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Earlier this week, the Sports Business Journal published its annual issue 

with the list of the 50 most influential people in sports business. Congratu-

lations to Jacque Rogge, President of the International Olympic Commit-

tee, on being named the most influential person in sports business. Con-

gratulations is also due to Roger Goodell (ESPN), George Bodenheimer 

(ESPN), David Stern (NBA), and Brian Roberts and Steve Burke (both 

from Comcast) who were also among the top 5 of most influential people in 

sports business [1]. I urge everyone to visit the Sports Business Journalõs 

website and read the top 50 list. It is quite an extraordinary list. 

 

The top 50 list is a phenomenal list of sports business professionals. Bravo 

to the Sports Business Journal for compiling this list. Iõm excited to find 

out if any of TSBXõs current or past contributors will make the list as they 

advance their careers in sport business. There are no young sports business 

professionals on this list, nor should there be. However, there is one thing 

that should be on this list which is lacking, diversity. 

 

Letõs take a closer look at the top 50. Forty-six out of fifty sports business 

professionals are Caucasian men.  There are two African American men on 

the list, DeMaurice Smith at number 11 and Billy Hunter at number 48. 

Katie Bayne at number 46 is the only woman on the list. All together 

there are only four women or racial minorities on the list and all but one of 

them appear at number 44 or higher. 

 

For all the progress we have made in diversity in the workplace over the 

last several decades, there is clearly still a glass ceiling for minorities in the 

upper echelons of sports businesses. In no way am I suggesting any wrong-

doing by the Sports Business Journal. The list is an accurate portrayal of the 2009-2010 hierarchy of 

sports business. It is just a matter of looking at the facts, and their list is the evidence, that women 

and racial minorities have not yet penetrated into the elite class of sports business professionals. 

 

Pundits will suggest that looking at one year of data is not sufficient to determine a trend. Addition-

ally, theyõll suggest that the Sports Business Journal is not the only authority on determining who 

the most influential people are. To answer their first point, we must look at the list that the Sports 

Business Journal compiled in previous years. In 2007, there were zero women on the top 50 list and 

one African American, Billy Hunter [2]. In 2008, there were again zero women on the top 50 list and 

only one African American, Billy Hunter [3].  The first accusation holds no weight. To answer the 

second accusation we must examine other publications that compile similar lists. In October 2008, 

BusinessWeek released The Power 100, a list of the 100 most influential people in sports [4]. The first 
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female non-athlete did not appear on the list until number 74, Katie Bayne. Weõve seen Bayneõs and 

Hunterõs names before. 

 

The bright side is that as low as four out of fifty feels, it is an improvement over past years and cer-

tainly a step in the right direction. Additionally, I know from my own experiences as a young sports 

business professional, and I suspect that other young sports business professionals feel the same 

way, that there is not a dramatic gender or racial gap in the workplace among my peers and cowork-

ers. Regardless of race or gender, young sports business professionals are advancing their careers 

based on their merits. 

 

The Sports Business Journal does a fantastic job at putting together their list. I do not advise them 

to compromise their integrity so that more women and racial minorities can make the list. Rather, I 

hope I see more diversity in the future based on merits and the success of those working their way 

up the sports business ladder today. 

 
[1] http://www.sportsbusinessjournal.com/article/64385 

[2] http://www.sportsbusinessjournal.com/article/57461 

[3] http://www.sportsbusinessjournal.com/article/60969 

[4] http://www.businessweek.com/magazine/content/08_41/b4103052320774.htm 

Whatõs Hot  on  

The Sports Business Exchange Blog  

Nov. 20: The BCS and Its Awkward Encounter with Social Media 
Nov. 13: Lebronôs Number Change 

Dec. 15: Review of the Sport Business & Soccer Panel at St. Louis University 
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NCAA Championships are Changing the  

Game of  College Admissions 
Kyle Judah 

For a number of years, the role of athletics within higher education has been 

a contentious topic, especially these last few years with high profile scandals 

at Memphis (Derrick Rose), University of Southern California (O.J. Mayo 

and Reggie Bush) and virtually every sports program at Florida State 

University. This issue has been thrust in to the spotlight again with so many 

public University systems facing the most severe budget cuts in their history. 

