


Volume 4, Issue 3, October 2018

Sport & Entertainment Review is an electronic journal owned 
by the University of South Carolina’s Department of Sport 
and Entertainment Management and published three times 
a year (February, June, and October) by FiT Publishing, A 
Division of the International Center for Performance Ex-
cellence, West Virginia University, 375 Birch Street, WVU-
CPASS, PO Box 6116, Morgantown, WV 26506-6116.
Phone: 304.293.6888
Fax: 304.293.6658
Email: fitcustomerservice@mail.wvu.edu

Copyright © 2018 by West Virginia University. All rights re-
served. This publication or any part thereof may not be re-
produced in any manner without written approval from the 
publisher. Reprint rates available upon request. The publisher 
assumes no responsibility for statements and opinions made 
by contributors to this publication. Authorization to photo-
copy items for college coursepacks or internal/personal use 
can be obtained by contacting the Copyright Clearance Cen-
ter, Inc., 222 Rosewood Drive, Danvers, MA 01923 (phone: 
978.750.8400; fax: 978.750.4470; www.copyright.com; info@
copyright.com).

Subscription rates: US: $70 (individual), $205 (institution).

Back issue articles are searchable and can be downloaded at 
www.fitpublishing.com.

Advertising: A current rate card is available upon request. 
Contact fitcustomerservice@mail.wvu.edu for details on col-
or rates and deadlines. Although advertising is screened, the 
publisher assumes no responsibility for and will not be liable 
for any claims made in advertisements.

Manuscript submission guidelines may be found on the in-
side back cover of this journal or at www.fitpublishing.com.

ISSN: 2372-7233 (Online)

MISSION STATEMENT
The mission of Sport & Entertainment Review (SER) is to be-
come the outlet for the best new ideas for people creating, 
leading, and transforming sport and entertainment organi-
zations and businesses. SER seeks to be one of the world’s 
leading journals on publishing cutting-edge, authoritative 
thinking on the key issues facing executives in the world of 
sport and entertainment.

EDITOR
Bob Heere
University of South Carolina
bheere@hrsm.sc.edu

ASSOCIATE EDITOR
Brianna Newland
University of Delaware 
bnewland@udel.edu

Khalid Ballouli
University of South Carolina
ballouli@sc.edu

EDITORIAL BOARD
Artemisia Apostolopoulou
Robert Morris University
Thomas Baker
University of Georgia

Tim Breitbarth
Bournemouth University
Simon Chadwick
University of Salford 
Manchester
Beth Cianfrone
Georgia State University

Geoff Dickson
LaTrobe University
Joris Drayer
Temple University
Brendan Dwyer
Virginia Commonwealth 
University
Sheranne Fairley
University of Queensland
Kevin Filo
Griffith University
Damian Gallagher
University of Ulster
Andrea Guerin
New York University
Marion Hambrick
University of Louisville
John Holden
Florida State University
Yuhei Inoue
University of Minnesota
Jeremy Jordan
Temple University

Shannon Kerwin
Brock University
Daniel Lock
Bournemouth University
Eric MacIntosh
Ottawa University
Kimberly Mahoney
University of New Haven
Haylee Mercado
University of South Carolina
John Nauright 
University of North Texas
Nico Schulenkorf
University of Technology 
Sydney
Chad Seifried
Louisiana State University
Stephen Shapiro
University of South Carolina
Brian Soebbing
University of Alberta
Scott Tainsky
Wayne State University

Matthew Walker
Texas A&M University
Stacy Warner 
East Carolina University
Jules Woolf
Adelphi University
Xiaoyan Xing
Capital University of Physical 
Education and Sport
Masayuki Yoshida
Hosei University

EDITORIAL ASSISTANT
Henry Wear
University of South Carolina

MANAGING EDITOR
Eileen Harvey
FiT Publishing

DESIGNER
Wendy Lazzell
FiT Publishing

PUBLISHER
FiT Publishing



Volume 4, Issue 3, October 2018

CONTENTS 

57 Editor’s Note 
  Brianna Newland, University of Delaware

 REVIEW PAPERS

59  Leveraging a Mega Sport Event: Lessons for the 2019 FIBA World Cup 
 Fei Gao, University of South Carolina

64 Industry-Academic Collaborations to Advance Sustainability 
 Brian McCullough, Seattle University

 PRACTICE FROM THE FIELD

70 Interview with Fred Croshal, Founder and CEO, Croshal Entertainment Group, LLC. 
 Armen Shaomian, University of South Carolina



Black & White Only Interior Pages
Full Page $296 One Issue 
Half Page $170 One Issue 
 
Back Cover, Color Only
Color Only $850 One Issue
 
Inserts Black & White or Color  Provided by Advertiser
Full Page $296 One Issue
Half Page $215 One Issue 

Contact FiT Marketing for rates on advertisements in three or more issues.

Closing Dates

*Note: Submissions received after the camera-ready due dates are accepted on a space-available 
basis.

Billing and Discounts

Agency discount: 15%  

Cash Discounts: Net 30 days from invoice date.

Past Due Accounts: All accounts not paid in full within 30 days shall incur a 1.5%/month late 
charge from the due date until paid in full. The advertiser agrees to pay for any costs involved in the 
collection process.

Liability for Payment: Advertisers and its advertising agencies shall be liable jointly and severally for 
payments due to the publisher for advertising which was published pursuant to request of advertiser 
or its advertising agency.

First Time Advertisers: Payment with first order is required.

Issue Reserve Camera-Ready Due

February Issue November 15 November 30
June Issue March 15 March 31
October Issue July 15 July 31

SER Advertising 
Guidelines



Sport & Entertainment Review, 2018, 4, 57-58, © 2018 West Virginia University

Editor’s Note
Brianna Newland, University of Delaware

As the new editor of Sport & Entertainment Review (SER), 
I would like to thank all the authors and reviewers who 

have already contributed to the journal and influenced its 
initial growth. I would also like to thank Dr. Bob Heere for 
creating and implementing a vision for the journal to help 
bridge the gap between theory and practice. When the first 
issue launched in February 2015, Drs. Bob Heere and Chad 
Seifried envisioned the journal encompassing the following 
three pillars:

1. Sport is not always entertainment, and en-
tertainment is not always sport, yet they can be 
symbiotic. 

This pillar recognized that sport and entertainment are quite 
similar in that they provided outlets for leisurely activity that 
are unessential to survival but enrich our lives by participat-
ing. Through passive (spectating) or active (participating) 
engagement, individuals seek such activities for the enter-
tainment value that provides not only individual, but also 
community benefits. Rarely do we see sporting events with-
out ancillary entertainment, like musicians or dance troupes. 
For example, the NCAA Final Four now includes a three-day 
music fest in the lead up to the final game. The Super Bowl 
has a long history of spectacular half-time shows, but in 
recent years has extended its entertainment offerings to in-
clude concerts, VIP events, and more such as the Super Bowl 
Experience. As the journal continues to grow, we continue to 
seek contributions exploring the relationships between sport 
and entertainment and how they continue to evolve. 

It is still our hope that many of the scholars who are pub-
lishing in the entertainment and hospitality journals will find 
their way to this journal, as well. Hence, we will endeavor to 
continue to put out strong calls for publications from con-
tributors from other fields, such as music management, art 
management, and leisure, parks, recreation, and tourism.

2. “If we are not serving practitioners, we are 
not serving anyone.” 

