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COLLEGE ATHLETICS OFFICIALS  
ASSESS THEIR PROGRAM’S  

POSITION,  PRIORITIES

It may be too soon to fully assess the total 
fallout from a yearslong global pandemic 
— one that brought new challenges to the 

already difficult task of running a collegiate 
athletics department. From sports cuts and 

reinstatements, to name, image and likeness 
red tape, to the debate over the competition 

rights of transgender athletes, these are truly 
unprecedented times.



thletic Business surveyed 
collegiate athletic 
departments at all levels 
of competition earlier this 
year to gauge current sports 
sponsorship and program 
support. Here’s a summary 
of what we found:

Our sample includes departments 
representing members of the NCAA 
(60.5 percent), NAIA (15.8), NJCAA 
(15.8) and USCCA (7.9). Regardless 
of affiliation, nearly half of 
all survey respondents have 
a “somewhat positive” overall 
view of their school’s athletics 
association. Our survey indicates that 
schools are just as likely to be “neutral” 
on this question as “very positive,” with 
roughly a quarter of respondents taking either 
of those positions. Only 5 percent admit to having 
a “somewhat negative” view and none reported a 
“very negative” view.

About 21.6 percent of our sample 
departments support between 300 and 399 
student-athletes, the same percentage as those 
that accommodate 400 to 499. Nearly 19 percent 
fall in each of following categories: 199 or fewer, 
200 to 299, or 500 or more. The average student-
athlete total for the sample stands at 357.

The most commonly sponsored sport is men’s 
basketball, with 84.6 percent of departments in our 
sample fielding a team, followed closely by women’s 
basketball at 82 percent. Football is offered by a mere 
56.4 percent of our respondent field, ranking lower on 
the sponsorship list than eight additional sports: women’s 
volleyball (76.9 percent), baseball (71.8), track and field 
(71.8), cross country (69.2), women’s soccer (69.2), men’s 
soccer (66.7), men’s golf (66.7) and softball (66.7).

In addition to women’s soccer edging men’s soccer, 
women’s teams also outpace men in terms of like-
sport sponsorship in volleyball (with only 18 percent 
of respondents reporting a men’s program at their 
school, resulting in a 58.9 percentage-point gap), 
tennis (53.9 percent to 46.2), lacrosse (25.6 to 15.4), 
rowing (12.8 to 2.6) and water polo (10.3 to 7.7).

Half our sample has seen no change in sports 
sponsorship over the past three years. However, nearly 
twice as many schools (32.5 percent) report adding 
sports compared to those who eliminated one or more 
(17.5). Looking to the next three years, 37.5 percent of 
respondents plan to add at least one sport while only 
2.5 percent anticipate making cuts. When changes are 
made, it’s not necessarily driven by Title IX compliance, 
which at 22.6 percent of responses ranks third on 
our list of reasons behind changes in student-athlete 
interest (35.5) and changes in budget (32.3). That 
said, a full quarter of respondents report having been 
involved in a Title IX lawsuit within the past 10 years.

Respondents report receiving an average 54.6 
percent of their operating budget from university funds 
or students fees, followed by 17.9 from donations, 13.3 
from ticket sales and 10.7 from media revenue.

On the facilities front, 52.5 percent of respondents 
rate their offerings as “on par” with their peers, while 
32.5 percent feel theirs are “subpar” and 15 percent 
boast superior facilities. Seven in every 10 respondents 
report plans to build or renovate athletic facilities 
within the next three years.

As an indicator of the perceived importance 
of technology in training, Performance Testing 
Equipment outranks Powerlifting in terms of 
equipment priorities among respondents, followed 
in the top five by High-Intensity Interval Training, 
General Cardio and Sports Performance.

Not surprisingly, two widely discussed policy 
issues shot to the top of other lists in our survey. 
A plurality of respondents rank student-athlete 
compensation as the most important student-
athlete issue they face (ahead of such topics as drug 
use, academic support and mental health), while 
transgender inclusion tops the list of most important 
program-related issues (ahead of conference 
realignment, student-athlete transfer rules and 
sexual assault allegations).