The University of California System, encompassing 9 undergraduate cam-

puses and home to illustrious PAC 10 sports programs at UCLA and UC 

Berkeley, is facing a $753 Million budget shortfall for the coming year[1]. 

This can lead to rather heated debates on whether to invest funds into build-

ing new stadiums or to improve a schoolõs academic facilities, and the ethics 

of increasing student tuition to cover those costs, especially with news re-

leased recently confirming that all the UC schools will hike tuition costs by 

32%[2]. This prompted student protests outside of the UC Regents Meetings, 

but on the other side of the Bay Area, thousands of Cal Football fans cheered 

on their team to an upset of #17 ranked Stanford University. A report was 

recently released from the Knight Commission and published in the LA 

Times that 85% of top administrators at College Football Bowl Subdivision schools believe that 

football and basketball coaches receive excessive compensation[3]. Hearing this we can certainly tell 

that there are big changes to come. 

  
There are definitely exceptions to Athletics Programs that are fiscal sinkholes, with the University 

of Texas generating nearly $20 Million in profits for their $100 Million athletics budget[4]. However, 

the financial impact of a collegeõs athletics program, and their success, cannot merely be measured in 

the revenues generated by ticket sales and licensing agreements through the Athletics Department. 

In addition to the dollars and cents, a schoolõs athletics program creates a bevy of additional 

benefits like creating a united rallying front amongst the student body, increased alumni donations 

and it can also lead to increased ethnic and geographic diversity in the student body. One aspect 

that I believe to be overlooked most often is the impact that a successful athletic program can have 

on a schoolõs number of applications, as well as the quality of prospective student they are able to 

recruit. By looking at the historical data for college programs that have recently won BCS Football 

National Championships and NCAA Basketball championships, weõre able to see the impact that 

the success of a sports program is able to have on number of applications received as well as the 

selectivity of the administration. 

  
Jaren Pope, assistant professor of agricultural and applied economics at Virginia Tech, conducted a 

similar study in 2007 with his brother Devin Pope, an assistant professor at the Wharton School of 

the University of Pennsylvania. Using the 330 universities falling under Division 1 NCAA Sports, 

they examined data from 1983 to 2002 on application numbers and applicant SAT testing scores. 
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What they found is startling, with a championship season resulting in a 7-8% increase in the number 

of applications received for the following year[5]. Examining the University of North Carolina in 

Chapel Hill, who recently won the NCAA Basketball Championship in March of 2009, we can see an 

increase in number of applications since 2008 by 2,957, or 15%[6]. The UNC Tarheels were featured 

in 23 nationally televised games[7] over the course of their 2008-2009 season, resulting in 

approximately 46 hours of live national television coverage and hundreds more on highlights shows 

like Sportscenter. I think it is relatively conservative to say that Popeõs suggested 7.5% is due to 

this additional success and exposure. This would result in half the new applications, or 1,478 

additional applications, generating $103,460 in application fees. According to the University of 

North Carolina Admissions website, they admitted 32% of applicants, or 473 students, with 54% 

enrolling, or 255 students. Tuition for an in state student is $17,424, and for out of state students, it 

costs $35,740 every year[8]. Enrolling 84% in state students[9] would equal 214 in state students 

paying $3,728,736 and 41 out of state students 

paying $1,465,340 every year, resulting in $5,194,076 

in revenues every yearéderived solely from their 

athletic success. 

  
This on field success doesnõt just translate to an 

increase in the raw number of applicants. If we take 

the recent and unique example of the University of 

Florida, and their dual success in both Football and 

Basketball since 2006, we are able to see even greater 

growth. With both the Football and Basketball 

teams winning the National Championship in 2006, 

weõre able to see a nearly 11% increase in the number of applications received, boosting their total 

to over 24,000[10]. Seeing such an increase in the course of one year, the University of Florida was 

able to become more selective, accepting 6% fewer students than the previous year. This selectivity 

also allowed The Office of Admissions to increase the quality of their incoming freshmen students, 

raising the average GPA and SAT scores of their admitted students. 