Made by Jim Weese in 1995, this statement was a call to 
scholars that in order to validate an academic field, we must 
produce research that is valuable to the industry. While some 
have argued this view has led to a monoistic and commodi-

fied view of sport, as Heere and Seifried (2015) noted in their 
inaugural editorial note, others argued that Weese (1995) 
never called for such commodification. What Weese did 
note, however, was that there was a need to communicate 
the utility of scholarly activity to influence the sport indus-
try. Sport management scholars continue to be successful 
in working with the industry, which is evidenced by the last 
three years of contributions to SER. From analytics to en-
vironmental sustainability to adult participation to ambush 
marketing, authors continue to demonstrate their diversity 
in working with professional sport teams, universities, gov-
ernments, non-profit organizations, and advocacy groups 
throughout the world. These publications continue to illus-
trate that sport management scholars have taken up the chal-
lenge of Weese and are working closely with practitioners. 
As demonstrated from the last three years, SER can serve as 
an outlet to communicate our research efforts with the in-
dustry to the outside world, and in a style and language that 
is open and inviting for practitioners to read.  Furthermore, 
SER articles are used in the classroom to help prepare future 
industry leaders in sport and entertainment. Over the next 
three to five years, we hope to continue to provide a strong 
link for academics, students, and practitioners. 

3. Don’t discuss how you planted your tree, but 
show us how you grew your forest.

It is no secret that one clear barrier for communicating ac-
ademic expertise to the outside world is how our academ-
ic articles are packaged. Technical jargon, long literature 
reviews, and statistical analyses that are often too complex 
for industry practitioners only serves to distance academics 
from industry, which severely limits the dissemination of 
very important results. Practitioners might lack the exper-
tise to understand what the academician did to “plant their 
tree” and the “tree” itself does not help the practitioner in 
his/her daily business dealings. This is the key challenge of 
communicating our research efforts to the industry. What 
SER strives to do is provide a platform for academics to share 
their forest (i.e., the essence of their research) of planted trees 
(i.e., years of research projects) in a way that practitioners 
can understand. In this way, the review does not explain how 
the trees were planted, but rather, how the forest came to be 
and how it can benefit or relate to real-world industry prob-
lems. 
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As SER enters the next phase of leadership, we will continue 
to maintain the three pillars the journal was built upon, but 
also seek to find new ways to grow the publication with high 
quality contributions that speak to industry partners. To do 
so, the journal will continue to publish the Review and Prac-
tice in the Field sections, but has also launched a new White 
Paper section. 

The Review Paper
Under the Review Paper section, authors should draw upon 
previous research they conducted in a particular area and 
should show how their previous studies furthered the body 
of knowledge. Articles should be written for senior managers 
who will benefit by clearly articulating how the knowledge 
can be applied to the workplace. Further, the ideas presented 
in the articles should be translated into action by providing 
clear managerial strategies that can be applied to the industry 
context and meet the readers’ needs. Submissions should be 
written in clear, jargon-free language. As a reminder to po-
tential contributors, this journal is somewhat unique in our 
field and our submission process is different as well. We do 
not require scholars to submit a full manuscript for review. 
Instead, we ask them to pitch an idea to the editors within 
500 to 750 words, emphasizing how their work would bene-
fit the senior manager in the workplace with clear, outlined 
managerial strategies. 

The Practice in the Field Paper
Under the section titled Practice in the Field: Beyond the 
Publication, we invite scholars to provide a narrative of how 
they engaged the real world throughout their careers and 
how they used their scholarly expertise to provide value to 
these organizations. These articles, between 2,000 to 4,000 
words in length, should focus on the author’s efforts to work 
with practitioners, and the challenges and opportunities of 
the partnership. Authors can e-mail the editor to receive 
feedback on a particular idea. Submissions will be sent out 
for peer-review.

The White Paper
The White Papers option offered by SER should define 

the target/audience, focus on the practical implications of 
a single empirical study, or create awareness of current or 
impending trends/issues. White papers are not intended to 

be useful for pedagogical purposes, should not be used as 
commentary pieces of previously published research (e.g., 
response article), or duplicate previously published work by 
the author(s). Unlike the review papers, the authors will not 
be asked to write a proposal, but instead write a full first draft 
of the manuscript for review. The manuscript should not be 
more than 2,000 words in length. 

Future Focus
As before, the journal endeavors to not only inspire practi-
tioners, but also scholars and their students inside and outside 
the classroom. In order to strengthen our relationship with 
the Sport and Entertainment Venues of Tomorrow (SEVT) 
conference, we will introduce a conference section of the 
journal dedicated to documenting the guest speakers and in-
dustry panels. In doing so, we aim to provide another avenue 
for linking theory to practice through sharing of knowledge. 
Panels and keynotes will be transcribed and shared with the 
readership. We also intend to expand our social media pres-
ence to better engage our readership and grow the reach of 
our authors and contributors. Most importantly, we want to 
enhance the relationships with our networks in order to pro-
vide the readership access to exceptional contributions that 
can make a difference in the classroom to the boardroom.

For more information about the submission guidelines, 
editorial board, or past issues, please visit Sport and Enter-
tainment Review on the FIT Publishing website at: http://
fitpublishing.com/journals/ser.
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Over the past decades, hosting mega-events such as the 
Olympic Games has become a controversial topic debat-

ed by many practitioners and scholars, due to the high costs 
and the complicated matter of how to evaluate the legacy the 
event leaves behind. Debates center on perceived impacts 
that might have been caused by or attributed to the event. 
These outcomes involve economic impact, which has been 
proven to be meager at best (Zimbalist, 2016); social impact, 
which has been progressively receiving attention from host 
cities (Chalip, 2006); and environmental impact, which en-
compasses the 21st-century event management philosophy 
as it relates to environmental concerns and their affect on 
society (O’Brien & Chalip, 2007). To host mega-events, event 
organizers usually invest tremendous resources in planning, 
implementation, and management of the events. These in-
vestments often raise concerns from the event organizers, 
who commonly worry about the return on investment (ROI) 
when costs occur. In fact, mega-events that provided a sig-
nificant return to their host societies can be counted on one 
hand (Zimbalist, 2016), such as the Los Angeles Summer 
Games ‘84, the Barcelona Summer Games ‘92, and the Ger-
many FIFA World Cup 2006. As such, the IOC has struggled 
to keep interest high in hosting their events, particularly for 
their Winter Olympics. The bidding for the 2024 and 2028 
Olympic Games is a good example of this waning interest, 
since generating positive return on investment from hosting 
mega-events poses a huge challenge for host cities. Yet, what 
often gets lost in the debate on impact is what event orga-
nizers can do prior to the event to create certain outcomes. 
Many event organizers have worked on the assumption that 
impacts might occur by simply hosting the event. Howev-
er, scholars have argued that the planning stage of hosting 
a mega-event plays a crucial role for obtaining positive leg-
acies for the event, and that managers should place much 
more emphasis on leverage strategies leading up to the event 
(Chalip & Heere, 2014; Chalip, 2018).
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Leveraging a Mega Sport Event: Lessons for the 2019 FIBA World Cup

 For this paper, I examined the case of the 2019 FIBA World 
Cup, which is being co-hosted by eight cities in China, to un-
derstand what leveraging processes stakeholders of the event 
activate prior to the event. The purpose of this study was to 
examine how the different stakeholder organizations work 
together prior to the event, and to what extent, the legacy of 
the event is a priority in their partnership. To that end, I in-
terviewed nine key stakeholders involved in the organization 
of the event who occupied leadership roles in the different 
agencies involved in the organization of the event, including 
the organizing committee, and the agencies in each host city 
or region. The emphasis was on understanding whether the 
social leverage strategies had been developed, and, if so, how. 
What I found very early on though is that the stakeholder or-
ganizations were blinded by the event itself, and in their quest 
to put on a great event, they had lost sight of the legacies that 
were promised during the bidding process. Thus, based on my 
findings, I propose 5 practical lessons that managers should 
keep in mind when they are planning for their event in order 
to socially leverage a mega sport event: 

1. A sport event might be good for society, but there 
is no certainty of this outcome.

2. Focus should be on key objectives shared by all 
stakeholders.

3. Sport development is not the same as sport for 
development and these goals often conflict.

4. Management of media expectations is critical.
5. Misconceptions within the network can and 

should be challenged respectfully.

