
MSBA Sports Analytics
Lindsey McIntyre, MSBA Career Coach
Claire VeNard, Senior Associate Athletics Director

Career Development Intro



Welcome to Notre Dame!



Lindsey McIntyre, MSBA Career Coach



Why Hire Notre Dame Grads?



Career Development Services

OUR GOAL

EQUIP 
STUDENTS WITH 

LIFELONG 
MASTERY OF 

CAREER 
LEADERSHIP

● Customized 1:1 Coaching
● Bridge to Success Course
● Career Development Workshops

Career Coaching

● On-Campus/Virtual Career Fairs
● Company Presentations
● Networking Events

Employer Relations



Customized 1:1 Coaching
● Driven by YOU!

- You schedule the appointments
- You set the agenda
- You drive the discussion

● How to Schedule Coaching
- Graduate Business Career Development
- Choose “MSBA”
- Follow the prompts on Handshake

● Ways to Communicate
- Email:  lmcinty1@nd.edu
- Phone:  (574) 631-0896

https://mendoza-mscareers.nd.edu/about-us/schedule-an-appointment-with-your-career-coach/
mailto:lmcinty1@nd.edu


Bridge to Success Course | LEAD Model

Engage

● Pitch/Networking

● C-A-R Stories

● Professional 
Documents & 
Tools

Act

● Decode Job 
Descriptions

● Interview 
Overview & 
Techniques

Decide

● Offer Evaluation & 
Negotiation 

Learn

● CliftonStrengths

● Marketplace 
Overview 

● Personal Brand 

● Target Companies

SMP Career Development Website

https://mendoza-mscareers.nd.edu/


Today’s Focus

● Pitch/Networking

● C-A-R Stories

● Professional 
Documents & 
Tools

Learn

● Personal Brand

● CliftonStrengths

● Marketplace

● Networking

Name, Claim, and Aim Your Personal Brand
● Personal Brand Overview

● Name, Image, Likeness, & Ideas

● CliftonStrengths & Personal Brand Playbook

Before we get started…

Send a text to 3-5 family members and ask them to 
respond with 3 words that best describe you 



What is a Personal Brand?

Who You Are…

What You Align With…

 What You Do Well…



Keys to an Effective Personal Brand

Source:  Sylvia Ann Hewitt: Executive Presence: The Missing Link Between Merit and Success

Communication (speaking skills, body language, humor)

Appearance (polish, clothes, posture)

Gravitas (confidence, self-awareness, integrity)

EXECUTIVE PRESENCE



Components of an Effective Personal Brand

Your 
Brand

Experiences

Skills Values

Attitudes

Source:  FIRSTHAND

https://firsthand.co/blogs/career-readiness/how-to-build-your-personal-brand-and-why-it-s-so-important


Common Misconceptions
● You don’t need a personal brand

- Truth: You have a personal brand whether or not you’re actively cultivating it

● Personal brand is static and could limit you to opportunities
- Truth: Foundation will remain static, but you will continue to evolve over time

● Your personal brand is your reputation
- Truth: Your reputation is based on the opinions and beliefs people form about you based on 

your actions and behaviors; your personal brand is how you want people to perceive you

Personal Brand Clarification
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Claire VeNard, Senior Associate Athletics Director



What IS NILI?

Show of hands…



2009



2014



2015



2018



2019 - 2021

21



2019 NCAA Committee forms to recommend NIL Policy with goal to enact 
new policy by January 2021

2021 June 21st - Supreme Court unanimously rules against the NCAA in the 
Alston case

2021 June 30th - NCAA announces Interim NIL Policy 

July 1- NCAA Interim Policy takes effect  

NCAA Policy



● If you have a state law, follow it
● No pay for play
● No using NIL as a recruiting inducement
● No compensation tied  to performance metrics (ex. $1000 per goal)
● You can have a professional services provider (ex. agent), but only for 

NIL purposes

Interim NCAA Policy
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2019 NCAA Committee forms to recommend NIL Policy with goal to enact 
new policy by January 2021

2021 June 21st - Supreme Court unanimously rules against the NCAA in the 
Alston case

2021 June 30th - NCAA announces Interim NIL Policy 

*************Institutions create their own NIL Policy******************

July 1- NCAA Interim Policy takes effect  

2022 October - NCAA “Clarifies” its Policy

NCAA Policy



*as of February 2023



*as of June 2023



*as of June 2023





What does NILI activity really* 
look like?

