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Rocket Mortgage FieldHouse is a multi-purpose arena in downtown Cleveland, Ohio. The 
building is the home of the Cleveland Cavaliers of the National Basketball Association and the 
Cleveland Monsters of the American Hockey League. Rocket Mortgage FieldHouse seats 19,432 
people in its basketball configuration and up to 18,926 for ice hockey, making it one of the largest 
 arenas in the NBA  by  seating capacity. With a team of more than 700 people, they manage all 
the events and competitions held there - from NBA championship games to exclusive concert 
showings. 

In 2016, the Rocket Mortgage FieldHouse created a new team to help continuously improve the 
organization’s performance in a few key areas: team member experience, workplace collaboration, 
fan development, and civic leadership (among others). In order to gather ideas and 
recommendation from the frontlines, they created a crowdsourced innovation community: 
the  innoGRATE[R] where good ideas could be suggested and the rest of the community could 
vote on, research, refine, and support those ideas. In this community, instead of submitting ideas, 
community members submitted “cheese.” 

A number of those ideas/pieces of cheese were implemented over the years, but in an effort to re-
invigorate interest and parallel the excitement around March Madness, the Cleveland Cavaliers 
innovation team introduced a tournament-style ideation challenge: Cheese Madness.  

As part of Cheese Madness all of the Rocket Mortgage FieldHouse employees (both full time and 
part time) were invited to submit ideas for a two-week period. Ideas had to address one of the “Big 
Rocks” (the Rocket Mortgage Fieldhouse’s key subjects of Enterprise Collaboration, Team 
Member Commitment, Civic Leadership, and Fan Development).  

At the end of the two-week period, a committee assigned to each “rock” ranked ideas that would 
move on to the next round in a 16-team bracket (similar to how March Madness functions). The 
first two rounds lasted four days and the final two rounds lasted five days. Winners were 
determined by the number of votes they received from team members on the innoGRATE[R] with 
votes re-setting after each round.  

Winners received an array of prizes from a new television or Apple watch to AirPods and random 
raffle winners for gift cards to the Team Shop.  

To spread the word, the innovation team ran a multichannel marketing push, promoting Cheese 
Madness in meetings, emails, their newsletter, through mobile messaging, and onsite 
television displays. They incentivized participation by selecting a new raffle winner for every 25 
ideas submitted and every idea author received thanks for their idea immediately and notification 
if it was going to be included in the final Cheese Madness bracket. 
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The Innovation team also sent each “Rock” leader a daily report on the engagement in their 
subject area (showcasing engagement and new users). This helped created competition among 
leadership, as well.  

As a result of the Cheese Madness campaign, The Cleveland Cavaliers  

• Saw a 500% increase in the number of participants (over previous years) 

• More than doubled the number of idea submissions (over previous years) 

• Noted at least 25 different departments contributing and collaborating 

• The team has already implemented 20% of submitted ideas with plans to implement more. 

Not only were the Cleveland Cavaliers able to gain more valuable ideas from a greater variety of 
voices, they were able to mobilize and inspire their leadership by involving them in the final 
selection stages which led to the leaders’ support in implementing those ideas later. 