Thanks to all who took time to respond to our survey 
and for offering peers a peek at your operations. 

— The Editors

“As an indicator of the perceived 

importance of technology in 

training, Performance Testing 

Equipment outranks Powerlifting 

in terms of equipment priorities 

among respondents, followed 

in the top five by High-Intensity 

Interval Training, General Cardio 

and Sports Performance.”
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NCAA 60.5%

NAIA 15.8%

NJCAA 15.8%

USCCA 7.9%

Very Negative 0%

Somewhat Negative 
5.13%

Neutral 23.08%

Somewhat Positive 
48.72%

Very Positive: 23.08%

Under $5,000,000	 50%

Between $5,000,000 and $9,999,999 	 15.79%

Between $10,000,000 and $24,9999,999 	 15.79%

Between $25,000,000 and $99,999,999 	 10.53%

Between $100,000,000 and $200,000,000	 2.63%

Over $200,000,000 	 5.26%
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What association are you affiliated with?  

10 20 30 40 500

What is your annual athletics budget? 

How many student athletes does your program support?

What programs do you sponsor? 

What is your overall view of your school’s  
athletics association? 1
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60% 
No Plans to Add 
or Eliminate 
Programs

37.5% 
Yes, Add

2.5% 
Yes, Eliminate 

32.26% 	 Changes in Budget

6.45% 	 Changes in Spectator Interest 

35.48%	 Changes in Student-Athlete Interest 

3.23% 	 Concern Over Student-Athlete Safety 

22.58% 	 Title IX Compliance 

Locker Rooms 

Weight Rooms  

Practice/Training Spaces  

Player Lounges  

Athlete-Exclusive Academic Areas 

Athlete-Only Dining 

Very Negative 0%

Somewhat Negative 
5.13%

Neutral 23.08%

Somewhat Positive 
48.72%

Very Positive: 23.08%

52.5%
“On par” 

with peers

32.5%
“Subpar” 

15%
“Superior“  
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Has your school added or eliminated any sports within 
the past three years? 

Does your school have plans to add or eliminate 
sports in the next three years? 

If you have added or eliminated sports, what is most often the reason? 

How do you think your facilities compare to other 
athletic departments of comparable size? 

Do you offer athlete academic services, 
such as tutoring?

6 7

8

10 11

50% 32.5% 17.5%
NO
Programs 
Added or 
Eliminated 

YES
Added

YES
Eliminated 

Which of the following facilities are exclusively  
used by the varsity athletics programs  
(check all that apply)?9

75%

60%
55%

35% 35%

7%

73% 27%
YES NO



Student-athletes  87%

Intramural and club athletes  37%

Non-athlete students  35%

Faculty 30%

Staff 42%

Community Members  20%
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Which groups regularly use your weight room and/or training facilities (check all that apply)?

Do you have plans to build or renovate athletic facilities 
within the next three years: 

Approximately what percentage of your budget comes from the following? 

Rank the importance of each 
equipment/workout type at 
your athletic facilities: 

12

13
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14
806040200 100

30%
NO

70%
YES

#1. PERFORMANCE TESTING 
EQUIPMENT 

#2. POWERLIFTING 

#3. FUNCTIONAL FITNESS 

#4. HIGH INTENSITY INTERVAL 
TRAINING 

#5. GENERAL CARDIO 

#6. SPORTS PERFORMANCE 

#7. GENERAL STRENGTH TRAINING 

University Funds  
and Student Fees 

Donations

Ticket Sales 

Media Revenue 

54.6%
17.9%

13.3%

10.7%



SPONSORED BY MATRIX FITNESS
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While college athletics has undergone some dramatic changes over the past few decades, there is at least 
one constant — training. However, while the athletes themselves are still getting in their reps and cardio at 
the training facility, the way athletic departments think about those spaces and the equipment within them 
is constantly evolving. Athletic Business sat down with Kelly Neuhauser, national athletics sales specialist 
with equipment manufacturer Matrix, to get a better understanding of how college athletics departments are 
approaching the design and equipping of their facilities. 

