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As I sat down at my desk to write this article, I began to reflect on some of the exciting and interest-

ing events that I have attended over the last few months. I have been fortunate to attend events 

such as the Blogs with Balls conference, the NACDA convention, the NBA Draft, and several sports 

business networking events. My experiences at these events have been discussed in the TSBX Blog 

or in guest blogs around the internet. When thinking about all the events collectively, I realized that 

they have all had one core theme connecting them. Social media has been a huge theme throughout 

these events. 

 

The Blogs with Balls conference, which was held in New York City, was about sports blogging. Pan-

elists throughout the day discussed ways to improve a blog, generate revenue for a blog, and how to 

find a niche within the blogging community. Before any discussions on blogging began, the first 

panel was on social media. The panelist generally spoke about the power of Twitter. Blogging and 

Twitter go hand in hand. What better way to promote a blog about sports than to a community of 

like-minded individuals. Your audience/readers are right in front of you, free of charge. 

 

The National Association of Collegiate Directors of Athletics (NACDA) convention was held in Or-

lando, FL in June. I attended as a member of NACDA‟s marketing subdivision (NACMA). Among 

the major topics throughout the three day convention were the economy and social media. Breakout 

sessions discussed how athletic departments should be using social media to connect with their fan 

base and community. There was at least one session devoted strictly to Facebook and one session 

devoted to Twitter; several more sessions combined the two platforms. There was even a Tweetup 

held during the first afternoon of the convention. I attended the Tweetup and I have to admit, the 

turnout was not what I expected. Almost all the attendees were companies that were at the conven-

tion for the tradeshow; very few athletic convention participants attended. 

 

Thanks to a friend with an extra ticket, I got to attend the 2009 NBA Draft in New York City. Be-

fore the night began, league officials notified all teams that they were not allowed to tweet their 

draft picks before the Commissioner or Deputy Commissioner made the announcement on stage 

(www.sportsbusinessdaily.com). If there was an argument to be made that social media is a fad, that 

argument just became obsolete. Once I knew I was attended the Draft, I notified my Followers that 

I would be tweeting live from WaMu Theatre. I had about fifteen new Followers by the end of the 

night. 

 

In April, I helped host a Business of Sports Networking Event in New York City. Almost all promo-

tions and announcements for the event were done through social media outlets such as Twitter, 

Facebook, and LinkedIn. A similar event in Philadelphia used the same format for alerts. Between 

the two cities, over 200 people RSVPed for the first-time events. We‟ve expanded to a third city, 

Boston, and plan to do all promotion the same way. 

Founder’s Message: 

How Social Media is Changing Sports Business 
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Jim Warsaw, namesake of the James H. Warsaw Sports 

Marketing Center at the University of Oregon's Lundquist 

College of Business, passed away April 22, 2009. 

I am confident that each person reading this has their own stories about Twitter, Facebook, or other 

social media outlets. My story is not unique. Sports celebrities, agencies, business professionals, 

teams, and leagues are now the norm on Twitter, not the exception. It‟s not just Shaq and Lance 

Armstrong anymore. In fact, as I‟m typing this, www.sportsin140.com is confirming that Joe Mad-

don of the Tampa Bay Rays is the first MLB manager with a confirmed Twitter account. While in-

dividual platforms might fade into the darkness, social media as an institution is here to stay. 

 

What does this all mean to the sports industry? It means as individuals, as teams, and as companies 

we must learn to control our own messages. Social media has eliminated the need for the middle 

man. The traditional model suggests that you should send a press release to sports news outlets and 

allow your fans to consume the information through these mass media outlets. The new social media 

model suggests that you send that same information directly to your consumers. Allow consumers to 

come directly to your website; control the information. Let them decide that your information is 

relevant and worthwhile knowledge. Bring consumers directly to the product. Do not rely on others 

to convey your message for you. The more we as sports business professionals can connect with the 

fans the better we can learn about consumer behavior and interests. 

 

Social media is a hot topic right now. That being said, I am glad that the articles in this issue of The 

Sports Business Exchange are all on topics other than social media. I am very proud to share with 

everyone these articles written by some of the finest young sports business professionals. 

 

Happy Reading! 

Joshua Duboff 

Founder, Editor-in-Chief 

The Sports Business Exchange 

 
You can follow The Sports Business Exchange on Twitter at www.twitter.com/TSBX.  

For more information on the events discussed above, visit: www.blogswithballs.com, www.nacda.com, www.nba.com, 

and www.TheBusinessofSports.com. 

