


enhancing drug problems (track and field athlete 
Marion Jones recently forfeited five Olympic medals 
after admitting to taking steroids before the Sydney 
2000 Summer Olympics), but America’s game of 
baseball may ultimately suffer the biggest, most 
lasting, blow.

MLB should take a proactive, holistic approach to 
reviving and improving its brand, an approach that can 
apply to every business.  The steps owners and players 
should take 
in reviving its 
brand is not 
dissimilar to 
the steps that 
any growing 
business 
should take.

To forge and revive a brand that produces bottom 
line results, an organization must first examine its 
“internal” brand.  The internal brand must be aligned 
with the organization’s desired external brand.

This means that the entire organization has to 
understand the brand and communicate it through 
everything they do.  It is critical that the brand 
“essence” exist internally before it can be successfully 
projected externally.  Major League Baseball should 
ensure clear and consistent communication from 
leadership, players, and owners when it comes to 
speaking to its fan base. 

All employees, or players in the case of baseball, 
must be onboard as to who the company is and 

what it is trying to accomplish.  Employees need to 
understand how and what to communicate about the 
business.  Good or bad, employees are the strongest 
ambassadors, providing they are comfortable with 
communicating the “who, what and why” of the 
company.  It is essential that everyone is clear on 
organizational goals as well as its unique selling 
points, something that appears to be lacking in 
baseball.

To offset the growing 
criticism from fans, 
owners and players did 
adopt a stronger, more 
stringent drug-testing 
policy in November 2005 
(ranging from a 50-game 
ban for the first offense 
to a lifetime ban for a 

third offense).  But that was the first, most obvious 
step.  They need to proactively reach out to fans and 
assure them that the game is committed to having 
these problems go away for good.  Owners and players 
should come together with even a stronger drug policy 
and agree to be tested on a more regular basis.  The 
common goal should be to regain the trust and restore 
the faith of the fans.

 This, particularly, is an area where MLB can make 
a notable impact.  It must encourage and educate its 
players to proactively speak about the dangers of 
steroid use.  For baseball, the players are clearly its 
most powerful brand ambassadors.

As the brand takes shape internally, it will begin to 
spread virally in a positive fashion through employees.

As opening day approaches, now is the time to re-
evaluate your organization’s brand.  Hopefully your 
obstacles are nothing like those being faced by our 
national pastime.
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“ MLB should take a proactive, holistic 
approach to reviving and improving its 
brand, an approach that can apply to 

every business.”


