3.0 era which is marked by the shrinking of the 

world “from a size small to a size tiny” that also flattens the playing field as the same time (p. 

10). This era, due to forces such as the personal computer, internet, and technology, shifts power 

to the individual “to collaborate and compete globally” thus truly changing the face of innovation 

(Friedman, 2007, p. 10). 

 Daniel Pink, author of A Whole New Mind: Why Right-Brainers Will Rule the Future 

(2005), echoes Friedman’s (2007) theories by asserting the world is on the precipice, if not 

already submerged, in the Conceptual Age. Pink (2005) believes that the Information Age which 

is marked by L-Directed (left brain) thinking and knowledge workers, “people who get paid for 

putting to work what one learns in school,” is no longer sufficient for America to compete 

globally (pp. 29-30). Similarly to Friedman (2007), Pink (2005) believes the forces behind the 

need for a shift in thinking include: abundance, the standard of living has risen to such a point 

that products are available and accessible to all and in order to sell them, businesses must now 
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make the products beautiful, unique, and meaningful; Asia, outsourcing and offshoring have 

reduced availability of jobs as people abroad will do the same work for less thus forcing 

domestic parties to use R-directed (right brain) thinking skills such as building relationships and 

synthesizing the big picture; and Automation, the rise of machines and technology that force 

professionals to “develop aptitudes that computers can’t do better, faster, or cheaper” (p. 47). 

With these shifts and the rise in affluence, technology, and globalization, Pink argues that we 

have entered the Conceptual Age which is marked by a need for high-concept and high-touch 

aptitudes. Skills such as empathy, caring, and emotional intelligence are more important to 

getting ahead in the global economy. Being able to both analyze (L-directed) and synthesize (R-

directed) information to create a new whole is the foundation for innovation.  

 The landscape of our world has changed greatly since the time of history’s greatest 

inventors such as Thomas Edison or Albert Einstein. However, the need for producing 

innovation is more important than ever. This need is pronounced at the University of Minnesota 

as rising tuition costs are hindering an individual’s access to the product: education. This loss in 

access to learning and therefore analysis or L-directed thinking, reduces our nation’s ability to 

compete on a global level. One cannot look at this issue as a singular problem as all facets of the 

issue must be analyzed and synthesized in order to create a solution; this is where design-

thinking principles come in.  

 Design-thinking is “an approach to innovation that is powerful, effective, and broadly 

accessible, that can be integrated into all aspects of business and society, and that individuals and 

teams can use to generate breakthrough ideas that are implemented and therefore have an 

impact” (Brown, 2009, p. 3). The process of design thinking is human centered and relies on the 

ability for individuals to “be intuitive, recognize patterns, to construct ideas that have emotional 
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meaning as well as functionality, to express ourselves in media other than words or symbols” 

(Brown, 2009, p. 4). It’s the combination of analysis and synthesis to create a new whole and as 

it relates to this paper, it’s the ability to draw a correlation between fan identity and community 

building principles in support to higher education.  

 The specific method of design thinking that will contribute to answering the question, 

“What Can Higher Education Learn from Sport,” is the Compelling Experience Framework. As 

Berger (2009) shares in his book, there are five measureable interaction points within the 

compelling experience framework: attraction, entry, engagement, exit, and extension. There are 

also six attributes that are characteristic of a successful experience design which include: 

defined, fresh, immersive, accessible, significant, and transformative (Berger, 2009). The idea is 

that if all attributes are achieved across all five interaction points, there will be a great impact on 

the individual. Specifically, the significance and transformative attributes should yield a greater 

sense of identification with the product and therefore a heightened loyalty. In Berger’s (2009) 

book, the Compelling Experience Framework is used to evaluate both how companies can design 

a shopping experience and also to show how the Chicago Cubs baseball organization 

successfully achieves a compelling experience.  

 The Compelling Experience Framework provides a foundation for the analysis of how the 

University of Minnesota can build and enhance community with current stakeholders and 

individuals lacking a connection to the institution. By further exploring this framework in 

regards to fan identity and the Big Four case studies, I can begin to pinpoint transferable 

opportunities for the University of Minnesota to learn from sport and identify potential 

interventions to the current tuition crisis. I will return to the exploration of the Compelling 

Experience Framework as it pertains to the University of Minnesota in chapter eight as we must 
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first better understand the impact of rising tuition costs and the role social identity theory plays in 

community building. 
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Chapter 5: 

THE COLLEGE FUNDING CRISIS 

 The issue of college affordability is a rising concern that requires immediate attention. 

And, the rising cost of a college education extends beyond the individual and into America as a 

whole. This chapter presents an analysis of the current tuition and funding climate at the 

University of Minnesota – Twin Cities as well as a discussion on how donor giving patterns, 

state funding, and federal programs impact college affordability. Additionally, this chapter will 

explore the national and global ramifications of a loss in access to education in order to better 

understand the college funding crisis.  

 

Tuition and Funding at the University of Minnesota  

Over the past ten years, college tuition rates have continued to rise and students are faced 

with taking out more and more government and personal loans to meet the rising costs. In 2012-

13, the University of Minnesota’s in-state tuition for full-time (13 credits), undergraduate 

students is $12,060 for the academic year. In 2008, the annual tuition for an in-state, full-time 

undergraduate was $8,500. This marks a 42 percent increase in tuition rates, however, according 

to a study conducted by the University of Minnesota’s Offices of Budget and Finance and 

Human Resources, it is not uncommon for the cost to educate one undergraduate student to 

exceed the total cost of tuition paid. The last recorded dollar amount for the cost to educate a 

student at the University of Minnesota was during the 2010-11 academic year. According to that 

data, the cost to educate a student ranged between $9,600 and $16,000 depending on the students 

college of enrollment, campus, and more (Tombarge, 2012). In order to understand the scope of 

the cost to educate one student, it is helpful to know that during the 2010-11 academic year the 

minimum annual tuition paid for an undergraduate education was $9,120. With nearly 70,000 
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students across all University of Minnesota campuses, the deficit between the cost to educate and 

tuition paid could be as low as $35 million or as high as $481.6 million.  

The University of Minnesota dedicates all tuition revenue directly to student instruction 

and student aid. 92 percent of tuition funds, or $1.12 billion, is directly applied to instruction and 

student aid receives the remaining 8 percent, $299.1 million (Tombarge, 2012). This means that 

the University must maximize on other funding mechanisms in order to fully educate students, 

enhance the mission of the organization via grant funding, public service, research, and maintain 

facilities and auxiliary services such as parking, housing, and dining (Tombarge, 2012).  

In fiscal year 2012, there were nine primary sources of revenue contributing nearly $3.4 

billion to the University of Minnesota’s operating budget (see figure 1 for complete list). Of 

those primary sources, 42 percent of total revenue comes from tuition (25 percent) and state 

funding (17 percent). Private donations make up five percent of total revenue which equates to 

roughly $170 million dollars.  

 

Figure 1: University of Minnesota Revenue Sources 
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As represented in Figure 1, tuition and the State of Minnesota provide crucial funding for 

the University of Minnesota. Collectively, students contribute roughly $850 million annually to 

the University. The continued rising cost of a post-secondary education and subsequent increase 

in debt places a great burden on many individual students and has implications that extend 

beyond college students today and into society as a whole.  