In Memoriam: 
Jim Warsaw 

http://www.sportsin140.com
http://www.blogswithballs.com
http://www.nacda.com
http://www.nba.com
http://www.TheBusinessofSports.com
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A private company‟s move towards a public equitable market, otherwise known as 

an initial public offering (IPO), is usually motivated by the desire to raise capital for 

the corporation.  This and the purely financial motivation to cash in on their invest-

ment are the two pre-dominant factors in the ownership of corporation's willingness 

to sell their company to the public. In over a century that professional sports have 

existed in the United States, only three franchises have gone public, all of which 

failed to bring any legitimate gain on investment to the fans and shareholders who 

purchased them, and an exceedingly minimal profit to the owners who sold them 

(Bonham, 1998). This is not to say that they were necessarily unsuccessful in their 

goals entirely, but rather that they inadvertently shed light onto the possibility of an-

other factor, which could very well provide new rationale as to why an owner may want to sell his 

professional sports franchise on the stock market.  

 

What if the owner could retain a substantial piece of his franchise, be handsomely compensated for 

his initial investment, and insure that the franchise would continue to make himself and sharehold-

ers a consistent and lucrative profit? Such a situation seems rather implausible, but to a certain de-

gree it already exists. In fact, the Green Bay Packers franchise (a publicly owned but not-traded 

company) in itself provides all the justification one needs to reconcile the notion of publicly owned 

teams. Even though Green Bay caters to the smallest market in the entire NFL, it has consistently 

out performed fellow franchises in attendance and revenue figures as well as maintained the highest 

fan approval rating in the league, regardless of its record. These two statistics are by no means coin-

cidental. Professional sports are a business driven by the most rabid of consumers, the fan. Their 

loyalty and commitment towards their team is second to none, and when combined with a vested 

financial interest in the franchise itself, creates a mutually beneficial fiscal relationship that eclipses 

even the most broad-minded of economic theories. Because the fans of Green Bay have a direct say 

in the operations of the franchise, they share a greater intimacy with their team that is unknown to 

most sports fan and in turn develop what amounts to a covenantal bond with the franchise itself 

(Sandomir, 1997). 

 

The Green Bay Packers remain a propitious, but none-the-less unrepresentative, example of the pos-

sibility of a successful IPO. A more demonstrative model would be that of the considerable success 

that British soccer teams have had in their move towards the English stock market (Cheffins, 1997). 

If a large portion of teams make moves towards equitable markets, as in the case of European soccer 

clubs, it provides prospective shareholders with an inherent sense of security that they are endeavor-

ing in the same risk as many of their fellow holders. Added confidence that a stock is more likely to 

succeed (move up) is an ordinary psychological occurrence in the stock market caused by a group 

think mentality among traders (Wise, 2005). This makes the idea of all the members of an entire 

league, such as the NFL, having an initial public offering that is much more likely to succeed than if 

a single teams ventures in alone as in the past.  

 

Is it indeed possible for it to be in the best interest of an owner, or for that matter an entire leagues‟ 

owners, who are currently content with the status of their franchise, to sell it off to their fans? Such 

a decision involves a surfeit amount of issues that must be addressed. Not only is a move to the 

stock market itself costly and time consuming, but imposes a heavy legal compliance involving a 

wide range of disclosure obligations and reporting requirements. It appears that the market for the 

National Football League - Initial Public Offering  
Jason Belzer 
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shares is there, but is it guaranteed that teams who have not been successful both in actual play as 

well as financially will be able to find enough people willing to become shareholders?  The answers to 

these and many other questions can provide us with a deeper insight into the possibility that one 

day widespread public ownership of sports franchises will be a real possibility.       

 

     Disadvantages  

The most considerable hurdle in the transition of private to public ownership of a sports franchise, 

or for that matter any company, is the massive amount of legal disclosure required by the Security 

Exchange Commission (SEC). Going public means that a company will be placed under judicious 

public scrutiny. When a company chooses to launch an initial public offering it must hire a legal 

firm to create a prospectus that summarizes every detail of the company‟s service life from the first 

day of business to the day of the IPO. The prospectus includes in chronological layout: every single 

financial statement, contract and lease agreement, employment arrangement, marketing and sales 

relationships, as well as risk factors and industry environment analysis. Every legal matter pertain-

ing to the company, past and present, must be explicitly reported and explained in the prospectus. 

Any transactions with government agencies, such as the Internal Revenue Service, must be dis-

closed as well. The issuer and all participants in the IPO are jointly liable for any misstatement or 

omission in the prospectus (Beatty & Welch, 1996). 

