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IntroductionIntroduction
Preparing for a certification exam can feel overwhelming, but with the
right tools, it becomes an opportunity to build confidence, sharpen your
skills, and move one step closer to your goals. At Examzify, we believe
that effective exam preparation isn’t just about memorization, it’s about
understanding the material, identifying knowledge gaps, and building
the test-taking strategies that lead to success.

This guide was designed to help you do exactly that.

Whether you’re preparing for a licensing exam, professional
certification, or entry-level qualification, this book offers structured
practice to reinforce key concepts. You’ll find a wide range of
multiple-choice questions, each followed by clear explanations to help
you understand not just the right answer, but why it’s correct.

The content in this guide is based on real-world exam objectives and
aligned with the types of questions and topics commonly found on
official tests. It’s ideal for learners who want to:

• Practice answering questions under realistic conditions,
• Improve accuracy and speed,
• Review explanations to strengthen weak areas, and
• Approach the exam with greater confidence.

We recommend using this book not as a stand-alone study tool, but
alongside other resources like flashcards, textbooks, or hands-on
training. For best results, we recommend working through each
question, reflecting on the explanation provided, and revisiting the
topics that challenge you most.

Remember: successful test preparation isn’t about getting every question
right the first time, it’s about learning from your mistakes and improving
over time. Stay focused, trust the process, and know that every page you
turn brings you closer to success.

Let’s begin.
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How to Use This GuideHow to Use This Guide
This guide is designed to help you study more effectively and approach
your exam with confidence. Whether you're reviewing for the first time
or doing a final refresh, here’s how to get the most out of your Examzify
study guide:
1. Start with a Diagnostic Review

Skim through the questions to get a sense of what you know and what
you need to focus on. Your goal is to identify knowledge gaps early.
2. Study in Short, Focused Sessions

Break your study time into manageable blocks (e.g. 30 – 45 minutes).
Review a handful of questions, reflect on the explanations.
3. Learn from the Explanations

After answering a question, always read the explanation, even if you got
it right. It reinforces key points, corrects misunderstandings, and
teaches subtle distinctions between similar answers.
4. Track Your Progress

Use bookmarks or notes (if reading digitally) to mark difficult questions.
Revisit these regularly and track improvements over time.
5. Simulate the Real Exam

Once you're comfortable, try taking a full set of questions without
pausing. Set a timer and simulate test-day conditions to build confidence
and time management skills.
6. Repeat and Review

Don’t just study once, repetition builds retention. Re-attempt questions
after a few days and revisit explanations to reinforce learning. Pair this
guide with other Examzify tools like flashcards, and digital practice tests
to strengthen your preparation across formats.

There’s no single right way to study, but consistent, thoughtful effort
always wins. Use this guide flexibly, adapt the tips above to fit your pace
and learning style. You've got this!
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Questions
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1. When trying to place an athlete with a team, what are the
three variables that Bill Duffy always reviews?
A. Fit, economics, city
B. Talent, salary, market
C. Branding, media, location
D. Skills, analytics, geography

2. Which statement about PR dangers is true?
A. PR can involve risks if message control is misused or if press

is negative
B. PR always results in favorable coverage
C. PR eliminates risk by controlling media
D. PR has no risks

3. Which of the following is an example of intellectual
property?
A. Brand name
B. Logo
C. Slogan
D. All of these are correct

4. Which of the following statements about compensation
from licensing agreements is true?
A. The largest portion of the license's revenues is derived from

the advance payments.
B. The licensor pays a fixed fee to the licensee.
C. The largest portion of the licensor's revenues is derived from

residuals.
D. The licensee pays a fixed fee and royalty payments to the

licensor.

5. In a licensing deal, if the licensee does not generate
adequate sales to cover the minimum guarantee, what must
occur?
A. Redo the Agreement to Reflect the Lack of Sales
B. Pay the Minimum Guarantee
C. Not Pay if Sales Are Low
D. Roll Over the Shortfall to the Next Year of the Agreement
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6. Which of the following statements is true about revenue
streams for teams?
A. All listed options (sponsorships, ticket sales, and media

rights) are key revenue generators
B. Only sponsorships matter
C. Ticket sales are the only source
D. Media rights are irrelevant

7. Which option correctly lists the four components of the
Athlete Marketability formula?
A. Talent, Success, Integrity, Charisma
B. Talent, Success, Reputation, Charisma
C. Fame, Integrity, Talent, Charisma
D. Talent, Performance, Integrity, Charisma

8. Who represents the owners as a group in contract
negotiations?
A. Each team's legal department
B. The properties group
C. The players union
D. Each team's general manager

9. Which scenario illustrates licensing in practice?
A. A Company Uses an IP Without Permission
B. A Professional League Pays a Company to Manufacture

Products Using the League Logos
C. A Company Pays an Athlete for Autographs
D. A Brand Licenses a Logo Without Any Rights