On October 27, 2011 President Barack Obama unveiled a government plan to tackle 

student loan challenges and speed up the support that so many college students greatly need. In 

the current climate of higher education, a large portion of individuals have a great amount of 

loan debt that has precluded them from making large purchases and spending money that would 

help stimulate a hurting economy. In his October 27
th

 remarks, which President Obama delivered 

in Denver, Colorado, he praised Congress for signing the student loan reform plan into law and 

vowed to speed up the process to help ease student loan burdens and make college more 

affordable for students immediately. According to President Obama’s website, “this legislation: 

ends subsidies to special-interest private lending companies, doubles funding for Pell Grants to 

help more students afford a college education, caps a graduate’s annual student loan repayments 

at 10 percent of his or her income, and helps an additional 5 million Americans earn degrees and 

certificates over the next decade, by revitalizing programming at our nation's community 

colleges” (Organizing for Action, 2013). The support from President Obama and government 

highlights the need to ensure college affordability for current and future generations. However, 

research shows that once government has contributed to an organization, contributions from 

private donors decrease as there is a perception that they have already donated via tax mandates 

(Toppe, Kirsch, & Michel, 2001). 
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Traditionally, public colleges and universities are recipients of state funding via tax 

revenues as “higher education provides benefits to society as a whole” (Leslie & Ramey, 1988, 

p. 120). According to Larry Leslie and Garey Ramey’s (1988) research conducted on donor 

behavior in higher education, “states that spend more public resources on higher education might 

be expected to receive less voluntary support for their public universities, because part of any 

donor’s income is already allocated to these institutions via tax levies” (p. 120). In the current 

economic climate, the State of Minnesota has reduced government funding to the University of 

Minnesota, which in turn, increased tuition rates for the 2012-13 academic year to offset state 

revenue losses.  

The federal student loan reprieve proposed by President Obama could present similar 

perceptions on behalf of the private donor as we see when state funding is dedicated to public 

institutions. While the University of Minnesota, a public land-grant institution, has seen an 

increase in tuition rates primarily based on a decrease in state funding, it is still plausible that 

President Obama’s federal intervention for relieving the burden of school loans could have a 

consequential impact on private giving to public institutions. In addition, many economists argue 

that the federal loan reprieve will be very short-lived and that there will be a long-term financial 

burden places on individual borrowers. According to an article by Allie Bidwell in The 

Chronicle of Higher Education titled “Proposed Student-Loan Reforms Set Activists and 

Lawmakers at Odds” (2013), the temporary drop in loan interest rates that would take effect with 

the 2014 federal budget proposal would actually rise up to roughly 6.13 percent as early as 2016. 

Minnesota Senator Al Franken has co-sponsored legislation that would provide federal loan 

support; however, Franken urges “the real problem is the rapidly-rising cost of education” 

(Madison, 2011). As Madison (2011) points out in her article, the federal reprieve is a start but 
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there are still private loans imposing great financial burden on families that are currently beyond 

the reach of the federal government. Bankruptcy is becoming a very real possibility for students 

and families as a result of paying for college and this reality is one that requires public support 

and collective, voluntary giving.  

 

College Affordability: National and Global Impact  

 The college affordability crisis has an impact on the individual, but extends beyond the 

state to the nation and the world. As previously mentioned, climbing tuition rates have led to a 

significant spike in the amount of money college students look to borrow from government and 

private loans. In a recent article titled “Class of 2011 Sets Debt Record” published by the Star 

Tribune on October 18, 2012 it was identified that the University of Minnesota’s class of 2011 

set a new record for the amount of loan debt upon graduation. The class of 2011 “carried an 

average of $29,800 – the third highest in the nation” (Ross, 2012). This rise in tuition rates and 

subsequent increase in loan debt cannot be ignored. Through the introduction of a federal 

reprieve on student loan debt, President Obama delivers a message on the value of higher 

education that includes a statement regarding access and that advanced education is a critical 

component to the advancement of our nation’s global competitiveness.  

According to a recent Wall Street Journal article, data shows that “Americans with higher 

levels of education tend to benefit long term – and that the U.S. is struggling with a divide not 

just of income but of education” (Shah, 2013). The article goes on to explain that the 

unemployment rate for young Americans with a bachelor’s degree is nearly 50 percent lower 

than the national average. Furthermore, Shah’s (2013) research supports that not only does an 

education positively impact job rates and salary but it also correlates to increased investments in 
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the stock market – a market that contributes to the ability of the United State to compete 

economically on a global scale.  

Another article in the Wall Street Journal titled, “America’s Baby Bust” focuses on the 

nation’s dropping fertility rate and the corresponding fiscal, economic, and government issues 

plaguing our country today. The article’s author, Jonathan V. Last (2013), explains that a 

decrease in the fertility rate leads to the average age skewing higher which has a plethora of 

ramifications. Last (2013) states, “Low-fertility societies don’t innovate because their incentives 

for consumption tilt overwhelmingly toward health care” (p. C1). He goes on to state that low-

fertility countries also tend to lack aggressive investing and lack money to pay for defense and 

the military-manpower to serve in the armed forces. The picture that Last (2013) paints for the 

future of the United State is bleak assuming the country makes no attempts to increase fertility 

rates. He recommends three interventions to turn around the fertility rate crisis; one of those 

interventions pertains to college education.  

To begin with, Last (2013) states that a college education dampens fertility as it “delays 

marriage, incurs debt, increases the opportunity costs of childbearing, and significantly increases 

the expense of raising a child” (p. C2). This claim further supports the notion that it’s imperative 

for the American economy to focus on higher education costs as it pertains to global 

competitiveness. As Last (2013) asserts, “Since 1960, the real cost of American life has dropped. 

Meanwhile, the real cost of college has increased by more than 1,000%” (p. C2). He makes a 

valid point that if these types of rising costs were reflected in any other industry that everyone 

would be urging for reform. Last’s (2013) proposed solution to this issue is to decrease the value 

placed on a traditional post-secondary education and place the responsibility of instruction, 

testing, and credentialing on employers.  
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While I disagree with his proposed solution to the impact of college on the fertility rate, I 

do believe Last (2013) raises a very good point that a college education has implications on the 

US economy that extend beyond fiscal and economic growth.  This furthers the need to 

proactively tackle the college affordability crisis and determine methods to offset costs beyond 

state and federal government support. Therefore, private giving and charitable contributions are 

also a source of funding that should be explored.  

 

Giving and Charitable Contributions 

According to the 2001 report on Giving and Volunteering in the United States, there are 

approximately 1.23 million charitable organizations in the United States that rely on 

volunteerism and financial support. Giving and “voluntary participation, whether through gifts of 

time or money, makes for a vibrant civil society” (Toppe, Kirsch, & Michel, 2001, p. 14). In 

2001, citizens donated over $160 billion to charity and 89 percent of households in the United 

States donated an average of $1,623 to non-profit organizations (Toppe, Kirsch, & Michel, 2001, 

pp. 16-17).  

