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The trend of North American professional sport organizations building expensive new stadiums and arenas is 
ongoing. In the past five years, eight “Big 4” stadiums have opened with an average total cost of $869 million, 
including an average $257 million in public funds (CSUP, 2018). Across these stadium projects there are some 
notable similarities. For one, these new stadiums often utilize public money to subsidize capital costs. Using public 
funds to finance new stadiums sometimes depends on voter approval (Delaney & Eckstein, 2008; Huberty, Kellison, 
& Mondello, 2016). Another is the short lifespan of stadiums. In several cases, recently constructed professional 
sport facilities have replaced facilities that might only be 20–30 years old. Because of the scrutiny that has often 
accompanied the use of public money for stadiums and short stadium lifespans, pairing and promoting stadiums 
with surrounding developments is a new focus for teams.  
 
Within the last decade, mixed-use developments and entertainment plazas constructed adjacent to stadiums/arenas 
are increasingly common (Broughton, 2015). Kansas City’s KC Live! and XFINITY Live! in Philadelphia are notable 
early examples. Recently, new mixed-use developments around the sport facilities in Sacramento, Detroit, and 
Hartford have been focal points of the cities (Schneider, 2018). Sport organizations can promote the mixed-use 
attractions as a value to the city and means to offset public concerns about short stadium lifespans and the use of 
public money. Public scrutiny can be detrimental to the organization’s brand, necessitating communication from the 
team to the public about the stadium benefits, including possible mixed-use development. The virtues of new 
stadiums that organizations typically communicate to public stakeholders include economic, tangible, and intangible 
benefits (Agha & Coates, 2015; Crompton, 2004; Howard & Crompton, 2014; Kellison & Kim, 2016). New stadium 
proponents market stadiums to the public on the premise that the new stadium will spark development and offer 
commercial value beyond game days. However, the economic impact of a stadium alone is insufficient to justify the 
public cost (Coates & Humphreys, 2008; Harger, Humphreys, & Ross, 2016). In addition to appeasing consumers, 
organizations want to ensure that their new stadiums will be a long-term money maker for them. One approach for 
satisfying both consumer and organizational needs in this regard is to market a new stadium as a mixed-use, year-
round attraction. How a team communicates the added attraction of the mixed-use developments, in conjunction 
with an expensive and possibly publicly funded stadium/arena, has yet to be examined, but would provide guidelines 
for future public relation staff focused on protecting the brand. 
 
One prominent and recent example of this approach is MLB’s Atlanta Braves’ stadium, SunTrust Park, which 
opened in 2017 and is the focus of this study. The stadium was built with an adjacent mixed-use development, 
known as The Battery Atlanta. The Battery Atlanta is home to business offices, shops, apartments, restaurants, and a 
hotel. Many researchers examined the communications of a team about a stadium (Huberty et al., 2016; Kellison & 
Mondello, 2013) as a way to protect the brand and market to consumers during a capital project that was a financial 
burden. However, there is limited research on how teams communicate about stadium-adjacent developments, 
which are increasingly common and provide a marketable asset for the team. The purpose of this study is to 
investigate how a sports franchise communicates a mixed-use development, separate from the stadium itself, to the 
public. 
 
Method 
 
A content analysis was conducted of communications (N = 326) from the sport organization from the time of the 
stadium announcement until the stadium’s opening month. Press releases (n = 35), articles on the team’s website (n 
= 39), and Facebook posts (n = 252) were analyzed. The purposive sample includes content related to the new 
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stadium and development project. Content analysis has been used to study professional sport communication about 
stadiums and to study social media communication (Abeza, O’Reilly, Séguin, & Nzindukiyimana, 2015; Huberty et 
al., 2016). The primary coder used NVivo 11 software to analyze the content in chronological order and allowed for 
themes to emerge. 
 
Results and Discussion 
 
Communicating about the mixed-use development was one of the team’s key strategies in marketing the stadium. 
We identified 4 main themes in team communications about the mixed-use development associated with a new 
stadium: (1) funding explanation, (2) year-round attraction, (3) highlighting updates, (4) recognizing partnerships and 
selling the gameday experience. The team made a point early on to note that construction funding for the 
development would come entirely from the team and private contractors rather than public sources. This brand 
management strategy indicated the team wanted to demonstrate they were not financially burdening the community, 
which past studies have shown to be an issue in justifying new stadiums to the public (Johnson, Mondello, & 
Whitehead, 2007; Walker & Mondello, 2007). The team also consistently referred to the development as a year-
round attraction. The year-round attraction idea helped indicate its value to the community outside of being a place 
to watch games. As development began, team communications consisted primarily of updating the construction 
progress of the mixed-use development and the stadium itself. As the stadium’s opening date drew closer, the team 
continued to make the development a key component of their effort to market the stadium to the public. The team 
focused on highlighting the development’s corporate partnerships that would bring people and business to the area 
year-round and on specific features of the development (bars, restaurants, shops) to excite fans about visiting 
stadium on game days, and throughout the year. The entertainment options outside the stadium were also promoted 
to attract fans to arrive early and stay later after the game.  
 
These findings indicate that professional sports organizations are promoting the ancillary aspects of the stadium 
related projects to their public stakeholders. Teams may recognize that there is increased scrutiny on stadium 
projects due short stadium lifespans, the use of public money, and the debunking of some proposed stadium 
benefits. Marketers of sports organizations should consider the value of marketing stadiums as a year-round 
attraction to their communities. 
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