Lesson 1: A sport event might be good for soci-
ety, but there is no certainty of this outcome

The economic impact of the 1984 Los Angeles Olympic 
Games set up a successful business model, yet encouraged 
the false idea that regardless of what event organizers do, the 
economic impact of an event will be positive. This model has 
been used by the International Olympic Committee for de-
cades to incentivize host destinations to get involved in the 
bidding competition. However, the economic outcomes of 
hosting such massive sport events usually deviate from the 
original expectations of the event stakeholders. For instance, 
while the 1992 Olympic Summer Games in Barcelona were 
perceived as a huge success, it still left the city with an enor-
mous debt, due to significant financial investments required 
upfront. Los Angeles did not require the same financial in-
vestments. In Montreal, it was even worse. The speculated 
economic impact assumed by then mayor, Jean Drapeau, 
turned into an economic burden, which crippled the devel-
opment of the local economy when the expected returns on 
the costly investments never crystallized. The event organiz-
ers were overly confident without adequately planning to 
leverage the event. While this event occurred more than 40 

years ago, it appears that those lessons are still not taken to 
heart by some.

The nine individuals I interviewed, all in leadership po-
sitions within their organizations, fell in the same trap as 
discussed above and often used the verb “will” to describe 
the potential outcomes of the event. Their tone reflected a 
certainty that positive legacies of the World Cup would oc-
cur for certain, regardless of planning for such an outcome. 
However, when asked about tactics for social leverage, par-
ticipant responses indicated little knowledge on how to max-
imize the social outcomes of this event. To address this issue, 
solid social leverage tactics need to be developed by event 
stakeholders in the formative stage of mega-events in order 
to achieve significant return on investment. Sport event or-
ganizers are often the biggest cheerleaders of their own event 
and what it could mean for their host society. However, to 
continue to receive extensive funding from governments to 
host such events, event organizers must be aware that sport 
events can have negative effects on the host society if not 
managed properly.     

Lesson 2: Focus should be on key objectives 
shared by all stakeholders

The stakeholders involved in the organization of the me-
ga-event can vary greatly in background, expertise, eth-
nicity, and more, particularly for events hosted by multiple 
destinations. Stakeholder perceptions and expectations of a 
mega-event, too, are often diverse. Stakeholder objectives, 
therefore, are often multifaceted. For instance, the 2002 FIFA 
World Cup was co-organized by Korea and Japan and both 
nations had their own ideas of expected event outcomes, 
which led to many conflicts and a lack of a coherent legacy 
strategy. As a result, the international relationship between 
Korea and Japan achieved little improvement through the 
World Cup, and the conflicts between the cohosts in regards 
to the mascots of the event, the location of the signature 
games, and even the title of the event, left many with a bad 
taste in their mouth (Heere, Kim, Yoshida, Nakamura, Ogu-
ra, Chung, & Lim, 2012). 

When I asked the stakeholders of the 2019 FIBA World 
Cup for their social objectives, the answers were highly di-
verse. Some stated they, “planned to use the event to improve 
an elite sport” (national basketball). One stated they should, 
“prioritize the promotion of destination image over any oth-
er objectives.” Others noted, “increasing mass sport partici-
pation, for example, by making the games more accessible to 
the general public, is the primary social goal when hosting 
the event.” As each had their own legacy to chase, there was 
very little coordination between the partners to actually de-
velop strategies to achieve any of them.  

The planning stage is of paramount importance for social 
leveraging of a mega-event. The objectives should be limited 
to a few for better management by the organizer and they 



should be shared by all key stakeholders who are directly in-
volved in the event organization. It remains to be seen wheth-
er the 2019 FIBA World Cup will have a positive impact on 
the host nation, but based on the diverse objectives expressed 
by the stakeholders, the likelihood of this seems slim. 

Lesson 3: Sport Development is Not the Same 
as Sport for Development

Sport has been shown to be a significant tool to boost well-
being. While I do not negate the function of sports in this 
regard, the extent of involvement and the level of involve-
ment determines whether or not the social benefits (e.g., 
public health) can be achieved through sports. For instance, 
if a person participates in a sport that is enjoyable and has 
less pressure, he or she might participate in the sport regular-
ly, which could improve health. However, if a sport is highly 
competitive and mostly geared toward reaching elite levels, 
enjoyment of participating in that sport might fade with the 
increasing level of competition, due to the physical or mental 
demands elite sport requires of its participants. If an individ-
ual fails to meet the exclusive criteria for competition, drop-
out is highly possible. The aforementioned situation often 
reflects the salient confusion shared by the event organizers 
when setting up the social goal for hosting sport events. 

The common confusion refers to the discrepancy between 
objectives for sport development in light of elite sports and 
talent development and sport for development. Sport devel-
opment, in competitive sport, prioritizes the improvement 
of elite sports over any other objective, often at the expense 
of a social objective like mass participation. Therefore, leg-
acy programs/activities planned around a mega-event that 
focus on elevating elite athletes, could lead to a significant 
drop-out rate of participants due to their relative inability to 
compete. Thus, the social impact that the stakeholders desire 
may be constrained to a small group of people who cannot 
represent all of society. Sport for development, on the other 
hand, uses sport as a means to develop programs that con-
tribute to society.  Kidd (2008) argues, “‘Sport for develop-
ment’ can be distinguished from ‘sport development’ in that 
it seeks out those not already involved, and it is unconcerned 
about whether participants ever become involved in orga-
nized training and competition” (p.373). The core discrep-
ancy between sport development and sport for development 
lies in the how sport is used to enhance participation. The 
former, by nature, has much less social impact than the latter 
given its propensity to focus on the competitive side of sport. 
This distinction was most evident in Canada. Throughout its 
sport policy history, the tension between sport development 
and sport for development not only hindered the distribu-
tion of limited resources, but it also negatively affected the 
efficiency of collective efforts among stakeholders (Hayhurst 
& Frisby, 2010).    

 The similar confusion occurred among the key stakehold-
ers of the FIBA World Cup, as the stakeholders were not able 
to distinguish these two concepts. They commonly regarded 
the development of sport, regardless of a focus on elite sports 
or mass participation, as a super engine that has the poten-
tial to continuously produce the desired social outcomes they 
envisioned. This assumption was based on the idea that the 
better national team is, the more people will play basket-
ball. However, previous cases suggest that an overt focus on 
elite sport development does not necessarily create a healthy 
country – and in fact might be counterproductive. The United 
States is simultaneously known for its excellent competitive 
sport infrastructure, and the comparatively low overall par-
ticipation numbers. It requires strategic programming that 
are developed for each of these specific outcomes. As such, 
to achieve positive social outcomes, it is necessary for stake-
holder efforts to center on developing sport for development 
programs, not solely on elite talent development, as the inter-
viewees suggested.  

Lesson 4: Manage the Expectations of the Media

The media’s involvement in a sport event can be tremendous-
ly impactful, depending on the caliber of event, the coverage 
of broadcasting, and the breadth of broadcasting channels. 
While media plays an important role in reporting all aspects 
of a sport event, it is worth noting that this coverage can gen-
erate both positive and negative impacts. On the one hand, 
media facilitates the publication of positive information re-
garding sport events, such as exemplary moments of sport 
competition, news on event participants, fan celebration, and 
so forth. On the other hand, media may amplify any negative 
perspectives of sport events. The “green water” issue, which 
involved the growth of algae in event pools, demonstrates a 
management issue in the 2016 Rio Olympic Games that led 
to huge concerns from the event participants, sport fans, and 
sport organizations across the world. As the media informed 
the world of the issue, the astonishing spread of information 
caught the event organizers off-guard, and because of a lack 
of communication with media, the host destination’s image 
was harmed. While the organizer planned to disprove the 
rumor of any harmful effects of the green water, a negative 
impression of the host destination has made its way around 
the world.  