Given the size and breadth of the University of Minnesota, if every alumni, staff, and 

faculty household contributed the average charitable donation to student scholarships, the 

university would receive a $609 million pay day; more than enough to cover annual in-state 

tuition for all 21,151 undergraduate student enrolled full-time in Fall 2011 (Regents of the 

University of Minnesota, 2011). Martin Feldstein and Amy Taylor (1976) found that voluntary 

support for higher education institutions typically comes from donors in the upper classes in their 

study titled The Income Tax and Charitable Contributions. However, as Leslie and Ramey 

(1988) point out, it’s more important to understand why individuals give to higher education as 

private gifts to these organizations typically make up “between 8 and 10 percent of all charitable 
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giving” (p. 118). And, there are a variety of reasons why donors may choose to contribute to an 

organization ranging from the altruistic benefit of education and its impact on society as a whole 

to academic prestige, social connection, emotional ties, and more.  

Data published by the Council for Aid to Education (2010) indicates that there are six 

principle sources who contributed over $28 billion to higher education institutions. Those 

sources include: Alumni (25.4 percent), Non-alumni individuals (17.6 percent), Foundations (30 

percent), Business Operations (16.9 percent), Religious denominations (1.1 percent), and Other 

(9.9 percent). Leslie and Ramey (1988) further characterize these sources into four groups for the 

purpose of their quantitative research. The four categories identified include: alumni, non-alumni 

individuals, businesses and organizations. Through an empirical assessment of Research I 

universities, Leslie and Ramey (1988) were able to identify factors that motivate each category 

of donor to provide voluntary financial support to a higher education institute. Findings suggest 

that the main predictor for alumni contributions is institutional prestige which may relate to the 

fact that “Alumni carry on close social and emotional ties with their institution” (Leslie & 

Ramey, 1988, p. 121). The study suggests that non-alumni individuals are motivated most by the 

social educational benefits and they aim to donate to high-quality universities and institutions of 

academic excellence. Additionally, empirical evidence from this study indicates that the non-

alumni audiences are most likely to decrease their financial contributions as state or federal 

funding increases. Businesses and organization contributions were found to “grow in proportion 

to institutional size” a finding which bodes well for the University of Minnesota as it is one of 

the largest institutions in the United States of America (Leslie & Ramey, 1988, p. 127). 

Businesses and organizations also appear motivated by academic quality but not necessarily 

prestige. Not surprisingly, the biggest predictor of ongoing financial contributions from 



41 
 

businesses and organizations to a higher education institution is “inter-organizational links built 

over time between organizational donors and academic intuitions” (Leslie & Ramey, 1988, p. 

128).   

This study provides a stronger understanding of why individuals and organizations give 

to higher education. However, it also points out that “current institutional efforts at fund raising 

appear to be primarily reactive in nature” and furthermore that “the various groups who 

contribute to American research universities act in a manner largely predictable from theory” 

(Leslie & Ramey, 1988, p. 131). 

There isn’t a one-size-fits-all solution to the college affordability crisis which is why 

establishing a new approach to resolve the issue is so vitally important. The collective efforts of 

public subsidy, federal reprieves, and donor procurement have shortcomings and this furthers the 

need for higher education administrators to be more proactive and innovative in building a sense 

of community to foster support, both fiscally and philosophically, at their institutions.   
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Chapter 6 

INNOVATION IN PUBLIC INSTITUTIONS 

 

 Peter Drucker (1985), the same thought leader who coined the term “knowledge worker,” 

states that universities “need to be entrepreneurial and innovative fully as much as any business 

does. Indeed, they may need it more” (p. 177). The struggle, however, is that universities and 

public-service institutions find it more difficult to be innovative, given the bureaucratic systems 

deeply rooted and engrained in their organizations. In addition, a general tenet of public-service 

institutions is that they thrive on gaining in size as, with the “absence of a profit test, the size is 

one criterion for success” (Drucker, 1985, p. 177). The University of Minnesota is no stranger to 

gauging its success on the size of the institution; as of 2007 it was the third largest public, four-

year research institution (10 Largest Universities in the United States, 2007). However, with the 

size of the institution, comes an increase in bureaucracy and innovation challenges. As Drucker 

(1985) states, “Stopping what has ‘always been done’ and doing something new are equally 

anathema to service institutions or at least excruciatingly painful for them” (p. 177).   

 The picture that Drucker (1985) paints for innovation in higher education is fairly grim; 

however, part of determining how to propose an innovation within higher education is to better 

understand the problems within it. In regards to this issue, Drucker (1985) states that “The forces 

that impede entrepreneurship and innovation in a public service institution are inherent in it, 

integral to it, inseparable from it” (p. 178). Therefore, in order to produce innovative outcomes in 

a public university setting, it is essential to re-frame the problem and consider possible solutions 

external to the institution itself. Applying sport management practices, fan identity salience, and 

the Compelling Experience Framework satisfies the external perspective and allows me to re-

frame community building at the University of Minnesota and think outside the scope of public 
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service. Drucker (1985) also states that “most innovations in a public institution are imposed 

either by outsiders or by catastrophe” (p. 177). And, timing is right for innovation at the 

University of Minnesota. First, there is a new administration at the University that consists of 

“outsiders,” or individuals who are new to the institution and to the field of higher education. 

Second, the nation is teetering on the precipice of a tuition bubble burst; and, as proposed by 

Last (2013), a dampening and detrimental fertility rate, a catastrophe is looming on the horizon.  

 On July 1, 2011, Eric W. Kaler became the 16
th

 President of the University of Minnesota 

system. Although not a stranger to the field of higher education, Kaler presented a new face and 

leadership style for the University of Minnesota. Kaler’s commitment to efficiency and 

excellence was articulated clearly at the onset of his presidential tenure and in addition to his 

administrative goals, even his southern accent presented him as an “outsider” to the University. 

This change in leadership occurred at a very important time if the outsider role is crucial to 

producing innovation within public-service institutions. Although Kaler does have an eye on the 

implications of rising tuition costs, it seems as though current proposed solutions are reactive and 

lack innovative spirit.  

 On December 28, 2012, The Wall Street Journal ran an article titled “Deans List: Hiring 

Spree Fattens College Bureaucracy” and the primary institution outlined in the article was the 

University of Minnesota. The article itself focused heavily on administrative bloat stating that 

between 2001 and spring 2012, the University of Minnesota system added more than 1,000 

administrative positions – a percentage of new positions that grew “nearly twice as fast as the 

student body” (Belkin & Thurm, 2012). In response to these claims, President Kaler authored a 

letter to the Minneapolis based newspaper, The Star Tribune, arguing that the University of 

Minnesota is more productive than at any time in recent history despite a decline in the state’s 
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financial investment. Kaler (2013) states, “The U serves nearly 9,000 more students today than it 

did in 2000, an increase of nearly 16 percent, and has reduced the per capita cost of educating 

students by 13 percent.” While the president argues in his Star Tribune response that the 

percentage of budget spent on administrative oversight is in line with most nonprofit 

organizations, he also states, “Since I became president 18 months ago, reducing our 

administrative costs has been a top priority, and we've taken action” (Kaler, 2013). 

Administrative costs are certainly an area that institutions of higher education should look at but 

it’s exhausting to hear the same old, tired proposed solution to increased costs. And, despite the 

lack of proactive innovation currently taking place, it’s safe to assume that thought-leaders 

exploring the college affordability crisis would all agree that something needs to be done, and 

fast. As President Kaler himself states,  

 

I agree that reducing costs -- including the cost of tuition -- on U.S. campuses must be a 

priority as the historic shift away from state support of public higher education continues. 