*NIL data is really hard to get



Football, men’s and women’s 
basketball NIL compensation 
combine for what percentage 
of total NIL compensation?



84%



Football, men’s and women’s 
basketball NIL activity combine 
for what percentage of total 
NIL activity?



51%



What percentage of NIL 
compensation comes from 
donors (vs. fans or brands)?



60%





How much on average does a 
Division 1 student-athlete 
make from NIL?







NIL value = Brand value + Roster value 



NIL Brand value = (influence + exposure) 



NIL Roster value = (sport + position) x (performance)













Case Studies



● How would you rate their NIL Value?
○ Define their brand
○ Rate their brand value and roster or talent value (high, medium, 

low)
● How are they commercializing their NIL?

○ What types of NIL activities are they engaging in?
○ Who are their brand partners? Local, regional, National? What 

industry categories?
○ Which platform are they using most?  
○ What type of content are they creating? How often?
○ Who’s their audience? 
○ What strategies are they using to connect with their audience?
○ What can you tell about the team they have helping them?



Assignments



Rihanna,
artist



Sedona Prince,
Oregon 
Women’s 
Basketball



Ryan Kaji,
influencer



Elizabeth 
Holmes,
Founder 
Theranos



Tre Morgan,
LSU Baseball



Sunisa Lee,
Auburn 
Gymnastics



Jaden 
Rashada,
Arizona State 
Football



Brevin 
Galloway,
Clemson 
Basketball



Chloe Mitchell,
Aquinas 
Volleyball



University of Wisconsin-Superior Hockey



Emily Cole,
Duke Track



● How would you rate their NIL Value?
○ Define their brand
○ Rate their brand value and roster or talent value (high, medium, 

low)
● How are they commercializing their NIL?

○ What types of NIL activities are they engaging in?
○ Who are their brand partners? Local, regional, National? What 

industry categories?
○ Which platform are they using most?  
○ What type of content are they creating? How often?
○ Who’s their audience? 
○ What strategies are they using to connect with their audience?
○ What can you tell about the team they have helping them?



Max Manyak, Notre Dame Lacrosse



Key Takeaways
● NIL Value is Dynamic
● With Intention and Effort

○ NIL Value can be built
○ NIL Value can be realized

● Context matters
● You have Agency



CliftonStrengths &
Personal Brand Playbook
Lindsey McIntyre, MSBA Career Coach



Naming, Claiming, and Aiming Your Unique Value

"Whatever you value, be 
committed to it and let 
nothing distract you from 
this goal.”

- The Hesburgh Papers, 1979



Why CliftonStrengths?

● More than 21 million people have 
taken the StrengthsFinder assessment

● There’s only a 1 in 33 million chance 
you’ll have the same Top 5 Talent 
Themes in the same order as 
someone else

● Research is rooted in over 40 years of 
data collection (Technical Report)

Talent DNA

https://www.strengthsquest.com/193766/clifton-strengthsfinder-technical-report-2014-update.aspx


Secret to Success

“Individuals are always stronger when they 
have their successes and strengths clearly in 
mind.”

 - Donald Clifton, Soar with your Strengths



CliftonStrengths Model



CliftonStrengths Domains

Task-Oriented
Executing &

Strategic Thinking

 vs.

People-Oriented
Influencing &

Relationship Building





Successful People Market Their Value

Communicate 
Your Value

Know Your 
Value



Building a Personal Brand Playbook

Process:
1. Conduct a personal brand audit

2. Create your personal brand statement and refine your online profile

3. Develop a catalog of stories

4. Draft your professional documents 

5. Map your stakeholders



Step 1: Conduct a Personal Brand Audit
● Internal Audit (what is your self-perception?)

● External Audit (what are you projecting?)

● Perception vs. Reality (what are the gaps?)