Due to the emergence of social media in the 21th centu-
ry, the internet provides media with an expansive platform 
where reporters can reach out to people worldwide with just 
one “click.” The rapid fire of news stories is almost impossible 
to control by one organization. As such, event stakeholders 
have become even more cautious of media’s role as an instant 
amplifier, and fear that a mistake in the delivery of their event 
could negatively affect the perception of the event. Negative 
outcomes can be immediately exposed to all stakeholders 
(nations, the general public, private entities, government 
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agencies, and non-for-profit organizations) at an astonishing 
speed. By focusing entirely on the event itself, mega sport 
event managers leave opportunities on the table by failing to 
leverage the media to ensure social programs are communi-
cated prior to the event. Such initiatives could help curb any 
potential negative impacts because a strong media commu-
nication strategy has been implemented to ensure all stake-
holders understand the “bigger picture.”  

Since the media can amplify negative outcomes, stakehold-
ers must mediate and communicate with the media. Howev-
er, when (government, governing body of sport, sponsors, 
and event organizers) speak to the media, they tend to set 
unrealistic event outcomes that are difficult to achieve. For 
instance, in the late 1990s, event organizers posited soaring 
tourism and substantial economic impact on Athens if they 
hosted the 2004 Olympic Games. This postulating convinced 
the residents in the host city to move forward and bid on 
the Games. While the Olympics were deemed successful in 
Athens, the post-Olympic period has already seen a massive 
decline in tourism and its associated economic impact. It 
should be noted that negative outcomes for Athens were am-
plified by the global media, which informed the world that 
the Olympic Games might doom the host city rather than 
boost the local economy. Additionally, the destination image 
might also be jeopardized since some pre and post-Olym-
pic Games comparisons are often conducted by the media. 
If the outcomes of a mega-event are far from what the event 
organizers promised, the media can amplify these outcomes 
worldwide.

Lesson 5: Misconceptions within the Network 
Can and Should Be Challenged Respectfully

Given the aforementioned misconceptions of hosting the 
2019 FIBA World Cup, event organizers should challenge ex-
isting assumptions of event outcomes and strategically plan 
for social outcomes. This can be achieved by setting up a plat-

form for critical discussions that address the misconceptions 
rooted in stakeholder minds. In Western countries (e.g., the 
United States), challenging one another plays a dominant 
role in addressing economic, social, political, and other is-
sues. Sharing critical thoughts has proven to be a significant 
mechanism that contributes to finding optimal solutions in 
Western counties. However, the concept of challenging oth-
ers in discussion is less prevalent within Latin and/or Asian 
societies where relationships are often based on harmony 
and support, and where disagreement is often discouraged. 
In Chinese organizational culture, one of rule of thumb is to 
be part of the network, a norm called “Guanxi” (Park & Luo, 
2001), which interweaves invisible social webs. The majority 
of Chinese people believe that complex missions are better 
accomplished via Guanxi. 

To host mega-events (e.g., the Beijing Olympic Games), 
the government plays an important role in the overall social 
network. Not only did the government make the decision for 
bidding, but the government also is responsible for pooling 
the necessary resources to host the event. Thus, the govern-
ment’s role can be defined as the linchpin that determines 
the event’s success. Within the organizational structure of the 
2019 FIBA World Cup, the most powerful key stakeholders/
decision makers are local sport bureaus, the national basket-
ball governing body, local basketball associations, and FIBA. 
The necessary resources are controlled by internal stakehold-
ers, which are the local sport bureaus. It should be noted that 
these sport bureaus are entities belonging to the government, 
also known as state owned enterprises (SOEs), which are 
subject to the general direction of the government. As such, 
the government’s attitude toward hosting mega-events auto-
matically trickles down to these SOEs. 

In China, the pursuit of harmony is often emphasized by 
the government in an effort to maintain a steady social or-
der and a harmonic political atmosphere. Within the nation, 
there is a belief that the government has contributed greatly 
to the economic growth of the nation. However, within the 
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Table 1. The Key Stakeholders within the Inter-Organizational Relationship
Organization Role in the IORs The Participants

National Basketball Association National governing body of basketball One individual interviewed

Local sport bureaus Stated-owned organizations mainly in charge of 
the tournament in each host city

Three different individuals from 
three different local sport bureaus

Local basketball association 
(eight cities)

Nonprofit-organizations are responsible for 
the implementation of the tournament

Four individuals from three 
different local basketball associ-
ations

JMC Joint Management Committee One individual interview



context of mega sport event organization, harmony may act 
as a barrier that hinders questioning some of the misconcep-
tions amongst different stakeholders. Pertaining to the issue 
to the FIBA World Cup, adhering to a pattern of harmony 
might decrease constructive discussions among key stake-
holders, and thus progress for social impacts that contribute 
to the greater society may be hindered. In this sense, cre-
ating a safe environment where the other key stakeholders 
can freely express their opinions/concerns about the event 
is critical to addressing the misconceptions and developing 
optimal strategies for ensuring positive social legacies.   

Conclusion
The five lessons discussed here are guides to help event orga-
nizers avoid losing sight of attaining positive social impacts 
by leveraging key stakeholder groups and minimizing mis-
conceptions. Not only do event organizers need to be aware 
that developing coherent leveraging strategies need to start 
in the earliest stages of event planning, but they also need to 
clearly understand what social leverage entails. 

Our interviewees all wanted to do the right thing and by 
ensuring the event leaves behind a positive legacy. Yet, those 
positive intentions got buried by the misconceptions sur-
rounding social leverage, the perceived pressure of the media 
on the event itself, and the worry that a critical perception 
of the potential event legacy would create conflicts with the 
other stakeholders of the event. To that end, pre-event in-
ternal training provided by social leverage experts may play 
a crucial role in helping key stakeholders understand social 
leverage. In fact, the author of this article and a colleague did 
provide this training in the summer of 2017 to various sport 
organizations in China.  The key goal of the training was to 
raise awareness among the stakeholders on how to leverage 
tactics properly, and how to prevent the traps discussed in 
this white paper. The five lessons presented here are the foun-
dation to future stakeholder training, Further exploration 
to ascertain the extent to which mega event organizers are 
aware of these lessons and whether they are implemented in 
the bidding and planning stages is warranted. 
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Industry-Academic Collaborations to 
Advance Sustainability
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The sport and entertainment (S&E) sectors continue 
their efforts to become more environmentally sustain-

able (McCullough, Pfahl, & Nguyen, 2016; Ponsford, 2011; 
Trendafilova & McCullough, 2018). These advancements 
have made organizations, venues, and events across both 
sectors more economically profitable, operationally efficient, 
and even provide opportunities to deepen their connec-
tion with customers, patrons, fans, and spectators (Babiak 
& Trendafilova, 2011; Casper, Pfahl, & McCullough, 2017; 
McCullough & Cunningham, 2010; Trendafilova, Babiak, & 
Heinze, 2013). Undoubtedly the S&E sectors fall well short 
of fulfilling a completely environmentally sustainable ideal. 
Yet the initial efforts to strive for this ideal goal can be char-
acterized as the waves of the ocean (see McCullough, Pfahl, 
& Nguyen, 2016). In other words, the organizational and sit-
uational challenges of environmental initiatives progress and 
recede like the ebbs and flows of waves. In the progression 
of environmental sustainability, S&E organizations make 
strides forward through individual or collective efforts, but 
can also recede or ebb, because of setbacks as S&E organiza-
tions learn from the outcomes of their efforts. As their efforts 
for environmental sustainability become more sophisticated 
and complex, they progress from the initial wave to subse-
quent waves.

Currently, there is growing momentum among leaders 
across both the S&E sectors to advance environmental sus-
tainability efforts among organizations that have little to no 
environmental sustainability programs. This can be seen as 
another wave advancing the collective environmental sus-
tainability movement within the S&E sectors. There has 
been an increased focus on environmental sustainability 
industry-specific organizations that serve as knowledge and 
information clearinghouses and centralized groups to orga-
nize and promote environmental sustainability (Trendafi-
lova & McCullough, 2018). Such organizations in the S&E 
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sectors include the Green Sports Alliance (North America), 
Green Sports Alliance Japan, Sports Environmental Associ-
ation (Austrasia), BASIS (United Kingdom), and Sport and 
Sustainability International (Europe), International Facility 
Management Association, International Association of Ven-
ue Managers, among others. Despite the existence of several 
leading S&E entities working together with sustainability ex-
perts, there are still S&E organizations in the initial phases, 
or waves, of their environmental sustainability efforts (Mc-
Cullough et al., 2016). 