  
The University of Florida has experienced neither short lived athletic success nor a drop in the 

number of applications received or the quality of the prospective students. By continuing their 

success and achieving a second consecutive NCAA Basketball Championship in 2007, the University 

of Florida was able to increase the number of their applications to the class of 2008 to a record 

26,325, or a 9.5% boost. Sticking with Popeõs assertion that winning a championship generates a 

7.5% increase in applications, The University of Floridaõs victory would be responsible for 79% of 

the 2,286 new applicants, or 1,805 prospective students. While the average GPA and SAT scores for 

the class of 2008 remained the same, the Rate of Admission was decreased again, this time by 

1.82%. Most recently, we can study the effect of the University of Floridaõs BCS Football National 

Championship in 2008 upon the number and quality of students applying for the Freshman Class of 

2009. Year to year we can see an increase in applications of 1,524, or 6%. More importantly than the 

raw number of applicants, the Office of Admissions was once again able to increase the quality of 

their admitted students, becoming increasingly selective and increasing the average GPA of their 

admitted students. If we inspect the numbers closely, we can see the diminishing returns of the 

Image Courtesy of University Business Magazine 
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Universityõs media exposure kick in, shrinking the total applicant growth from 11% to 6.5% over 3 

years. I believe the slowing growth of the increase in applicants is due to the University of Florida 

reaching the market saturation point for media exposure. Most of their games are already featured 

on national broadcast, so winning yet another championship canõt increase the amount of exposure 

to prospective students. However, looking over the 3 year period from 2006-2009, we can see the 

cumulative increase in selectivity was slightly fewer than 12%, with a boost of 0.3 in Average GPA. 

This, corresponding with a 28% increase in the number of applications, just goes to show the effect 

of having a Championship caliber athletics program when promoting the school to prospective 

students. 

  
I reached out to Brett Meador, now an admissions counselor at his alma mater of Louisiana State 

University. Having experienced the LSU Football NCAA Championship during his senior year, and 

then beginning to recruit students soon after, he felt like more students knew about LSU because of 

their football team. òFor us at LSU, a successful Athletic program helps Admission recruiting in 

that it increases our visibility to a national level,ó said Brett. He mentioned that the trick is use the 

athletics to capture prospective studentsõ attention, but to have them truly connect with the 

academics at the school. This creates a hook and lure situation, with athletics being the bright, shiny 

lure to attract the prospective students (and increasing applications), while the academics are the 

hook for students (increasing the quality of the student). Brett also noted that the big positive for 

the University was that he saw was a much more diverse applicant pool than they had previously 

experienced. You would be hard pressed to find an admissions department in this country that isnõt 

looking for a greater diversity amongst their students ð both ethnically and geographically. This is 

an incredibly import aspect for LSU, University of Florida and many other state schools facing 

budget cuts of 20-30% and forcing them to seek an increased number of out of state students, and 

their higher tuition rates, to help soften this blow. University of California Berkeley Chancellor 

Robert Birgeneau recently told Matt Krupnik of the Contra Costa Times that because of these cuts 

they would be seeking to increase the number of out of state students at Cal from their current 5% 

ratio[11].  

  
Exploring the evidence presented by Jared Pope, and through my own empirical and anecdotal 

evidence, we can see the direct correlation between an athletic programõs success and the increase in 

admissions numbers and standards. University budgets will continue to shrink in the coming years, 

and with that there will be increasing scrutiny on how these limited funds are spent, providing more 

fuel for this debate. However, we cannot deny the evidence ð a successful sports program can change 

the admissions and recruiting game, creating a boon of new prospects for admissions counselors. 

Shockingly it is sports, the traditionally fiscal black hole, than can be one of the greatest assets to 

schools seeking to overcome their crippled budgets. 

 
1 - Deborah Solomon, ñQuestions for Mark Yudof ï Big Man on Campusò, NYTimes.com, September 24th, 2009 

2 - Larry Gordon and Amina Khan, UC regents approve fee hike amid loud student protests, LA Times Blog,  November 19th, 2009 

3 - David Wharton, ñPanel finds widespread worry about college athletic costsò Los Angeles Times, October 27, 2009 

4 - Shabab Siddiqui, ñAthletics revenue benefits Universityò, The Daily Texan, October 29, 2009 

5 - Devin G. Pope and Jaren C. Pope, ñThe Impact of College Sports Success on the Quantity and Quality of Student Applicationsò, Southern Economic Journal, 