 

Past policy by sports franchise leagues have prevented teams from offering IPO‟s because of fear of 

team finances having to be divulged to the scrutinizing eyes of the public (Himmelberg, 1997). In 

rather farciful terms, both the government and investors demand that companies wishing to conduct 

initial public offerings literally go to confession about every last one of their sins.  In the last decade 

especially, investors have become more and more aware of their rights as share holders and have 

mandated protection by the government from dishonest companies. In a landmark case in April 

2006, an underwriting firm agreed to settle for $425 million after accusations of artificially bidding 

up price and demand for shares (Manthey, 2006). Of course, no franchise that has committed any 

serious unlawful action or has hidden integral flaws from the public would be willing to disclose such 

information and in the same sense no responsible stock trader would be willing to invest in such a 

company, no matter how loyal of a fan they may be. 

 

Disclosure does not end at the prospectus, as companies that are publicly traded are forced to con-

tinuously file reports with the SEC for the remainder of the companies‟ life span. Franchises would 

be forced to comply with state Blue Sky Laws, which are policies intended to protect investors from 

securities fraud by requiring companies which are planning on issuing securities to register their of-

fering and provide financial details, insuring that those investors have trustworthy data on which to 

base their decisions (Alvarez, 2001).  Sports franchises have a history of being reluctant to disclose 

financial data in the past, often providing the bare minimum required, and leaving potential inves-

tors without the sufficient information they would need to make a well-informed investment (Stern, 

1992). 

 

The second most considerable hurdle for a franchise, if it chooses to go public, is the substantial fi-

nancial cost of the transaction itself. When a company decides to go public it must hire an extensive 

amount of service providers in order to proceed with the sale. The franchise would first have to hire 

an auditing firm such as Ernst & Young, Deloitte, or Pricewaterhouse Coopers to compile an accu-

rate and complete evaluation of financial statements for the franchise. Considering that the perspec-

tive initial offering would be fairly large, such a service could cost up to $2 million dollars. Secondly 

the franchise would be required to hire a legal firm in order to provide counsel on the transaction, 

mailto:mailto:rbeatty@marshall.usc.edu
mailto:mailto:ivo.welch@yale.edu
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prepare the aforementioned prospectus, and to insure that all constituents and partners involved in 

the transaction are properly indemnified. Legal firm fees for such a sizeable transaction are compa-

rable to those of the auditors, and can be as high as a few million dollars (Ritter, 1987). 

 

The most critical service, and by far the most expensive in an IPO transaction, is the hiring of an 

investment bank to handle the underwriting. The primary role of the investment bank is to help the 

franchise set the offering price of the stock as well as market and distribute shares amongst investors 

in the public market. The investment bank agrees to purchase all offered shares from the issuing 

franchise, which in turn places them at full risk for the selling of those shares. The underwriting 

banks and the franchises will have the opportunity to gauge investor interest level as well as market 

the stock during the „road-show‟ period preceding the actual IPO. Depending on public reaction the 

underwriter can determine the price of the shares for the offering that investors are most likely to 

pay. Underwriting compensation for offerings raising more than $100 million generally range at ap-

proximately 6% of the total capital raised (Lee, Lochhead , Ritter J, & Zhao, 1996). 

 

Sports franchises, unlike most major corporations, cannot foresee or predict achievement, due in 

large part to the parity of the league. The competitive on field success of the sports franchise will be 

the biggest factor in its fiscal income.  Success in the regular season leads to increased profit and the 

possibility of additional revenue from post-season play. Consequently, it is extremely likely that 

poor performance by the franchise will adversely affect income and moreover, there can be no assur-

ance that the franchise will perform consistently and competitively in the near future.  Furthermore, 

there is no guarantee that the franchise will be able to obtain and retain quality player personnel in 

order to remain competitive (Cleveland Indians, 1998). 

 

This complete lack of assertion on performance is a tremendously negative dynamic that the fran-

chise and its underwriters would have to circumvent in order to convince potential shareholders to 

purchase the stock. Because of these factors it would not be in the best interest of the franchise to 

initially pay any cash dividends on its common shares, and instead be wiser to reinvest any retained 

earnings back into the business. If the market embraces the offering and share values continue to see 

growth regardless of the on field performance of the teams, then the franchise may choose to begin 

to pay a dividend if it becomes financially reasonable enough to do so. Fortunately, since October 

2002, stocks that did not pay dividends have been significantly competitive and often provided 

stronger returns than dividend paying ones (Browning, 2005). 