Excellent examples exist of organizations, venues, and 
events that are leaders in environmental sustainability. Two 
examples of organizations that are considerably advanced in 
their environmental efforts are AEG Live and the National 
Hockey League with both having a strong leadership in this 
space (AEG, 2018; NHL, 2018). Both organizations release 
sustainability reports and propose new sustainability targets 
for the upcoming year. These organizations primarily focus 
on the environmental performance of facility operations 
(e.g., energy consumption, procurement, water usage, waste 
management). These entities are the exception rather than 
the norm; still the majority of S&E entities do not release 
sustainability reports, much less evaluate their sustainability 
initiatives. One of the biggest forces that result in major flows 
of the S&E sector are professional clearinghouse organiza-
tions that promote standards of practice and new techniques 
to advance environmental sustainability throughout the S&E 
sectors.

Commonly, the attendees of these practitioner-orga-
nization conferences are leaders of the respective venue/
organization who are actively engaged in environmental 
sustainability. However, practitioners need more exposure 
on ways to integrate environmental sustainability into their 
daily operations and to integrate these aspects throughout 
the organization to include other key stakeholders with more 
decision-making power and in departments that will more 
deeply integrate environmental sustainability values into 
the organizational fabric. For instance, the first sport and 
environmental sustainability organization, Green Sports Al-
liance,  repetitive topics from year to year. These repetitive 
discussions continue because there is no consensus among 
practitioners or a dearth of research by academics that have 
been conducted on these topics. In turn, this repetitiveness 
prevents the advanced understanding and collective knowl-
edge of the integration of environmental sustainability in the 
S&E sectors (Trendafilova & McCullough, 2018).

To this end, the purpose of this article is to stress the im-
portance and the need for academics and practitioners to 
work together and the value that this collaboration can have 
to advance sustainability efforts in the S&E sectors. A deep 
collaborative environment serves a tremendous opportunity 
to further establish environmental sustainability as a worth-
while and standalone area of research in the S&E academies. 
Academic theoretical frameworks, current understanding 

of the respective business sectors from empirical research, 
and previous collaborations with the industry should be 
leveraged to address the issues of environmental sustain-
ability in the S&E sectors, in general, but more specifically 
how these business sectors can do their part to address the 
concerns of climate change and fulfill the goals of the Paris 
Climate Agreement (Sartore-Baldwin, McCullough, & Quat-
man-Yates, 2017; Sartore-Baldwin & McCullough, 2018; 
United Nations, 2017).

Professional Collaboration
The idea of increased collaboration between practitioners 
and academics is not new but is crucial considering the 
dire circumstances and consequences surrounding climate 
change and the lack of empirical research in the S&E sectors 
on the topic (Kates et al., 2001). We draw from our profes-
sional research backgrounds, examining the integration and 
advancement of environmental sustainability in those two 
sectors. Further, our basis for discussion is our professional 
experiences and efforts to collaborate with S&E practitioners 
and the rapid review of the literature examining the practi-
tioner discussion topics facilitated by the Green Sports Alli-
ance and academic research in sport management (Trenda-
filova & McCullough, 2018). This line of thought follows the 
concept of diffusion of innovation concerning the depth of 
environmental sustainability initiatives within the S&E sec-
tors as introduced by McCullough and colleagues (2016).

Diffusion of innovation is the communication and dis-
semination of a new idea or concept that advances practice 
or thought in a specific social system (McCullough et al., 
2016; Rogers, 2003). This process explains aspects of organi-
zational learning to confirm or reform organizational behav-
ior and isomorphic adoption of standard operating proce-
dures (DiMaggio & Powell, 1983). That is to say, social circles 
of academics or practitioners will discuss issues relevant 
to their respective social circles and the conversations and 
proposed solutions become more similar over time across 
the respective sector. While these discussions allow for the 
dissemination of information and even new organizational 
practices, such as a research topic (e.g., integrating environ-
mental sustainability into the S&E sectors), or organizational 
practice (e.g., optimized waste management operations, in-
terventions to promote sustainable behaviors among specta-
tors), the conversation can produce circular arguments and 
stagnate progress towards environmental sustainability.  

While new ideas or concepts may advance the S&E sec-
tors approach to environmental sustainability, rarely do or-
ganizations adapt these innovations to the unique aspects of 
their organization. Rather, these practices may be simply be 
seen as ‘plug and play’ practices that do not require adapta-
tion. This approach, however, is taken because of the cred-
itability and legitimization of the initiative (McCullough, 



Trendafilova, & Picariello, 2016) and not for optimizing or-
ganizational outcomes (Dacin, 1997). Further, closed social 
circles can become further isolated from other perspectives 
or ideas that may advance practice. In effect, these social cir-
cles create whirlpools that are hard to escape, breakaway, and 
discover new avenues of organizational learning that lead 
to new organizational practices (e.g., outside collaboration; 
McCullough & Cunningham, 2010). This internal dialogue 
becomes an engrained organizational culture and it is hard 
to break away from this to promote new ways of operating 
(Wood, 1991). Thus, it is important to examine the current 
discussions within and without of the silos of academia and 
industry practice seeking to advance the environmental sus-
tainability movement in S&E in order to understand how 
these two sectors can collaborate to further advance and ulti-
mately achieve environmental sustainability.

Gaps in Knowledge and Discussions
In their recent rapid review of academic literature, Trenda-
filova and McCullough (2018) found that there are gaps be-
tween the focus of academic inquiry involving sustainability 
in the S&E literature and the points of discussion conduct-
ed by the leading sport sustainability practitioner group, the 
Green Sports Alliance. These gaps are concerning, because 
it shows a clear disconnect between the research pursuits of 
academics and the designated importance placed on specific 
issues by practitioners. Both groups are valued in the pursuit 
of environmental sustainability, thus it is important to exam-
ine the primary areas of importance of each group, identify 
the differences to recognize gaps, and distinguish similarities 
to propose initial areas of collaboration.

Academic focus. From an academic standpoint, re-
search primarily focuses on managerial strategies and de-
cision-making, spectator sustainability behaviors, facilities, 
and marketing/communications. In the area of managerial 
strategies and decision-making, scholarship emphasizes the 
importance of examining the negative impact of organiza-
tional business practices on the environment and determin-
ing specific objectives to mitigate or eliminate such negative 
impact. After identifying the objectives, it is important to 
understand the variety of organizational resources needed 
to align the overall organizational strategies with the specific 
environmental sustainability objectives. In the area of spec-
tator engagement in sustainability practices, sport fans have 
the expectation that athletic departments have an action 
plan to engage in sustainability initiatives. Although fans, in 
general, are eager to participate in sustainability practices at 
sport venues, they are less likely to transfer such behaviors at 
home (Casper, Pfahl, & McCullough, 2014). Sport venues are 
partially supported by the financial contributions of donors, 
and interestingly research has indicated that having sustain-
ability efforts communicated well through promotional and 

educational message has the potential to increase social and 
financial support of donors. The key here is to understand 
that sport is a large platform for social change and can be 
utilized for the promotion of environmentally sustainable 
behaviors (Authors, 2018). 

A related topic is green facilities and the benefits facili-
ty owners receive when adopting sustainable facility design. 
Such benefits not only increase public awareness of environ-
mental stewardship but also have a more tangible component 
(e.g., economic savings). A critical factor for being success-
ful in sustainability efforts and in increasing environmental 
awareness is communication and how sustainability efforts 
are disseminated to the public. Scholarship has pointed out 
the importance of communicating all efforts regardless of 
their level of importance (e.g., recycling vs. solar panels). 
It is human nature for sport spectators to be curious, and 
the manner in which sustainability efforts are communicat-
ed could affect the organization’s public consumption of the 
sport product it offers, and in turn, the public attitude toward 
the organization.