January 30, 2008 

6 - www.Collegeboard.com 

7 - University of North Carolina Menôs Basketball Website 

8 - University of North Carolina Office of Financial Aid website 

9 - www.Collegeboard.com 

10 - University of Florida Undergraduate Admissions Website  

11 - Mike Krupnik, ñChancellor: UC Berkeley to admit more out-of-statersò, Contra Costa Times, 8/26/2009 

http://latimesblogs.latimes.com/lanow/2009/11/uc-regents-approve-fee-hike-amid-loud-student-protests.html
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Sports and social media - itõs a hot topic these days. You hear about all the 

controversy going on in the big leagues, from Charlie Villanueva's halftime 

tweet to Chad Ochocinco's constant jawing, and you start to wonder what's 

going on here. Is this ever going to end? 

 

Well, truth be told, it's not going to end. Ever. Weõre only going further 

down the rabbit hole. Whether it's tweeting, updating Facebook statuses or 

something entirely new and undiscovered, more and more athletes are go-

ing to start communicating with their fans through digital means. In my 

mind this isn't bad at all - It's the exact opposite really. I would even go so 

far to say that social media is the best thing to happen to sports fans since 

television. Think about it: with Twitter and Facebook you get to see inside 

the lives of your favorite players. You are privy to their thoughts, feelings, 

and interests. 

 

When sports on TV became popular, the magical part was that it allowed 

sports fans to see what they'd only dreamed of: their favorite teams in ac-

tion from the comfort of their own home. Prior to TV the only opportunity 

we had to see a game was if we were there in person or listening to it on the 

radio. Social media gives fans a behind the scenes look at an athlete's every-

day life. Unlike TV, it even gives fans the opportunity to communicate 

with their favorite athletes on an even scale, with the chance that the athlete will take interest in 

the fan's opinions. In this vein, social media breaks down even more barriers and gives us the oppor-

tunity to see our favorite player or team on a more refined level. 

 

This is media of the 21st century. It is not something to take lightly and brush off as a fad. It is 

never going away. When social media changes, as it inevitably will, it will only become stronger, 

more powerful, and more effective. But it's not going anywhere. 

 

According to Sportsin140.com's September 2009 data, over 25% of NBA players are on Twitter1. 

That's at least 130 professional basketball players who we can get to know. And you know what? 

The smart ones want us to know what they're doing. If they get us hooked, making us bigger fans 

than we already are, then down the road they'll make more money. Their value increases as their 

reputation becomes more widespread. The athletes are in control of their own public identity be-

cause they are involved with their fans; therefore theyõre directly responsible for delivering more 

eyeballs onto their team. 

 

Take an interview question Mike Germano, President of Carrot Creative, recently answered for 

Bryan Crawford of SLAMonline.com2: 

 

A New Era of  Fandom 
Jeff Brunelle 
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SLAM: Why do you feel that athletes, such as NBA players, have taken such a liking to so-

cial media? 

 

Mike: Brands want to communicate with customers, and thereõs an equation there that can 

be easily replicated with sports in that players want to interact with their fans to create a 

more loyal fan base. [In terms of the NBA] social media allows players to very easily tran-

scend just being a basketball player. It allows any athlete to take that next step in commu-

nication with fans and make it personal. Thatõs the real value of it. 

 

His answer was dead on. Athletes are finding value in communicating through social media, just as 

fans are finding value in connecting with their favorite athletes. The difference is money. 

 

Athletes see the monetary value: the more they tweet and interact, the bigger fan base they grow, 

and the more options they have moving forward. Take Shaquille O'Neal for instance. He had nearly 

2.3 million followers on Twitter when he was traded from the Phoenix Suns to the Cleveland Cava-

liers. That's 2.3 million people who could potentially turn into Cleveland fans. I think it's fair to say 

that Shaq plus 2.3 million followers is much more valuable to the organization than Shaq alone. 

 

And brands will take notice as well. If Kevin Loveõs favorite cereal is Raisin Bran, and he tweets 

about his love for Raisin Bran, chances are good that some of his followers, his biggest fans, will go 

out and get their own box. If Kellogg's is on Twitter and sees all this action about one of its cereals, 

the thought might arise that Love would be a great spokesperson. Now Love has an endorsement, 

Kellogg's has Love, and Twitter followers have the same breakfast cereal as their favorite basketball 

player. Everybody wins. Itõs an interesting paradox that clearly depicts this new era in which real 

communication and dialogue is trouncing traditional advertising. 