In addition, enormous change is underway in all institutions, driven by technology, 

shifting politics and a different economy. (Kaler, 2013)  

 

Obstacles to Innovation in Public-Service Institutions 

 

The remainder of this chapter aims to further explore the opportunity for institutions of 

higher education to utilize innovation methods as opposed to keeping with the status quo. To 

begin with, Drucker (1985) provides the public-service institution innovator with detailed 

explanation on the three obstacles standing in their way of innovation. Those obstacles include: 

budget, constituents, and the common good (p. 179).  
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First, a public university’s budget is based on funds procured via means such as 

taxpayers, donors, charitable organizations, or private companies (see figure 1). In order to 

maintain revenue sources, a public university must put forth a great deal of effort engaging in 

fundraising and outreach activities. Second, the power that constituents have is much greater 

than seen within the private sector or business organizations. The challenge with this constituent 

power is that, “a public-service institution has to satisfy everyone; certainly, it cannot afford to 

alienate anyone” (Drucker, 1985, p. 179). This makes it incredible difficult for a university to 

change direction, realign services, or introduce something new because any new ideas do not 

have “a constituency of its own to support it” (Drucker, 1985, p. 179). Finally, the third obstacle, 

and greatest challenge, is that the mission of a public university is a “moral absolute” and 

because of this, end products and goals are based on maximization versus optimization. In other 

words, the mission “will never be completed” (Drucker, 1985, p. 180). At face value, the notion 

that the mission and goals of a public University will never be complete is detrimental to the 

ability for an institution of this nature to change course or produce innovation. However, through 

the use of innovation and specifically design-thinking methodology which, at its core, advocates 

that an innovation is never truly complete, there is hope for institutions to jump the barriers and 

obstacles identified by Drucker (1985).  

 

The Design-Thinking Method  

 A key method to engaging in a successful design-thinking process is the inclusion of 

divergent and convergent thinking. When an innovation concept is born, the idea travels through 

a series of divergent and convergent thinking waves. It begins with a convergent thinking 

discussion in which stakeholders and innovation teams discuss the innovation goal. Divergent 

thinking occurs when those teams or individuals fan out to work on creating the innovation 
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through methods such as re-framing, prototyping, storytelling, meaning making, and more. The 

point in which the group reconvenes is when the first wave of the divergent and convergent 

thinking process is complete. This process does not end; rather, it continues on for an indefinite 

period of time as improvements are made to the innovation or cultural and societal shifts impact 

the direction of the innovation goal. Therefore, much like the mission of a public-service 

institution, innovation goals are never truly complete.  

 In chapter eight, I will propose an approach for establishing a stronger sense of 

community at the University of Minnesota. The approach will be based on design-thinking 

strategies and the Compelling Experience Framework. The primary lens I will use to re-frame 

the obstacles facing higher education is the sport management principle of fan identification. As 

seen through high levels of fan identification in sport, high identity salience can lead to a 

stronger sense of community, belongingness, and ultimately revenue for the organization in 

which fans identify. Thus, it is plausible that an increase in identification with the University of 

Minnesota could lead to increased revenue from a variety of sources. These methods directly 

address the innovation obstacles such as budget and the constituent in higher education as 

presented by Drucker (1985) and discussed earlier in this chapter. In part, the continuous design-

thinking methodology behind the intervention proposed in chapter eight will respond to the third 

obstacle proposed by Drucker (1985), the moral absolute. And, since the moral absolute and 

design-thinking processes are dynamic and ever-changing, we must explore social identity theory 

to create a truly cohesive strategy for enhancing community at the University of Minnesota.  
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Chapter 7 

SOCIAL IDENTITY THEORY 

 

Social identity theory seeks to define the connection of self, role, and society. This 

connection leads to what many scholars refer to as “multiple selves;” it posits that individuals 

live in relatively small networks of social relationships that impact their identity. Furthermore, 

researchers have concluded that individuals develop their social networks on the basis of 

common identities and exist as an important means in which people relate to the social world. An 

individual’s social identities are developed into a hierarchy based on the degree of identity 

salience, or, “the importance of a given identity relative to other identities” (Laverie & Arnett, 

2000, p. 228). Peter Callero (1985), a leading researcher in social identity theory, conducted an 

empirical study to better understand role-identities which, “are defined in part by the social 

structure and in part by the individual, and when taken together, they are said to represent the 

person” (p. 203). A vital component of role-identities is salience and the notion that “role-

identities vary in the degree to which they are a part of the self” (Callero, 1985, p. 204). The 

degree of salience is also connected to self-definition, a concept that helps define how one 

determines their overall role-identity hierarchy and concept of self. In fact, “When a role-identity 

is salient, it is more representative of the self and consequently one’s self-definition will more 

likely reflect salient role-identities” (Callero, 1985, p. 204).  

In higher education, it is plausible that current students and alumni will self-define a role-

identity with their current institution or alma mater. This is also true in the sport industry as fans 

identify with a league or organization. However, the central question is, to what degree is an 

individual’s role-identity salient? As Callero (1985) points out, strong role-identities have 

“implications for how we define others and with whom we develop social relationships” and, 
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“role-identities, by definition, imply action, and it is through action that role-identities are 

realized and validated” (p. 205). These findings are crucial to understanding the importance of 

connecting, engaging, and fostering relationships with prospective “fans” of the University of 

Minnesota. The concept of action as the avenue in which role-identities are realized and 

validated also implies that it is the responsibility of the university to create opportunities and a 

call to action for individuals, or prospective fans, to engage with the institution. As Ashforth and 

Mael (1989) implicate in their findings, social identification is based on, “the perception of 

oneness with or belongingness to some human aggregate” (p. 21). Therefore, the call to action 

must also maintain a human element and in public-service institutions, it must play to the 

mission or moral absolute of the organization. 

There are four principles relevant to understanding the implications of social 

identification as it pertains to identifying with an organization. Those four principles include: 

identification is a perceptual cognitive construct; social/group identification is seen as personally 

experiencing the successes and failures of the group; social identification is distinguishable from 

internalization; and, identification with a group is similar to identification with a person 

(Ashforth & Mael, 1989).  

 Psychologists often refer to the Cognitive-Perceptual Theory (CP) as a model for 

understanding social identification. This model was created to help establish an understanding of 

“how we perceive ourselves, others, and the world around us” (Bruhn, 1990, p. 96). The CP 

model is a personality theory that is grounded in an individual’s memory process and 

comprehensively considers an individual’s learning to examine what memories have survived the 

longest in order to better understand how a person perceives their self and the world (Bruhn, 

1990). The notion that memory is involved in identification is imperative to the application of 
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social identity theory to enhancing community within higher education. The idea is that CP 

should serve as an accurate predictor of individual behavior as individuals “tend to behave in a 

manner consistent with their perceptions, attitudes, and expectations” (Bruhn, 1990, p. 97). 

Therefore, by effectively creating experiences for individuals to engage and interact with the 

University of Minnesota that positively aligns with their perceptions, attitudes, and expectations 

it can be presumed that the by-product will be increased social identification and role-identity 

salience. The Compelling Experience Framework also applies to the concept of CP as the 

ultimate goal in designing a successful experience is that it be transformational; that it leave a 

lasting impact on the memory of an individual.  