Building a Personal Brand Playbook

Talent DNA



Incorporating CliftonStrengths



Internal Audit

Name It!
● Pick one of your top 5 strengths from your Signature Theme report and 

highlight the parts of the description that best resonates with you

● Consider which elements do think are reflected in your personal brand

● Write down words or phrases that describe your personal brand (VIPS)



Name It – Personal Example
Connectedness
Things happen for a reason. Those with strong Connectedness 
talents are sure of it. They have a powerful conviction that 
everyone is connected. While each person is responsible for 
their own judgments and actions, those with strong 
Connectedness believe everyone is part of something larger. 
This belief implies certain responsibilities. Their awareness of 
these responsibilities creates their value system. They are 
considerate, caring and accepting. Confident in the unity of 
humankind, they build bridges for people of different cultures. 
They give others comfort that there is a purpose beyond 
everyday existence. Their faith is strong. It sustains them and 
their close friends in the face of life’s mysteries.

Personal Brand Descriptors
● Faith
● Family
● Tradition



Name It – Professional Example
Strategic
The Strategic theme enables you to sort through the clutter and find 
the best route. It is not a skill that can be taught. It is a distinct way of 
thinking, a special perspective on the world at large. This perspective 
allows you to see patterns where others simply see complexity. 
Mindful of these patterns, you play out alternative scenarios, always 
asking, “What if this happened? Okay, well what if this happened?” 
This recurring question helps you see around the next corner. There 
you can evaluate accurately the potential obstacles. Guided by where 
you see each path leading, you start to make selections. You discard 
the paths that lead nowhere. You discard the paths that lead straight 
into resistance. You discard the paths that lead into a fog of 
confusion. You cull and make selections until you arrive at the chosen 
path—your strategy. Armed with your strategy, you strike forward. 
This is your Strategic theme at work: “What if?” Select. Strike.

Personal Brand Descriptors
● Thoughtful
● Versatile
● Purposeful



Internal Audit

Name It!
● Pick one of your top 5 strengths from your Signature Theme report and 

highlight the parts of the description that best resonates with you

● Consider which elements do think are reflected in your personal brand

● Write down words or phrases that describe your personal brand (VIPS)



Personal Brand Audit



External Audit

Family/Friends Perception
● Refer to your responses from family/friends

● Do their words align with your personal perception?

● Are there gaps?

What do you project?



External Audit



Reconciling Your Personal Brand
● What do you want to KEEP doing?

● What do you want to STOP doing?

● What do you want to START doing?

Perception vs. Reality



Next Steps



Taking it to the next level…
● Work to draft your personal brand statement

● How can you leverage your personal brand and strengths to take ownership 
of your journey in the MSBA program this year?

● How does your brand and strengths support your Career Development 
process and translate to roles and industries?

Aim It!



Aim It!

Mod 1 Goals/Deliverables
● Personal Brand Statement (Pitch)

● Resume

● LinkedIn Profile

● Action Item:  Schedule 1:1 appointment to 
review these deliverables

● Upcoming Networking Workshop in Mod 1 
(stay tuned for date/time)



Gallup Access Resources

Gallup Access
● View Learning Content
● Create Action Plans

CliftonStrengths
● CliftonStrengths 34 Report
● Strengths Insight Guide

https://my.gallup.com/_Portal/Component?gssClientId=AQICAHgQYh6al9Hr04cv5_2BNPJRfmspxGjTTJa3E2iHJcCAE3vAGtcL1szgBGuWaxfGOyT_2BM0AAAAdDByBgkqhkiG9w0BBwagZTBjAgEAMF4GCSqGSIb3DQEHATAeBglghkgBZQMEAS4wEQQMslRwXDGiXme457IaAgEQgDGwGcOyuqHl_2Bldf7pZx_2FS8BYDAVoUjbqo_2BuXaUeOQBT_2By_2F04TQ7cr95Z0aglUhfLjM1&gssComponentId=6271#/
https://my.gallup.com/_Portal/Component?gssClientId=AQICAHgQYh6al9Hr04cv5_2BNPJRfmspxGjTTJa3E2iHJcCAE3vAGtcL1szgBGuWaxfGOyT_2BM0AAAAdDByBgkqhkiG9w0BBwagZTBjAgEAMF4GCSqGSIb3DQEHATAeBglghkgBZQMEAS4wEQQMslRwXDGiXme457IaAgEQgDGwGcOyuqHl_2Bldf7pZx_2FS8BYDAVoUjbqo_2BuXaUeOQBT_2By_2F04TQ7cr95Z0aglUhfLjM1&gssComponentId=6872#/summary


Questions?