Although academic research indicates that several areas 
relate to environmental sustainability studied by scholars in 
the field of sport management, but other areas exist in which 
research is rather scarce. For example, scholarship is limit-
ed to performance and does not incorporate measurement. 
This is somewhat illogical for one to evaluate performance 
without a measurement system in place. Furthermore, it 
leads to the question of how accurate and representative 
the performance evaluation is when measuring metrics are 
lacking. Another area of need is social sustainability, which 
focuses on the impact of sport events on the local communi-
ties. More specifically, issues linked to infrastructure devel-
opment, natural resources protection, and cultural heritage.

In summary, based on the rapid review of literature con-
ducted by Trendafilova and McCullough (2018), and from an 
academic perspective, it is encouraging to see that scholars 
have recognized the importance of addressing environmen-
tal sustainability in the realm of sport. However, there are still 
gaps in knowledge related to sustainable sport management 
(see also Mallen, 2017). For example, in the area of manage-
rial decision-making, more work is needed to address part-
nerships and international collaborations. This means part-
nerships at all levels, starting at the local and expanding to 
regional and national levels. For organizations with limited 
resources, having local partnerships could assist not only in 
sustainability efforts but also strengthen the ties with the lo-
cal community. Another area that needs more attention is 
facility renovation and maintenance. It is much easier to in-
corporate a green design into a brand new sport facility than 
to achieve the same level of sustainability within an existing 
facility. In both instances, how maintenance is planned and 
managed can make a difference in minimizing the negative 
impact on the environment.
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S&E sectors focus. While academic research is typically 
conducted in loose collaboration with industry profession-
als, the results of this applied research may not be directly 
translated into improving industry practice. Conversely, 
practitioner clearinghouse organizations, like the Green 
Sports Alliance, host regularly scheduled webinars, region-
al conferences, and annual national conferences to discuss 
current standards of practice, to promote new products and 
strategies, and serve as networking opportunities to forward 
collaboration among stakeholder groups. However, because 
the dissemination of knowledge through the S&E sectors 
varies drastically, the topics of discussion at these confer-
ences seem repetitive (McCullough et al., 2016). That is, 
S&E organizations and venues have varying commitments 
to environmental sustainability and are in different stages 
of integrating environmental sustainability initiatives into 
their organization and venue; thus, practitioner conferences 
topics are repetitive to appeal to organizations at all levels of 
commitment.  

Trendafilova and McCullough (2018) found that the 
Green Sports Alliance primarily focused on topics involving 
seven different areas: performance/evaluation, marketing/
communication, fan engagement/behaviors, procurement, 
facility management, managerial decision-making, and so-
cial sustainability across all their monthly webinars, regional 
conferences, and annual summits. Understandably so, per-
formance and evaluation topics were widely discussed as 
part of the overall Green Sports Alliance programs. These 
initiatives focus on ways to baseline, objectively evaluate, and 
seek certification for various facility related environmental 
sustainability initiatives (e.g., LEED, Energy Star). Marketing 
and communication topics focused on reporting efforts and 
ways to leverage publicity to highlight organization/venue 
environmental sustainability initiatives. While fan engage-
ment is more broadly defined than sport marketing litera-
ture, fan engagement campaigns are widely used to promote 
environmental sustainability initiatives (McCullough, in 
press; Casper, Pfahl, & McCullough, 2014, 2017). However, 
these sessions focus on fan engagement and behaviors and 
are one-directional communications from the sport organi-
zation to encourage patrons to engage in environmentally 
sustainable behaviors (e.g., recycle, compost). Also, one-off 
events like green games are highlighted to promote sustain-
able behaviors. These fan engagement discussions primarily 
focus on raising awareness of the organization’s efforts to-
wards environmental sustainability. 

Further, procurement sessions begin to introduce the im-
portance of evaluating the sources and production of the or-
ganization/venue’s supply chain. Typically, the goal of these 
sessions is to convey the basic understanding of the carbon 
footprint of the supply chain and raising awareness of the 
sourcing and basic tenets of the circular economy. Evaluat-
ing the carbon emissions or environmental footprint of an 
event takes considerable human resources to properly con-

duct. However, identifying these externalities can be benefi-
cial in developing a strategic plan. Additionally, discussions 
surrounding facility management focus on ways to improve 
existing facilities. As previously mentioned, it may be easi-
er, although more seldom, to integrate environmental sus-
tainability performance of a new facility and how it is more 
difficult to implement in existing facilities. The speakers on 
these topics highlight quick improvements to facilities that 
can have quick returns on investment and meaningful im-
provements to the organization’s environmental sustainabili-
ty goals (e.g., reduced energy consumption). Lastly, manage-
rial decision-making topics frequently focused on securing 
internal buy-in to such efforts.  These internal organizational 
environment talks quickly incorporate concepts of organiza-
tional culture, leadership, and change management, which 
could be further supported from an academic perspective. 

The Green Sports Alliance and other practitioner envi-
ronmental sustainability clearinghouse organizations serve 
an important role in the advancement of environmental sus-
tainability in the S&E sectors. These organizations certainly 
advance these efforts and can oftentimes be hindered by the 
response of the S&E organizations, which the clearinghouse 
organization serve.  Thus, as the commitment of the entire 
S&E sector fluctuates and varies across individual S&E orga-
nizations, topics will have to be repetitive.

When attending these various events, whether online or 
in person, it becomes apparent that there are organizations 
at different stages (i.e., waves) in their organization’s journey 
to be environmentally sustainable. Also, absent from these 
regular presentations and collaborative efforts are academ-
ics with expertise in these areas. While not entrenched on 
the front lines of the practical application of the integration 
of sustainability in the S&E sectors, academics can lend a 
different perspective to the overall conversation. Likewise, 
practitioners can assist academics with exposure to practical 
settings rather than having research conducted in a vacuum,  
disconnected from practice. This collaboration can lead to 
the advancement of applied research and the ultimate goal 
of creating even better campaigns that make the S&E sectors 
more successful in their environmentally sustainable efforts. 

Benefits of Increased Academic-Practi-
tioner Collaboration
There are multiple benefits of academicians and practitioners 
collaborating which have been promulgated across all dis-
ciplines including S&E. Although scholarly work primarily 
has been theoretically grounded, scholars have also provid-
ed some practical suggestions. For example, when an orga-
nization is rather small with limited financial and human 
resources, environmentally sustainable initiatives could still 
be successfully adopted if local stakeholders are involved. 
This, in turn, makes the relationship beneficial to both sides 
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and instills a closer relationship with the local community 
and makes everyone even more invested in the sustainabil-
ity movement. On the other hand, organizations are a great 
source for providing academicians with data they have col-
lected either as a baseline or over a certain period, thus allow-
ing scholars to advance research. Conversely, academicians 
can also help increase the rigor and validity of practitioner 
data collection, increasing the robustness of the data collect-
ed by the organization. Through deeper collaboration, new 
research outcomes could be tested within the organizational 
environment and use the organization as a testing laboratory 
to evaluate the efficiency and effectiveness of proposed envi-
ronmental programs. This cycle could be repeated indefinite-
ly, enhancing the benefits for both practitioners and scholars.