What are some of the trends you’re seeing with 
the college athletics departments that you 
currently work with? 
The two things that come to my mind right now 
are branding and technology. Schools want to 
have their name, their logo on everything — even 
more so in the last five to seven years. I think it’s 
a big differentiator for the schools and a source of 
pride. And from the technology standpoint, that’s 
just the age we’re in. So, we have to ask ourselves 
how we as manufacturers best adapt to that, which 
requires listening to our customers and continuously 
improving our portfolio based on their feedback. 

Are there particular programs or facilities that 
you think are really forward-looking in terms of 
their approach to the design of their facilities or 
how they’re equipping them? 
It’s funny, because every time I go to see a school, 
and I’m working with a coach, I’ll hear, “Hey, I hear 
so-and-so are building a facility, what are they 
doing?” So, I think they’re all chasing each other, and 
they want to see who’s doing what and how they’re 
doing it. To be honest, they’re all doing a great job. 
They’re all building these beautiful facilities, and 
they’re not just trying to do it for the beauty alone. I 
think they’re really trying to equip them as best they 
can for their athletes now. Five or six years ago, it 
was an arms race. It was who could build the biggest, 
the fastest. Now it’s, “Hey, it doesn’t have to be the 
biggest, but let’s just have it be the most functional 
space that we can make it.” That’s the trend we’re 
seeing now. It doesn’t have to be a 50,000-square-
foot facility; it can be a 10,000- to 15,000-square-
foot facility, but it just needs to be functional. 

What advice would you give to coaches or 
athletic directors who are looking to equip a 
new facility? 
I tell coaches: don’t buy the name, buy the 
relationship. A lot of people get caught up in brands 
and names, but who’s going to service that product? 
Who’s going to be there? Is this person going to just 
come around, sell to you and then not be around in 
a couple years? Who’s going to advocate for you? 
We want to offer you the most for your money, 
which includes that relationship. The other thing 
I tell coaches is don’t be rack poor. These coaches 
want to have these racks with all this stuff on it, but 
you shouldn’t spend all your money on the rack or 

the name that’s on the rack; you should be trying to 
spend your money to get the best equipment for the 
best value. 

What is Matrix’s approach to maintenance and 
service of the equipment? 
We have one of the best warranties on the market. 
Another thing we have is a great service support 
system across the country. We can set up a preventative 
maintenance program where we can have our 
technicians come out to service everything, or we 
can just have your cardio serviced, or your strength 
serviced. And we can do that anywhere from two to six 
times a year, depending on what the customer wants 
and needs.

How do you help equip a college training facility 
that needs to support multiple sports programs, 
such as basketball, football and soccer?
I try to tell coaches to use what’s called the 
“mirror game.” Try to set your room in mirrored 
boxes or segments so you break your room up. 
Say you’re doing a room of 16 racks, you can break 
those up into two sets of eight or four sets of four. 
And each one of those segments has the exact 
same number of stations, the exact same number 
of racks and the exact same amount of equipment. 
So, if you’ve got 16 racks and break them up 
into four different segments, you can have four 
different teams working out at the same time. This 
is a helpful way of looking at it for a lot of these 
smaller colleges that don’t have these enormous 
facilities. Everyone wants to lift in that 3 to 6 p.m. 
window, so we really have to take a look at that 
and figure out what the best layout is to get the 
most teams in there, while also being functional, 
efficient and safe. And to be able to do that, it’s 
important to make sure that everyone has the 
same equipment at each station.

Have there been changes in the way college 
athletes train that Matrix has had to respond to? 
Definitely. This goes back to that technology piece. 
Adapting to the new technology is really important. On 
our end, we have to figure out how best to integrate 
these new features with our current portfolio. Another 
great benefit of choosing to start a partnership with 
us is that we work with individual coaches to find 
equipment that has features that fit their training style 
and methodology.  Ω

Looking Ahead 
How Athletics Departments Are Designing and Equipping Facilities for the Future

Kelly Neuhauser is 
national athletics 

sales specialist  
at Matrix. 