 The second principle of understanding social identification is that social or group 

identification is seen as personally experiencing the successes and failures of the group. Let’s 

think back to the discussion in chapter two regarding BIRGing and CORFing in fan identity. 

BIRGing, or “basking in reflected glory,” refers to sharing in the successes of a team despite the 

lack of influence on the end product.  Conversely, CORFing is the phenomenon that refers to 

“cutting off reflected failure,” when individuals jump off the bandwagon due to team or 

organization failures. The connection between fan identity and the second principle of 

understanding social identity is impossible to ignore. Thus, the takeaway is that establishing an 

identity and enhancing a sense of community is a fickle process. Perhaps the solution to this 

issue is to create opportunities for establishing long-lasting memories. As shown in chapter two 

with the Penn State example, these memories do not always have to be positive so long as they 

align with an individual’s perceptions, attitudes, and expectations.  

 Finally, the third and fourth principles to understanding social identification speak to how 

social identity manifests itself. The third principle states that social identification is 
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distinguishable from internalization. Internalization is defined as the incorporation of values or 

cultural patterns through learning or socialization within the self as conscious or subconscious 

guiding principles. Social identity however, is a much more conscious process that involves 

ongoing action and the ability to intensify the degree of identity salience. The fourth principle, 

identification with a group, is similar to identification with a person, expresses an understanding 

that it is possible for individuals to socially identify with a group much like they would with a 

fellow constituent. These last two principles are critical elements to enhancing community at the 

University of Minnesota. First, they explain that interaction between the individual and the 

University must be ongoing in order to provide the necessary experiences to enhance salience. 

Second, they explain that it is in fact possible for an individual to identify with an organization or 

group such as the University of Minnesota. Ultimately, the four principles to understanding 

social identity strongly support my claim that high identity salience can lead to a stronger sense 

of community and belongingness. And, if results are similar to those seen in sport, increased 

salience could also lead to increased revenue. 

 Understanding the principles and application of social identity is important yet applying 

them specifically to higher education and the University of Minnesota is a bit more challenging – 

especially when taking Drucker’s (1985) barriers to innovation (budget, constituents, and the 

moral absolute) into account. In order to better understand methods for enhancing social 

identification, I will explore how various University constituents including current undergraduate 

students, alumni/donors, and those with minimally engagement could be targeted to increase 

identity salience.  
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Social Identity: Undergraduate College Students 

When students of traditional college age enter a university setting, they embark on a 

journey of identifying oneself. As part of developing their identity, many students focus on the 

ways in which they become involved in the University system. Development is often impacted 

by students involvement as most developmental theories “hold a Newtonian view of change: a 

structure at rest will remain at rest unless confronted by experiences or perceptions that challenge 

its ability to remain internally consistent by explaining them” (Pascarella & Terenzini, 2005, p. 

49). One of the most recognized theories explaining the phenomena of the development and the 

effects of college on the individual is Alexander Astin’s I-E-O Model and Theory of 

Involvement. The I-E-O model views college outcomes as the function of three elements: inputs, 

environment, and outcomes.  

Inputs range from the demographic characteristics to the academic and social experiences 

students bring with them to college. Environmental elements are those things students encounter 

while in college and include things that arise both on and off campus such as policies, programs, 

cultures, and more. Outcomes are the characteristics, behaviors, knowledge, values, and beliefs 

that exist after college. It is presumed that the inputs directly shape outcomes but they are also 

indirectly shaped by “the ways in which students engage with the multifaceted institutional 

environment” (Pascarella & Terenzini, 2005, p. 53). The most important takeaway from this 

social identity and development theory is that college student development and change is also a 

function of “student effort or involvement with the resources provided by the institution” 

(Pascarella & Terenzini, 2005, p. 54). In my opinion, this supports the possibility that by 

engaging students in community building activities during their undergraduate careers, the 
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University of Minnesota will be able to produce future alumni who exhibit higher levels of 

identification with the institution in the years to come.   

 

Social Identity: The Graduate or Professional Student 

 Based on my professional experience, it is more challenging to connect a graduate or 

professional student with the university than it is to cultivate a relationship with an 

undergraduate. Due to the nature of a student’s involvement with the institution, the lower degree 

of identity development occurring, and a direct connection with a degree program or research 

arm, the graduate and professional student experience is highly unique. For the traditional-aged 

undergraduate, a major component of time spent on campus is directly connected to identity 

development whereas a graduate or professional student’s experiences are more tied to 

socialization.   

 According to researchers John Weidman, Darla Twale, and Elizabeth Stein, 

“socialization in graduate school refers to the process through which individuals gain knowledge, 

skills, and values necessary for successful entry into a professional career requiring an advanced 

level of specialized knowledge and skills” (p. 5). The researchers also point out that socialization 

does not occur in a linear format. Rather, a graduate or professional student may personally 

experience the varying components of socialization at different points throughout his or her 

education; or even simultaneously. According to the study, the center of the socialization model 

for graduate and professional students includes elements such as teaching, research, service, 

interaction, integration, learning, knowledge acquisition, investment, and involvement. And, the 

external elements that influence graduate and professional socialization and development 

include: background, predisposition, family, friends, employers, practitioners, associates, 

commitment, and identity (Weidman, Twale, & Leahy Stein, 2001). 
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Graduate and professional student socialization is a highly complex process that clearly 

involves a diverse array of elements and influences. Additionally, since the socialization process 

is unique to each degree program, institution, and individual, identifying clear avenues for 

engaging this constituent category in experience-based community-building activities is 

challenging. However, on a positive note, the graduate and professional student experience does 

extend beyond academia which allows for an institution to build a personal relationship. In my 

opinion, the most exciting takeaway from this discussion is that friends and family play a major 

role in the socialization process for this constituent base. Through creating opportunities for 

graduate and professional students to engage with the University of Minnesota and include their 

friends and family in the process, it is possible to increase role-identity salience with the 

institution.  

  
Social Identity: Alumni and Donors 

 In 2008, the University of Minnesota Foundation reported that 87,949 individuals and 

corporations made financial gifts to the university. Of those 87,949 donors, 57 percent were 

alumni, or 50,628. The total average giving per donor was $3,286 making the 2008 total giving 

contribution $289 million (Regents of the University of Minnesota, 2013). According to the 

2011-12 accomplishments listed on the University of Minnesota alumni webpage, there are over 

400,000 living alumni constituents (University of Minnesota Alumni Association, 2013). This 

means that while 57 percent of the University’s donor base is made up of alumni, just 12.7 

percent of all living alumni are actually contributing financially to the institution. Just think, if all 

400,000 alumni were contributing the average donor amount, the University would receive over 

1.3 billion dollars annually from alumni alone to help offset rising tuition costs for students.  
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 Obviously, it isn’t realistic for the University to engage all living alumni in giving 

activity, but the potential to increase the amount of donor contributions is a real possibility. This 

begs the question, how can we better engage with this constituent base?  