The challenge with such sophistication is how hard the 
organization works to implement a better strategy when it 
comes to sustainability efforts. It is well known that entities 
operate with the main goal of having a financial success and 
often environmental programs are pushed back due to lim-
ited financial resources and the uncertainty of the long-term 
financial benefits (Sport Business Journal, 2016). However, 
strategic planning based on a holistic approach could be the 
solution. For example, the organization could form a green 
team and utilize the knowledge of employees from various 
units, thus saving on hiring an external consultant or using 
consulting agencies. This internal team can produce more 
objective results than an external agency that may not be 
as familiar with the organizational culture or the specifics 
of operations. Furthermore, when possible, organizations 
could work with the local university (universities) to utilize 
the knowledge and expertise of faculty conducting research 
in related areas (e.g., natural resource management, ecolog-
ical assessment, solid waste management). This also could 
prove to be more cost-effective than dependence on consul-
tancy. Nevertheless, the general attitude among S&E organi-
zations that do not seek collaborations because they do not 
want to share internal data must be overcome. Academics 
should take it upon themselves to reach out to practitioners 
and slowly build trust through small collective projects. Trust 
building and orienting practitioners to establish methodolo-
gies and analysis are critical foundations. 

To this end, scholars could acquire several benefits as well 
if a solid collaboration with practitioners is in place. For ex-
ample, if S&E entities supply data they have collected, re-
search can not only benefit by providing more meaningful 
findings but also by expanding the scope of contexts results 
could be applied to (e.g., conference centers, professional 
sports, recreational and leisure activities, sport tourism, lo-
cal, regional and international S&E events). Consequently, 
the wide range of settings would allow for a better generaliz-
ability of findings for furthering the impact of research. Fur-
thermore, a collaboration between academicians and practi-
tioners might make funding agencies look more favorably at 
supporting sustainable research.

S&E academics do not fully leverage the benefits of in-
terdisciplinary research. Perhaps academics get caught up in 
the publish or perish culture, but more external collabora-
tion is needed to break down the silos within our discipline 
and enrich the collective body of research.  Interdisciplinary 
research is especially needed as academics and practitioners 
alike address the issues surrounding climate change (Kates 
et al., 2001). This same sentiment is appropriate to S&E ac-
ademicians concerning applied research. In particular, sport 
management scholars lack connections to S&E organiza-
tions, and as a result, work in a vacuum. Conversely, S&E 
organizations do not fully realize these mentioned benefits, 
and others, of collaborations with higher education institu-
tions (e.g., using faculty knowledge, providing internship op-
portunities for students who already have knowledge about 
environmental sustainability). Both sides need to realize 
their limitations and opportunities to leverage the resourc-
es around their organization and to accept a mentality that 
collective action leads to success when combating climate 
change and achieving environmental sustainability.

Recommendations to Bolster Academic-  
Practitioner Collaborations
There is clearly a win-win-win relationship that can be es-
tablished among practitioners and academicians to protect 
and preserve the natural environment. Any form of collabo-
ration requires time, negotiation, and concessions, and time 
is necessary to build trust among both parties. Clearly out-
lining one’s intentions and desired outcomes are important 
in this process. From our own experience, these relationships 
can take years to build trust. Even after an initial foundation 
of trust is established, finding the right project to make the 
initial leap into a collaborative project takes time to identi-
fy. Once this project is identified then the negotiation of the 
scope and depth of the project takes place. S&E academi-
cians should also be ready to concede some benefits in the 
effort to build trust. Such a concession may involve an agree-
ment to refrain from publishing on the data for a specific 
period of time, or not to publish from the data collection. 
Likewise, practitioners need to acclimate themselves to the 
academic process to  allow for certain requests of research-
ers (e.g., multiple item constructs, access to email databases, 
longitudinal studies, etc.). These initial efforts if conducted 
successfully can lead to further collaboration and data shar-
ing across practitioner and academic circles because of the 
mutual benefits established in the collaborative relationship.

Conclusion
It is clear that drastic action must be taken to combat the 
adverse effects climate change has and will have on our plan-
et. Everyone’s way of life is likely to be impacted because of 
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climate change, including our enjoyment of sport and enter-
tainment consumption. S&E sectors are in a unique position 
to advance the calls in the Paris Climate Agreement and sub-
sequent efforts of the United Nations to engage other business 
sectors (i.e., sport; United Nations, 2017).  To produce mean-
ingful results that reduce the human impact on the natural 
environment particularly related to the S&E sectors, more 
collaboration is necessary in practitioner and academician 
circles. These collaborations can be mutually beneficial to 
each group, but also tremendously helpful in combating the 
effect of climate change. Further efforts are needed to build 
trust and to disseminate information between these groups 
to advance the collective body of knowledge and improve the 
sectors’ practice concerning environmental sustainability. 
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A new era marked by rapid advances in technology and 
streaming has upended the traditional way of doing 

business in the music industry. The major record labels have 
dramatically cut down on A&R (artists and repertoire) staff 
— those who have traditionally been responsible for scout-
ing new talent and developing artists. While labels are sign-
ing more artists in hopes of the next big hit, they are also 
spending less time nurturing and guiding new acts, opting 
many times for shorter deals and taking smaller financial 
risks. This also puts a great deal of pressure on newer mu-
sical acts, as they are expected to come prepared with an es-
tablished cache of online influence, including a robust social 
media presence, complete with fans and followers. 

Fred Croshal is a 40-year music industry veteran and 
founder/CEO of Croshal Entertainment Group, one of the 
premier independent music-marketing companies in the 
music business. Acknowledged within the industry as an ex-
perienced marketing veteran, Croshal has spearheaded nu-
merous Top 200 releases. In 2017, Croshal was featured as 
one of Billboard magazine’s “Indie Power Players,” a short list 
of top influential music professionals leading the industry.

Starting out as a teenager working in record retail stores, 
Croshal went on to work for CBS Records in the early 1980s 
and was part of both the marketing and the distribution and 
sales teams on Michael Jackson’s “Thriller.” By 1989, he over-
saw more than a hundred employees, working on all releases 
from Columbia and Epic Records, including their classical 
divisions.

In 1995, he became the Vice President of Sales worldwide 
for Columbia Records. Having served in an executive role 
for over twelve years at CBS/SONY and working with artists 
ranging from Michael Jackson, Pearl Jam, Bruce Springsteen, 
Mariah Carey, Stevie Ray Vaughan, and many more, he was 
tapped by Madonna in 1996 to manage her label, Maverick 
Recording Company, where sales included 35 million copies 



Interview with Fred Croshal, Founder and CEO, Croshal Entertainment Group, LLC.

Shaomian Volume 4 • Number 3 • 2018 • SER   71

of Alanis Morissette’s “Jagged Little Tails,” as well as albums 
by Deftones, Prodigy, Paul Oakenfold and numerous other 
artists. Croshal served as general manager at Maverick for 
seven years, overseeing the sales, marketing, radio promo-
tion, publicity, creative and A&R departments. 

In 2003, Croshal founded the Croshal Entertainment 
Group, providing management and marketing services to 
both new and established artists. CEG provides infrastruc-
ture and an alternative way for artists to release their music 
competitively, and to date has sold upwards of 6 million re-
cords independently, helping guide releases from a veritable 
who’s who list of musical artists, including Jackson Browne, 
Bonnie Raitt, Herb Alpert, Collective Soul, Gnarls Barkley, 
Jason Mraz, Crosby, Stills, & Nash, Paula Abdul, and many 
more. 

In this interview, Croshal discusses the changing land-
scape of the music industry, and he emphasizes how tech-
nology has changed the way music is consumed. Rather than 
looking at the faster paced industry climate as a challenge, 
he sees the changes as representing new opportunities, high-
lighting the importance of learning to diversify one’s ap-
proach to entertainment management. 

You have been a master at the business of introducing artists 
to the masses, formerly at Maverick and now at CEG, where 
you have guided releases for artists such as Bonnie Raitt, Herb 
Alpert, Jason Mraz, Collective Soul, Newfound Glory, and 
many more – can you tell me some approaches that are a bit 
different today as opposed to what you did during the Maver-
ick days? 

Artists and their managers hire my team at CEG to act as 
the quarterback of the record release, ranging from putting 
a team of professionals together, such as a publicist to do ra-
dio promotions, to photographers, video director for music 
videos, etc. The difference is that while the record labels are 
able to invest financially (if an artist is releasing through a 
major label), the artists have to find the investment. It can 
range from an investment company, to an artist investing in 
themselves, or talking to their music publishing company to 
invest in them, or other ways.