 

Are Twitter followers and Facebook fans really going to give professional athletes leverage? Yes. 

With followers and fans an athlete has pull. Athletes can activate their audience instantly by saying 

absolutely anything they want - all they need is mobile phone. And while they may not always say 

things on the social web that all their fans agree with, they'll get the conversation going and fans 

reacting. After all, that's what this whole craze is all about - global communication on a personal 

scale. You pick who you follow, you learn from them, the cycle continues. As fans, we get to make 

more informed choices based on what we know about our favorite players, and we get the chance to 

directly converse with them. Weõve entered into a new era of fandom and things are only going to 

get more entertaining from here. From a sports business perspective, the opportunity is profound. 

 
1 - The Complete List: NBA. Sportsin140.com. (30 Sept. 2009). Retrieved September 30, 2009 from http://www.sportsin140.com/?page_id=13.  

2 - Crawford, Bryan. (1 Oct. 2009). The Business of Social Media. Retrieved October 10, 2009 from http://www.slamonline.com/online/nba/2009/10/the-business-of

-social-media/  
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We have all heard the stories before and probably will again. The well re-

spected and highly paid star athlete is filing for bankruptcy within a few 

years of their retirement. It has almost become cliché and the fickle public, 

as often as not, has precious little sympathy for the now-broke athlete. In 

speaking about the òguilty until proven innocentó mindset of todayõs fans, 

Darnell Dockett of the Arizona Cardinals echoed the sentiment of many in 

the business of sports, saying that a second chance, even if well deserved, is 

often hard to get in todayõs world.  

The stories all seem to revolve around a few central themes; valuing osten-

tatious material possessions, making poor investment decisions and/or loss 

of wealth through divorce. Too often it is assumed that with great wealth 

comes great financial sophistication, but the reality is that the star athlete 

often has no more financial savvy than the average person, sometimes far 

less.  

 

Spending Spree  

It is a natural human trait to have oneõs standard of living rise up to, and 

sometimes beyond, oneõs income. A sudden, large increase in disposable income can magnify this 

tendency, often with catastrophic results. Add to that the pressure of living up to the òrockstaró 

image and it is not very surprising that the athlete or entertainer can burn through substantial 

amounts of money in a very short period of time. Take Jack Clark of Red Sox fame. He actually had 

to declare bankruptcy in the second year of an $8.7mil contract. Between a seemingly insatiable thirst 

for expensive cars (he had a stable of 18 vehicles with a total liability of over $400,000) and failed 

business ventures, he ended up unable to pay off his $6.7mil of debt.  
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Bad Decisions  

Often the athlete might employ a friend or family member to serve as a financial advisor. Lacking in 

professional training, these individuals are ill-suited to handle the athleteõs investments and some-

times are scam artists looking for a big score. Even those athletes that aspire to save and invest of-

ten run into problems. Sergei Fedorovõs recent difficulties are an example of this. It appears that 

Sergei had entrusted an individual named Joseph Zada to invest some $43mil over the course of an 

11 year relationship. Unable to produce the promised $60mil to return to Fedorov, Zada now finds 

himself in court. Zada was described by several of his shocked victims as a close friend. A search of 

the Financial Regulatory Authorityõs database of registered financial representatives yielded no re-

cord of a Joseph Zada listed.  

 

For Richer, For Poorer  

Divorce can drive an athleteõs net worth down precipitously. While prenuptial agreements might 

mitigate the risk, athletes live in a rarified world where the opportunity for extramarital affairs 

abounds. Not only does an athlete risk having to split their accumulated assets with their ex-spouse, 

child support for children born both in and out of wedlock can place a serious strain on earnings. If 

the divorce happens to occur after the athlete has retired, as many of them often do, the effects on 

post-retirement income can be crippling. For example, Travis Henry, cut by the Broncos in the sec-

ond year of a $25mil contract is now nearly penniless, owning $170,000 per year in support of his 

nine children, all born to different mothers.  

 

So, what can an athlete or entertainer do to protect themselves from these pitfalls? The answers are 

simple.  