 

Social Identity: Minimally Engaged Constituents 

 It is important to define what I mean by minimally engaged constituents. As Peter 

Drucker (1985) identified in the three challenges facing innovation and entrepreneurship within 

public universities, even the slightest connection to the institution enables an individual to be a 

constituent. That being said, as a land-grant institution and recipient of state funds, all taxpayers 

within the State of Minnesota are connected to the University of Minnesota and therefore, fall 

within the category of minimally engaged constituents.  

 With an entire state to consider as a constituent base for the University, it is not 

surprising that President Kaler responded immediately to the assertions made by Douglas Belkin 

and Scott Thurm (2012) in their Wall Street Journal article on administrative bloat at the 

University of Minnesota. Outreach and public perception are major considerations for the 

University as the minimally engaged constituent has less opportunity to interact and identify with 

the institution. Furthermore, the minimally engaged constituent is much more likely to draw 

conclusions about the University based on articles published in newspapers or stories run in local 

and national broadcast media. The immediate response from Kaler in local media was very much 

needed but it also forced the institution into reactive public relations messaging and outreach. 

The articles also came just before the legislative session when decisions on the appropriation of 

state funding would be made.  

 According to President Kaler (2013) in his Star Tribune response, the University has 

realized a 140 million dollar loss in state aid since 2008. This fact is one that Kaler was careful to 
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point out as contributions from the state have waned over the past decade. Belkin and Thurm 

(2012) also pointed out the decline in state funding as part of their article mentioning that the 

University of Minnesota received just 570 million dollars from the state in 2012 which “was 

about the same as in the 2003-04 school year despite inflation and roughly 10% increased 

enrollment” (Belkin & Thurm, 2012). As shown by figure 1, the amount of state funding makes 

up 17 percent of the total University of Minnesota operating budget. And, as shown below in 

figure 2, the amount of funding allocated to higher education by the State of Minnesota is 7.4 

percent of the total budget. And, that percentage is shared with Minnesota State Colleges and 

University (MNSCU).  

 

Figure 2: State of Minnesota Budget Breakdown 
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The MNSCU system has also seen a decline in state funding appropriations which further 

articulates the need for minimally engaged constituents to support higher education in the State 

of Minnesota (Board of Trustees Minnesota State Colleges and Universities, 2013). 

 Access to minimally engaged constituents is challenging; however, they are a vital source 

of income to the University of Minnesota. Given the fact that this is a large and broad group, it is 

imperative to identify methods for engaging them in the University community. This is where 

fan identification concepts drawn from sport management principles have the greatest impact. 

Think of the Chicago Cubs fans base – you don’t need to be a part of the team, an alumni of the 

organization, or even a resident of Chicago or Illinois to call yourself a Cubbies fan. By looking 

back to The Big Four concepts (folklore, history, novelty, and nostalgia) of cultivating high fan 

identity salience, we can learn how to engage all University of Minnesota constituent bases, 

including the minimally engaged.  
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Chapter 8 

THE BIG FOUR APPLIED 

 

The Big Four concepts were created as a result of the fan identification case studies. I 

propose that through their application to higher education and specifically the University of 

Minnesota, The Big Four will assist in developing an emotional connection and a sense of 

community across all University constituents. The following chapter will discuss all four 

concepts and present opportunities for their inclusion at the University of Minnesota.  

 

Folklore 

As exemplified by the Chicago Cubs, story helps create a meaningful connection to an 

organization. It provides an opportunity to socially identify with an organization and if done 

correctly, folklore typically creates an emotional connection to an organization. In the Boston 

Red Sox and Green Bay Packer case studies, folklore played a prominent role in fan 

identification. For example, the Curse of the Bambino was used to explain poor play but, most 

importantly, to fuel one of the greatest rivalries in professional baseball history between the Red 

Sox and the New York Yankees. For the Green Bay Packers, folklore manifests itself in the 

stories of how the team got its start which was literally on the backs of a few local men who were 

passionate about football and believed in the organization. Common throughout the case studies, 

it is evident that folklore is a powerful tool for creating a lifelong bond with an organization. The 

bond transcends generations as families raise their children to be Cubbies fans or include their 

Green Bay Packers tickets as an item in their will. Given the potential life expectancy for this 

bond, the connection between folklore, enhancing identification, and cultivating a sense of 

community is something that should not be overlooked.  
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The University of Minnesota has an opportunity to utilize folklore to create a lasting 

connection with all of its constituents. Folklore could allow the University to enhance its 

relationship with prospective and current students that would establish higher role-identity 

salience when students become alumni. Ashforth and Mael (1989) suggest that “a developing 

sense of who one is complements a sense of where one is and what is expected” (p. 27). College 

provides undergraduate students with an opportunity to develop a sense of self and the 

University of Minnesota has a unique opportunity to support students through that process 

which, in turn, will increase role-identity salience for students and future alumni to the 

organization. Additionally, Callero’s (1985) research on role-identity salience supports the 

notion that the higher the role-identity salience, the greater the perception of the “giving” 

expectation. As Callero (1985) mentions, this salience has potential to predict future giving and 

could, if cultivated appropriately, lead to generating on-going donor relationships.  

Folklore is also how we capture the minimally engaged and graduate student audience. 

Story extends beyond the four-year culture of an average undergraduate student experience. It 

attracts members from any group and fosters an inclusive community. Folklore does not require 

that an individual have a direct emotional tie or connection to an organization but rather a belief 

in its capacity to benefit the common good. We have learned that non-alumni or minimally 

engaged constituents “should be influenced by more objective features of institutional academic 

quality” (Leslie & Ramey, 1988, p. 121). So, the University of Minnesota should think 

strategically about how to apply storytelling in a manner that presents the institution positively, 

showcases academic success, and positions the institutions in a manner consistent with 

benefiting society as a whole.  
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There are currently few elements of storytelling on the University of Minnesota – Twin 

Cities campus. There are some galleries dedicated to showcasing the story of the holistic 

University experience such as the Heritage Gallery in the McNamara Alumni Center, special 

exhibits curated by the libraries that are displayed in the Elmer L. Anderson library, and a variety 

of curated galleries in the Student Unions that tell the student story. On admissions visits, 

prospective students hear about some unique aspects to campus such as the “echo chamber” on 

Lilly Plaza where, if one person stands on the end of the plaza and another whispers to them 

from the middle of the Plaza, the whispering can be heard clear as day. The University also has a 

shoe tree on campus that’s rooted on the west bank of the Mississippi River where people tie the 

laces of their shoes and fling them over the side of the Washington Ave Bridge (a bridge 

connecting the east and west bank campuses) so that the hook onto a tree limb where they hang 

indefinitely. The folklore behind the shoe tree, however, is not clearly defined and there are 

several explanations as to why people toss their shoes. The University of Minnesota has a unique 

opportunity to capitalize on some of these stories or even look to create folklore.  

Folklore is something that can be created over time by taking an element or just a 

moment in time and crafting a story around it. The story of the Babe Ruth trade was crafted into 

the Curse of the Bambino and the story of George Sianis’ goat being denied entry into Wrigley 

Field is how the Curse of the Billy Goat began. Folklore can be crafted around anything and 

perhaps the challenge is determining what that story should be. Through design-thinking 

principles such as meaning-making, storytelling, and re-framing, the University of Minnesota is 

well- positioned to create folklore surrounding many of its unique elements. For example, the 

University has a relatively new football stadium and is involved in the Division One Big Ten 

conference, it’s a land grant institution, it is older than the state in which it resides, it spans two 
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cities, the chief river in the United States – the Mississippi – runs through it, and it is one of the 

largest four-year institutions in the nation.  