10. A ____________ is a percentage of sales revenue to be paid to
a licensor from the licensee.
A. Royalty
B. Fee
C. Commission
D. Bonus
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Answers

Sample study guide, visit https://sportsmktg.examzify.com
for the full version with hundreds of practice questions 8

SA
M

PLE



1. A
2. A
3. D
4. D
5. B
6. A
7. A
8. B
9. B
10. A
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Explanations
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1. When trying to place an athlete with a team, what are the
three variables that Bill Duffy always reviews?
A. Fit, economics, city
B. Talent, salary, market
C. Branding, media, location
D. Skills, analytics, geography

Key idea: placing an athlete with a team hinges on three practical considerations that
cover on-court fit, financial viability, and where they’ll play professionally and personally.
First, fit is about how well the player’s style, strengths, and role mesh with the team’s
system, rotation, and locker room culture. A player who aligns with the coach’s schemes
and the teammates’ dynamics is more likely to contribute effectively and adapt quickly. 
Second, economics addresses the financial side—whether the contract makes sense given
the team’s salary cap, the player’s value, and the deal length. This ensures the move is
sustainable and creates value, not just a short-term perk.  Third, city refers to the market
and location: how the team’s market, fan base, sponsorship opportunities, and lifestyle fit
the player’s personal and professional goals. The right city can boost exposure and
comfort, which in turn supports performance and longevity.  The other options don’t
capture the full balance. Talent, salary, market splits focus on skill and money but miss
the alignment with the team’s system and culture (fit) and the specific location aspect as
a strategic market choice. Branding, media, location centers on external image and
where the team plays but neglects whether the player belongs in the team’s scheme and
whether the deal is financially sound. Skills, analytics, geography emphasizes data and
capability and location, yet leaves out whether the contract is viable and whether the
player truly fits within the team’s framework.

2. Which statement about PR dangers is true?
A. PR can involve risks if message control is misused or if press

is negative
B. PR always results in favorable coverage
C. PR eliminates risk by controlling media
D. PR has no risks

In PR, risk comes from the fact that you can’t fully control how information is received or
interpreted. If you push too hard to script every message or try to suppress unfavorable
press, you can trigger a backfire: journalists and audiences may see the over-controlled
approach as inauthentic or deceptive, leading to negative coverage and reputational
damage. The media landscape is unpredictable, and even well-intentioned messaging can
be misunderstood or contradicted by new developments.  That’s why the statement about
PR involving risks when message control is misused or when the press is negative is the
best choice. The other options are not accurate: PR cannot guarantee favorable coverage,
attempting to “eliminate” risk by controlling media is not effective and can create new
issues, and PR does carry risks even with careful planning.
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3. Which of the following is an example of intellectual
property?
A. Brand name
B. Logo
C. Slogan
D. All of these are correct

Intellectual property covers creations that identify and distinguish a product or service in
the marketplace. A brand name functions as the spoken and written identifier, a logo is
the visual symbol, and a slogan is a memorable phrase that communicates the brand
message. Each of these can be protected as a trademark, giving the owner exclusive
rights to use them in commerce and to prevent others from confusing their products with
the brand. Because all three serve to identify the source and quality of the offerings, they
all qualify as intellectual property. In sports marketing, safeguarding brand names,
logos, and slogans supports licensing, merchandising, and fan trust.

4. Which of the following statements about compensation
from licensing agreements is true?
A. The largest portion of the license's revenues is derived from

the advance payments.
B. The licensor pays a fixed fee to the licensee.
C. The largest portion of the licensor's revenues is derived from

residuals.
D. The licensee pays a fixed fee and royalty payments to the

licensor.
Licensing compensation is typically built around the licensee paying the licensor to use
IP or rights, consisting of an upfront fixed license fee that grants the right to use, plus
ongoing royalties based on sales, revenue, or usage. This combination reflects both an
initial transfer of rights and a continuing stream of income for the licensor, which is why
the statement that the licensee pays a fixed fee and royalty payments to the licensor is
the accurate description. The other options misstate who pays whom or describe patterns
that aren’t generally true: upfront advances aren’t universally the largest share; the
licensor doesn’t usually pay a fixed fee to the licensee; and while residuals can be part of
royalties, they aren’t typically the largest source of licensor revenue.
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5. In a licensing deal, if the licensee does not generate
adequate sales to cover the minimum guarantee, what must
occur?
A. Redo the Agreement to Reflect the Lack of Sales
B. Pay the Minimum Guarantee
C. Not Pay if Sales Are Low
D. Roll Over the Shortfall to the Next Year of the Agreement

In a licensing deal, a minimum guarantee sets a fixed amount the licensee must pay to
the licensor regardless of how well sales perform. If sales don’t generate enough to cover
that floor, the licensee still owes the minimum guarantee. The point of the guarantee is
to ensure the licensor receives a base level of compensation for granting the license.  So
when sales are inadequate, the required action is to pay the minimum guarantee. The
other options aren’t standard unless the contract specifically provides for them; redoing
the agreement isn’t automatic, declining to pay would violate the contract, and rolling
over a shortfall only happens if the contract expressly allows it.