Our company has quarterbacked sales of over 6 million 
records in the U.S., including the first Gnarls Barkley record, 
Smokey Robinson, and Jackson Browne, with over 1.2 mil-
lion records sold worldwide. I am currently assisting an in-
dependent label to roll out Eric Clapton’s first ever Christmas 
record with a major release, including both online and phys-
ical retail stores and an upcoming record with Herb Alpert.

Aiding developing artists, who have perhaps never even 
done a professional photo shoot or imaging campaign — I 
refer to that as foundation building. This means getting them 
distribution, releasing a single, an album, or an EP (extended 
play album), and building a base. This is where they need 
professional guidance.

How has technology changed how you do music busi-
ness? 
Because of the growth of technology, we are engaged at a 
much faster pace at the point of contact with consumers. The 
process for consumption was previously at a much slower 
pace for a rollout. The building blocks of marketing, digest-
ing, finding out about an artist was a slower process. When it 
got to the point of multiple impressions, you’d have a stron-
ger foundation.

But now, anybody can make a record and use a variety of 
services to release it. It has made the ocean really vast and 
huge. Technology used by Spotify and Apple Music are the 
technology that see what the consumer likes or dislikes, such 
as clicking “like” or “skip” on a playlist and how many sec-
onds the song was listened to. But when I meet with the ex-
ecutives (streaming services), they still want to know about 
the traditional drivers: Is the artist touring? Do you have a 
video? Are you going to radio? What’s the press plan? Those 
are fundamental building blocks that will define the momen-
tum (of an artist).  It shows the streaming services a differ-
ence between someone just putting out a record or someone 
having a real plan behind it. The more you can speak fluently 
and respond to their questions — the more you can assert 
that you have a plan — the better you are for their playlist 
considerations, such as them wanting to partner with you on 
the artist.

Does a musician or band have more opportunities 
today than they did 20 years ago? 
Yes, there are 100% more entry points. However, the compet-
itive nature is even more difficult. Sync music placement (a 
synchronization license or sync license, which refers to songs 
being used with a visual output such as film, TV, commer-
cials, computer games, etc.) is a prime example where, for a 
brand-new band trying to get their identity, a music supervi-
sor picks up on a song, likes it, and puts it into a commercial. 
That is an entry point for me as a marketer. Opportunities 
now come from a variety of ways. You get the shot, but you 
have to know what to do with that shot. The doors for op-
portunity have expanded. Radio, for example, has changed, 
where instead of breaking out new music, they are following 
the lead in playing a song once it has been featured in a TV 
commercial repeatedly. You need some analytical data to get 
radio play.

You mentioned about the importance of analytical 
data as an important backup. Can you expand on that? 
Analytical data now is more important than ever before in 
regard to what I refer to as the gatekeepers. Analytical data 
is being digested by radio programmers, but also by labels 
and by Spotify and Apple (Music). Getting your song on a 
playlist is not hitting the motherlode yet. They know within 



48–72 hours whether a song is a hit with consumers. Ana-
lytical data allows them to see, when a person gets to a new 
song, whether they only listen for five seconds and click next. 
They are really looking at this stuff. That is the toughness of 
the business right now. In the past, you would get a song on 
the radio, the radio would play a couple spins in the lunar 
hours of 2am to 6am, then they would put the song in a bit 
during the day parts, then they would play it more during 
the day parts if they are getting some good research on the 
song, or they may not even research it until they are at about 
150 spins, but that was the process that took weeks to hap-
pen. However, technology and competitiveness have made 
it into rapid fire. Analytics can tell them whether people are 
really digging a song or not digging it within 48–72 hours 
and whether or not they should grow it on their playlist and 
expand it some more and get behind it even more, or start 
to just take it away. It’s tough because a lot of bands are not 
prepared for that. For artists, it’s very difficult. It’s art. For 
me personally, the least appetizing aspect of what is in the 
business is that the analytical data makes it more of a science 
than an art for me. I miss that, because upon hearing a song 
over the space of 48–72 hours, you’re not necessarily able to 
consume what they look like, what their video may look like, 
how their live show is. It seems like a rather quick sentence of 
success or death, doesn’t it? Are we selling science and repeti-
tion or are we selling art? Somebody took their time to write 
those songs, somebody took their time to record those songs, 
mix, edit, and master those songs. I have the utmost respect 
for that. I use the analytical data like everybody else, but I 
also really weigh in on the human element. I look deeper.

It seems like more and more upcoming artists are required 
to already have an established fan base, whether through social 
media or perhaps even some local or regional touring, before 
a label or promotions company will look at them more closely. 
Can you give some examples of that and how technology has 
changed how one becomes an act compared to what the stan-
dard used to be? 

You are 100% correct. Just to actively find a good manag-
er, things need to be built up. There is a lot of responsibility 
for the new artists of today to do whatever they can on their 
own. I also advise a lot of young artists that having this DIY 
attitude should not leave you when you have the opportunity 
to sign with a major label. You have to remember that no-
body should love you more than you love you. Not to be un-
trusting, but to remember the label has a multitude of artists 
within that stable. It reflects your mission statement and you 
can’t just go be a part of a homogenized process of other art-
ists; you have to always think about protecting your brand. 
Because you may change labels, but you are going to be what 
sustains your career.

Where do you see the industry going in the next 10 
years?  Will it be more settled in the way music business 
is conducted or do you believe there is still going to be a 
free-for-all? 

There are going to be many opportunities. I am optimistic. I 
approach it from a you-can’t-stop-the-clock mentality. You 
have to learn to diversify and learn something new. To me 
that represents new opportunity. 

There seems to be more A&R in sports than there is for 
musical acts nowadays (A&R refers to artists and rep-
ertoire, where traditionally, talent scouts from record 
labels would help develop an artist’s career — this has 
greatly been reduced in the last decade of the music 
industry). 
I’m so happy you brought this up. I have huge thoughts on 
this. Because of the transition and certain things happening 
technology-wise, one of the downsides has been the filtering 
down to where traditional A&R isn’t necessarily as robust as 
it used to be. A&R used to be the cultivation process, find-
ing the artist’s mission statement, finding the right look, the 
team, what is their music? There are still some really good 
A&R people that still look at it from “Whoa, I saw their per-
formance, and it’s captivating but their songs need a little bit 
of this and a little bit of that.” But for the most part, a lot of 
the A&R departments have transitioned to “Wow, I found 
this kid on YouTube!” When you use that type of analytical 
data, what you’re getting is bits and pieces. It’s not like seeing 
a live show. It’s not like sitting with somebody and saying, 
“That kid’s a star.” It can’t transcend. To me, saying, “This 
kid’s got five million views on YouTube or three million on 
Instagram” doesn’t necessarily equate to their being a music 
star!

Music will always have one-hit wonders, but the “bigness” 
of artists—what really gives me optimism—is when you have 
the greatest selling record, post-Alanis Morissette, and it’s 
Adele. Adele doesn’t do any social networking. She doesn’t fit 
into this new mold that’s being created, but she can certainly 
sing her ass off. And she can write. Ed Sheeran, probably the 
biggest artist from a consumption standpoint in the last year, 
plays the guitar. He’s a real star. Forget about how he looks! 
Songwriting, performing, authenticity. People feel it. They 
buy it. They stream it.

There are things that tell you real artists will still break 
through. Real artists are going to have sustaining power. 
There are many who are on top of the charts right now that 
you may not even think about in five years. I always want to 
see artists perform live. When you see some of them on live 
TV their performance is lackluster and unimpressive. That 
tells me that it was manufactured in the studio. 

Before we finish, any thoughts on Madonna? 
Madonna was a great lady to work for. She really is a great 
business student. She brought me (onboard) as a seasoned 
music executive from CBS Records and Sony Music and she 
respected that I knew what I knew. From a branding stand-
point and an imaging standpoint, she is just phenomenal. 
Mutual respect.
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