While creating folklore surrounding any one of these unique elements doesn’t necessarily 

align directly with the moral absolute and mission of the institution, it is still important to 

dedicate time and energy to creating story. Folklore provides an opportunity to engage all 

constituents in a meaningful way; it allows individuals to rally around the institution which will 

eventually lead to a stronger sense of community and great pride in the University. Furthermore, 

as seen with higher levels of identification, enhancing community positively correlates to 

financial gains and therefore contributes greatly to budgeting demands plaguing institutions of 

higher education. Folklore may not be an immediate solution to the budget challenges but it is 

proactive and presents another option for the University of Minnesota to consider other than 

continued salary decreases and/or reducing administrative staffing which, according to President 

Kaler (2013), is already in line with most nonprofit organizations. Lastly, folklore brings 

communities together and creates a common language. Not only does this language afford the 

minimally engaged an opportunity to connect on a more meaningful level with the University but 

it also provides a common understanding and support that helps advance the moral absolute 

mission of a public-serve institution and the overall common good.    

 

History 

This paper’s exploration of fan identity, social identity, and role-identity, reinforces that 

building relationships is paramount to enhancing donor procurement and creating a sense of 

community. Fans of the Chicago Cubs consistently look to history as a source of pride despite 

unfavorable win-loss records. In many ways, history serves as a precursor for developing 

inclusive communities or as Ashforth and Mael (1989) call them, “in-groups” (p. 25). The sense 
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of belonging to the “in-group” reinforces an awareness of association and, according to many 

studies, in-groups tend to exaggerate behaviors and become more hegemonic when an “out-

group” is present (Ashforth & Mael, 1989, p. 25). For Chicago Cubs fans, being a part of the “in-

group” is a mitigating factor in fostering a sense of community and belonging. And, as much as 

Cubs fans love their team, they equally despise the Chicago White Sox, their inter-city 

competition and un-lovable “out-group.” This phenomenon is also seen with the Boston Red Sox 

and their rivalry with the New York Yankees. The rivalry with their out-group, the Yankees, has 

fueled Red Sox fans to become even more dedicated and hegemonic; the example of the 

construction worker who buried a Red Sox jersey beneath Yankee Stadium is a prime example of 

how an out-group can fuel identification with the in-group.  

With the long-standing history of the University of Minnesota, it is plausible to create an 

“in-group” mentality and promote community and belongingness. However, the size and breadth 

of the institution must be considered when creating strategies to accomplish this objective. The 

University of Minnesota – Twin Cities is the primary campus and institution within the 

University’s system and, as mentioned previously, it was incorporated before the State of 

Minnesota. The University has been in existence since 1851 and as a result, there is a copious 

amount of history. When you walk into meetings rooms at Morrill Hall, the building housing 

President Kaler, you see images of historic moments throughout the University’s past. The 

history is celebrated in many ways throughout campus whether through visual representation on 

walls or in galleries, web sites documenting various historic moments, or through general 

communication messaging and outreach. The primary challenge I see for the University is how 

to use the wealth of history available in a meaningful way.  
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Going back to design-thinking principles, specifically prototyping and the Compelling 

Experience Framework, I think it is possible for history to be a foundation for the University to 

enhance community. As a refresher, the five access points for creating a compelling experience 

include: attraction, entry, engagement, exit, and extension. And, the six unique attributes of a 

successful and compelling experience include: defined, fresh, immersive, accessible, significant, 

and transformative (Berger, 2009, p. 35). The idea is that in order for an experience to be 

effective, it needs to carry all six attributes across all five phases of the experience process. 

Figure 3 visually represents this framework and showcases the basic formula for designing a 

compelling experience.  

 

Figure 3: The Compelling Experience Framework 

 

The University of Minnesota must consider how various experiences and interaction 

points for each constituent can be infused with the Compelling Experience Framework to 

develop a stronger emotional connection with each individual. Whether the experience is an 

admissions tour for a prospective student, Orientation or Welcome Week for the undergraduate 
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and graduate/professional, recognition event or Homecoming for the alumni or donor, and media 

outreach, game day, or special event for the minimally engaged, it is possible to emotionally 

connect constituents to the history of the institution. I also encourage University administrators 

to design new experiences for constituents that provide an opportunity to feel a part of the 

community or the in-group regardless of their constituent type. Prototyping an experience would 

be highly valuable in order to ensure that the time and budget dedicated to the experience meets 

the goal of enhancing identity salience and therefore community with the institution.  

Novelty 

 Novelty is also an important component of developing pride and spirit for an 

organization. In the case of the Chicago Cubs, the culture and ethos of the surrounding city of 

Chicago serve as key novel forces. And, as seen with the Green Bay Packers, the Lambeau Leap 

and capitalizing on the polka song, Roll Out the Barrel, provides highly novel experiences. 

Lastly, the Red Sox use their mascot, Wally, to personify one of the most novel attributes of the 

facility in which the team plays, the Fenway Park Green Monster outfield wall.  

As seen with the sport case studies, novelty creation is often the marriage of an external 

entity with an internal quality. For example, the Chicago cubs use the external surrounding 

community, Wrigleyville and high rise condos with viewing areas, to enhance the novelty of 

their game day experience. The Green Bay Packers benefit from the external influence of their 

athletes personalities who perform the Lambeau Leap and celebrate the ethnicity of the local 

community internally to strengthen the bond between the organization and the fans. And, the Red 

Sox used architectural design to create internal mechanisms such as Wally the mascot to enhance 

the game day experience and further bring fans together surrounding the home-field advantage 

provided by the Green Monster outfield wall.  
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The University of Minnesota is a unique institution that has an opportunity to look 

externally for ways to enhance community internally with constituents.  For example, the 

University is one of very few higher education institutions situated in a large metropolitan area. 

It is also one of the only public research institutions residing in a larger metropolitan city. This 

novelty presents an opportunity for the University to capitalize on creating and enhancing 

community. The following areas are just a sampling of local elements that together create a novel 

University of Minnesota community: local music, local art, the Twin Cities – Minneapolis and 

Saint Paul, three campuses, vibrant focus on green initiatives and sustainability, bike paths, and a 

soon-to-be-complete Light Rail public transportation system. The options are abundant but 

research must be conducted to identify exactly which novelties might create the greatest sense of 

community and belongingness among all constituent types.  

Novelty can be combined with the two previous Big Four concepts: folklore and history. 

Perhaps there are stories to uncover or create regarding how the cities of Minneapolis and St. 

Paul formed around the University. Moreover, if an experience is enhanced or created using the 

Compelling Experience Framework, how can the novelty of bike paths, sustainability, and the 

Light Rail system be utilized when thinking about the entry and exit points. Considering novelty 

as it pertains to story, history, or experience is crucial to accomplishing the objectives of the six 

compelling experience attributes. Novelty is what allows an organization to be defined, fresh, 

immersive, accessible, significant, and ultimately transformative. 