6. Which of the following statements is true about revenue
streams for teams?
A. All listed options (sponsorships, ticket sales, and media

rights) are key revenue generators
B. Only sponsorships matter
C. Ticket sales are the only source
D. Media rights are irrelevant

Diversified revenue streams are essential for teams because each source plays a distinct
and important role in financial health. Sponsorships bring in cash and strategic value
through brand partnerships, assets, and hospitality rights that align a team with brands
and fans. Ticket sales provide direct, game-to-game revenue tied to fan engagement and
attendance, and they often drive related income from concessions and merchandising.
Media rights deliver large, often league-driven deals that provide stable, scalable revenue
beyond on-field performance, helping teams plan long-term and reach wider audiences.
Relying on any single source leaves a team vulnerable to market shifts, performance
swings, or attendance changes. When you combine sponsorships, ticket sales, and media
rights, you capture the major, dependable streams that most teams rely on, which is why
that statement is the most accurate.
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7. Which option correctly lists the four components of the
Athlete Marketability formula?
A. Talent, Success, Integrity, Charisma
B. Talent, Success, Reputation, Charisma
C. Fame, Integrity, Talent, Charisma
D. Talent, Performance, Integrity, Charisma

Marketability hinges on a four-part mix: talent, success, integrity, and charisma. Talent
shows the athlete’s ability and potential. Success reflects proven outcomes—wins,
records, and milestones—that demonstrate that talent translates into results. Integrity
matters for trust and reliability, signaling to sponsors that the athlete conducts
themselves ethically and consistently. Charisma captures personal appeal, energy, and
the ability to engage fans and media, turning attention into lasting interest. This
combination best covers both performance and the character and appeal brands seek,
whereas other options mix in fame, reputation, or a narrower notion of performance that
don’t fully embody how sponsors evaluate long-term value.

8. Who represents the owners as a group in contract
negotiations?
A. Each team's legal department
B. The properties group
C. The players union
D. Each team's general manager

The main idea is that the owners’ interests are represented by a single, centralized group
that handles the business side of negotiations on behalf of all owners. In professional
sports, the properties group acts as that unified voice, coordinating terms and strategy
for deals that affect the owners’ assets—like media rights, sponsorships, and other
contracts—so that there’s consistency across teams and alignment with the league’s
overall business plan. This makes it the best fit for representing owners as a group in
contract talks.  The other options don’t fit as well. The players union represents players,
not owners. The general manager negotiates player contracts for a specific team, not on
behalf of the owners as a group. The legal departments of individual teams handle their
own issues but don’t present a single, collective owners’ position.
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9. Which scenario illustrates licensing in practice?
A. A Company Uses an IP Without Permission
B. A Professional League Pays a Company to Manufacture

Products Using the League Logos
C. A Company Pays an Athlete for Autographs
D. A Brand Licenses a Logo Without Any Rights

Licensing in sports marketing is when the owner of a brand or logo grants permission to
another party to use that mark on products or services, usually in exchange for fees or
royalties, and under agreed terms and quality standards.   This scenario shows licensing
in practice: the league, as the IP owner, arranges for a company to manufacture products
that feature the league’s logos. The league provides the rights to use its marks on those
goods, and the manufacturer produces and distributes them under a licensing
agreement. This setup expands product options and revenue without the league giving up
ownership, while typically including quality control and royalties.  The other options
describe scenarios that aren’t licensing: using IP without permission is infringement;
paying an athlete for autographs is an autograph/endorsement or appearance deal, not
licensing of IP on products; licensing a logo without any rights is not possible and would
be invalid.

10. A ____________ is a percentage of sales revenue to be paid to
a licensor from the licensee.
A. Royalty
B. Fee
C. Commission
D. Bonus

In licensing, payments to the licensor are typically structured as royalties—a share of the
licensee’s sales revenue from products or services that use the licensed property. This
ties the licensor’s income directly to how well the licensed IP performs in the market,
providing ongoing compensation as sales grow. A fixed fee isn’t tied to revenue, a
commission is usually paid to a salesperson for generating sales, and a bonus is an extra
incentive not specifically tied to ongoing licensing revenue. So a royalty best fits the idea
of a percentage of sales revenue paid to the licensor.
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Next StepsNext Steps
Congratulations on reaching the final section of this guide. You've taken
a meaningful step toward passing your certification exam and advancing
your career.

As you continue preparing, remember that consistent practice, review,
and self-reflection are key to success. Make time to revisit difficult
topics, simulate exam conditions, and track your progress along the way.

If you need help, have suggestions, or want to share feedback, we’d love
to hear from you. Reach out to our team at hello@examzify.com.

Or visit your dedicated course page for more study tools and resources:

https://sportsmktg.examzify.com

We wish you the very best on your exam journey. You've got this!
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