 

Devise a plan for retirement  

Hire a competent professional to help  

Live well within your means  

In matters of the heart, maintain a high level of maturity  

 

Putting together a plan to address what is going to happen after a playerõs career has ended requires 

forethought and ongoing attention. Unfortunately, whether due to denial born of a sense of invinci-

bility or simply being disinterested in an active role in their own finances, pro athletes often do not 

put the effort necessary into these plans. Elaine DeBassige DõAmato, MA, NCC, LPC, a professional 

counselor specializing in Sport and Performance Psychology works with athletes in transition. 

Elaine says some athletes manage to avoid the pitfalls because they òstart planning with the end in 

mind. They are disciplined on and off the field. They understand the concept that there is a time and 

place for everything. When it is game time, the game and their performance are front and center. 

When it is not game time, they shift to a longer vision of what their life will be like.ó  

 

Agents and related professionals agree; securing competent, trustworthy advisors is critical to the 

athleteõs long term financial well being. Weeding through the plethora of advisors and planners can 

be a daunting task. Designations abound, some very worthwhile others not worth much at all. A few 

of the top designations to seek out are: Certified Financial Planner Ê (CFP), Chartered Financial 
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Consultant (ChFC), and Personal Financial Specialist (PFS), a designation conferred on Certified 

Public Accountants that have demonstrated experience in financial planning. Darren Heitner, CEO 

of Dynasty Athlete Representation feels that òan Agent that is not at least recommending their ath-

lete-clients seek out professional financial advice is not earning their commissions.ó Dynasty goes a 

little further than that. They have a number of independent financial advisors that they have 

screened and interviewed. Dynasty then provides their clients with the contact information of sev-

eral competent financial advisors that Darren feels comfortable recommending.  

 

Once the big payday hits, the athlete is often bombarded with business propositions and investment 

ideas from friends and strangers alike. Credit will be easy to find and easier still to mismanage. Hav-

ing a firm grip on cash flow is critical. Some debt is inevitable and, when part of a carefully managed 

budget, can be a very useful tool. Too often, however, little attention is paid to how it all fits in the 

budget. When an athlete first hits the big time, the sudden increase in income makes the lure of fi-

nally being able to get everything they always wanted irresistible to some. To avoid this pitfall the 

athlete must make a conscious decision to pay him or herself first. Setting aside 50% of annual earn-

ings each year is a great way to secure the financial future for the athlete and his family. 
 
This sense of entitlement felt by some when the money starts rolling in doesnõt always stop at poor 

investment and spending decisions, but bleeds over into personal relationships also. Divorce can not 

only tear a family apart, but will tear away large amounts of wealth for a pro athlete too. Just ask 

Michael Jordan ($168mil) or Greg Norman ($103mil) about it. While athletes in these two examples 

are still wealthy men, it does not always end up this way. For as long as there are celebrities, there 

will be those people that want to be involved with them and the opportunities for extramarital rela-

tionships will be plentiful. Some may simply want the thrill of being with someone famous, but 

many are looking for a way into the athleteõs wallet. The financially successful athlete avoids the 

mess entirely.  

 

Living life with discipline and vision are the keystones to avoiding financial pitfalls that can wipe 

out an athleteõs wealth. It takes discipline to admit professional help is needed to manage and grow 

wealth and vision to stay involved and communicate regularly with those professionals. It takes dis-

cipline to save and stick to a budget and vision to see when business opportunities are bad ideas. It 

takes discipline to stay committed to a spouse and vision to see that an affair is not deserved gratifi-

cation but actually a financial and emotional precipice to be avoided. It takes discipline and vision 

to define and execute a plan to achieve financial freedom.  
 

 



News & Notes: 

TSBX Poll Results 
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Why is Lebron James Changing His
Jersey Number?

For the profits.

Out of respect for 
Michael Jordan.

He won't actually 
change his number.
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TSBXõs Featured Young Professionals Series 

The Sports Business Exchange thinks itõs important to highlight 

young sports business professionals who are at the forefront of 

change and leadership within the business of sports. Whether itõs 

as an entrepreneur, someone with a start-up company, or some-

one working their way up the corporate ladder, these young 

sports business professionals should be recognized. 

Visit The Sports Business Exchangeõs website for more informa-

tion on the Featured Young Professionals Series. 

Recent Featured 
Young Professionals 

Jeff Brunelle 

Brian Gainor 
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