 One novel component of the University of Minnesota that administrators must work to 

promote is the size of the institution. Businesses and organizations tend to contribute financially 

to large higher education institutions (Leslie & Ramey, 1988, p. 127). In fact, “Generally, 

institutional size is an important trait to all donor groups” (Leslie & Ramey, 1988, p. 130). 
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However, the greatest motivator influencing donor behavior is the “public profile” which couples 

enrollment figures with public visibility and institutional prestige (Leslie & Ramey, 1988, p. 

130). Therefore, novelty has the potential to play an integral role to the budget cliff and tuition 

crisis facing public institutions of higher education today. If infused with experiences that 

constituents have with the University, the novelty of the institution will further enhance the 

visibility, enrollment figures, and prestige of the institution which would therefore enhance the 

public profile.  

 

Nostalgia 

Continuing to focus on the emotional connection created between the organization and 

the individual is of the utmost importance. Nostalgia is defined by the Merriam-Webster 

dictionary as “the state of being homesick” and “a wistful or excessively sentimental yearning 

for return to or of some past period or irrecoverable condition.” The types of nostalgia seen 

through sport case studies conducted for this paper include the Chicago Cubs who use local 

personalities to create a sense of home and the Boston Red Sox who create programs that bring 

about a sense of nostalgia and allow fans to journey back in time to a past period. There is also 

the Green Bay Packers who erected bronze statues of legendary coaches and team founders 

outside the facility to bring about wistful nostalgia. The Packers organization also carried the 

nostalgic elements located outside the stadium into the interior of the facility to reinforce the 

nostalgic sentiment inside a facility that operates year-round.  

The previous three Big Four elements discussed in this chapter – folklore, history, and 

novelty – all provide an opportunity to employ the design-thinking principle of meaning-making. 

Meaning is something that can be constructed but it’s important to recognize that social 

identification occurs through symbolic interaction. Symbolic interaction maintains that “meaning 
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is not a given but evolves from the verbal and nonverbal interactions of individuals” (Ashforth & 

Mael, 1989, p. 27). These interactions provide a foundation to create long-lasting social and 

emotional connections with an organization. When the University of Minnesota capitalizes on 

nostalgia through history, folklore, and novelty, the organization and individuals who socially 

identify with the institution will benefit greatly.  

Ultimately, nostalgia creates a sense of an enhanced quality of life. Whether constituents 

are classified as alumni, donors, minimally engaged entities, businesses, or students, we see that 

an enhanced quality of life – real or perceived – enhances community, belongingness and 

ultimately a willingness to donate financially.  
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Chapter 9 

CONCLUSION 

 

This paper has identified how sport can foster a stronger sense of identification, 

community, and belongingness. This paper explored fan identification, sport case studies, the 

current financial and tuition climate at the University of Minnesota, a review of donor behavior, 

opportunities to incorporate innovation practices including design-thinking and the Compelling 

Experience Framework at a public university, and an analysis of social identity theory. Through 

this exploration, I identified four transferable concepts to higher education that I believe will 

enhance community and ultimately serve as a means to combat the tuition crisis. The four 

concepts, titled The Big Four, include: folklore, history, novelty and nostalgia.  

The premise behind The Big Four is that they can be infused into anything and 

everything the University of Minnesota implements. They aren’t solely external or internal 

practices but rather a comprehensive approach that allows for the University to enhance 

identification across all constituencies with the institution. This increase in identification allows 

the University to cultivate a stronger relationship and sense of community amongst all 

constituent groups ranging from current students to alumni and individuals across the State of 

Minnesota. Theories from sport, innovation, and social identity served as the mechanism for 

establishing The Big Four, and they were intentionally selected in order to create a realistic and 

tangible application of theory to the real-world issues facing the University of Minnesota. The 

tuition crisis and funding for higher education institutions is on the precipice of becoming a 

catastrophe with implications that extend beyond the state, to the nation and the world. It seems 

to me as though University of Minnesota administrators are focusing in on the same tried but not 

true approach to combatting this crisis. Their discussions focus on reducing administrative 
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overhead and while that is an effective way to reduce expenses, it will not be enough to solve the 

problem. Additionally, as indicated in chapter six, the goal of a public-service institution such as 

the University of Minnesota is to satisfy the moral absolute: the common good. Reducing 

administrative costs runs counter to enhancing the common good as it means a decrease in jobs 

or salary at a time when the economy is struggling to return from a recession. The purpose of this 

paper was to urge senior leaders at the University of Minnesota to think differently; channel the 

innovative spirit of Abraham Lincoln who championed the Morrill Act, and devise a new plan 

that provides affordable education and contributes to the moral absolute. 

Johnny Klippstein pitched for a variety of MLB teams including the Chicago Cubs, a 

time in his career that he was seemingly most proud of. Johnny was a close family friend and an 

amazing storyteller. As a child growing up, he would share with me tales of his time playing for 

the MLB and specifically, the Chicago Cubs. Before he passed away in 2003, I visited Johnny in 

his home just outside of Chicago. While visiting, I spent time laughing and finding inspiration in 

the stories he told. Although Johnny isn’t the most storied player in baseball’s history, his love 

for the game and his love for the Chicago Cubs was ever present in his life. Johnny is the 

primary reason that I selected the sport industry in the beginning of my exploration on how to 

offset the tuition crisis. In Johnny’s final moments, the Chicago Cubs were making a historic run 

for the National League Championship Series. His family shared with me that he listened to each 

game on the radio and that, to them, it almost seemed as though he was holding on to hear the 

Chicago Cubs finally make it to the World Series. Even though the Chicago Cubs did not win the 

National League Championship in 2003, Johnny passed away knowing that the Cubbies almost 

did it. His identification with the organization amazed me and I couldn’t help but think, “If 

Johnny spent his final moments listening to the Cubs play for a championship, there must be 
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something to be said for the connection between an organization and a fan.” This type of 

enduring passion for and pride in an organization is something that I hoped to uncover 

throughout this paper. I propose that enhancing identification with the University of Minnesota 

through The Big Four: folklore, history, novelty, and nostalgia, is a plausible resolution to the 

looming catastrophes facing higher education today.    

The goal of this exploration is to communicate that there are different ways to look at the 

college affordability crisis beyond the scope of what has been done before. The typical higher 

education response of seeking increased state and federal financial support or reducing 

administrative overhead isn’t the answer to this issue. The University of Minnesota must develop 

a responsible, ethical, and credible resolution to its fight for affordable education, local, national 

and global competition, and the common good. This resolution must also be salient and resonate 

with the broad University constituency base to further the potential for successful 

implementation. Mael and Ashforth (1989) explicate in their article, Social Identity Theory and 

the Organization, that “Socialization effects individualization, which in turn effects 

internalization” (p. 27). And, “the more salient, stable and consistent the character of an 

organization (or in organizational terms, the stronger the culture), the greater internalization” 

(Ashforth & Mael, 1989, p. 27).  

In order to be successful in enhancing identification and community with the institution, 

the University of Minnesota must develop a salient and ethical plan that is perceived to be stable. 

Additionally, it must be consistent with the University’s character. The Big Four concepts are not 

only ethical but they’re congruent with the institution. Therefore, I implore the University of 

Minnesota to consider incorporating folklore, history, novelty, and nostalgia as it moves further 
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into developing a plan that resolves funding issues and provides an affordable university 

education. 
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