 

Control retention of the franchises themselves is a incredibly lucrative but debatably achievable con-

sequence of the transactions. The owners of the franchises most definitely do not want to lose total 

control of their franchise‟s operations and a reasonable compromise would have to be created by the 

NFL in order to create proper representation between the owner and shareholders on company is-

sues. In the 1998 IPO of the Cleveland Indians baseball franchise, owner Richard Jacobs was able to 

retain enough shares of Class B Common stock that he had a 10,000:1 voting right compared to the 

majority of the Class A Common stock offered to the public. Consequently, due to his overwhelming 

amount of votes, Jacobs was able to control the management and policies of the company 

(Cleveland Indians, 1998).  On the other hand, the Green Bay Packers Inc. shareholders elect a 

board of directors, which in turn elects a seven-member Executive Committee that is responsible for 

making decisions pertaining to all of the franchises operations. However, because the NFL forced 

Packers‟ ownership to be „grandfathered‟ in order to comply to league rules, they are not truly a rep-

resentative example (“The Green,” 2000). It is much more probable that any mass initial public of-

fering involving a sports franchise would follow a similar path to retain control as Richard Jacobs 

mailto:mailto:jay.ritter@cba.ufl.edu
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and his investment company did during their offering. 

 

Motivations  

A public company‟s advantage lies in its ability to raise funds and capital through the sale of stock. 

Before the existence of equitable markets, it was largely impossible for private corporations to ob-

tain large amounts of capital for investment. But what use would an already multi-million dollar, 

cash rich, professional football franchises have for a large amount of investment capital? The answer 

to such a question is one which the New York Jets knew all too well when their bid to build a sta-

dium on Manhattan‟s Upper West Side was denied in the fall of 2005.  Even after the franchise of-

fered an unprecedented investment of almost $800 million, New York City government officials 

backed out on a purported $1 billion in corresponding backing, leaving the Jets stuck with a thirty 

year old dilapidated stadium across the Hudson. The Jets were consequently forced to collaborate 

with their fellow tenants, the New York Giants, as well as the New Jersey Sports and Exposition 

Authority, in order to finance a new stadium at the Meadowlands. Most professional teams have had 

the advantage of not having to provide major finance for facilities because of the luxury of playing 

in complexes subsided by government tax dollars (Keating, 1999).  Just as countless teams before 

them, this reliance on government subsides forced the Jets‟ ownership into accepting the far less re-

munerative of two facilities.   

 

The Jets needed to raise money to construct a new playing facility and their subsequent disinclined 

cooperation with the Giants is a significant example of the usefulness of funds raised that would 

come of the initial public offering of their franchise. Just as the Green Bay Packers did four times 

throughout their history, including a 1997 transaction that netted the franchise $80 million in capi-

tal funds, the Jets could have gained an immense amount of liquid capital that very well could have 

been enough to persuade New York City to allow them to proceed with construction of the stadium 

(“The Green,” 2000).  Furthermore, once public, the Jets, or for that matter any other franchise, can 

reissue stock to the public markets to raise more cash. On average, one third of all IPO issuers return 

to the public market within five years to issue a „seasoned equity offering‟. Those that do return 

raise about three times more capital in their seasoned equity offerings then they raised in their ini-

tial public offering  (Welch, 2000). 

  

A more conventional use for finances raised through an initial public offering would be for invest-

ment into franchise operations, investment into player development, and as a vehicle that could lead 

to a significant raising of the salary cap. The National Football League‟s salary cap was designed to 

prevent affluent teams who played in bigger markets to have an inherent advantage, being able to 

obtain better players by offering higher salaries. The NFL‟s salary cap prevents teams from exceed-

ing the negotiated cap amount without penalty from the league, otherwise known as a „hard 

cap‟ (Witting, 2003). If the amount of free capital for each team was increased significantly, and in 

turn the salary cap was increased in response, it would unquestionably help increase parity within 

the league. By allowing each team to offer more lucrative contracts to players, each team would in 

turn individually be less able to significantly outbid an opposing franchise (Sommers, 1996-97). In 

contrast, a team could instead take the extra capital and invest into player development rather than 

relying solely on draft position to acquire quality players.  

 

In recent years, especially during the Internet stock market boom of the early 21st century, the most 

common reason for owners of private corporations to sell their company to the public was essentially 

to „cash out‟ on their investments. Although it is normally not a good signal when an owner sells his 

own shares (i.e. it leads to the natural thought that there is something wrong with the corporation), 
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it is still a reasonable move for many owners to liquefy some of their assets to gain a profit 

(Chemmanur & Fulghieri, 1999). This concept of course is not very applicable when it comes to 

American sports franchises, especially ones in the NFL, because there is little reason why an already 

wealthy owner would want to cash out on an investment that most defiantly brings them a great 

deal of profit already (Conces, 1998).  

 

One very reasonable and tempting remuneration would be the ability for owners to have a guaran-

teed way of handing down the franchise to their families once they passed away. Over the last few 

decades families inheriting franchises have had considerable trouble being able to retain ownership 

because of the financial burdens that accompany estate taxes. Children of owners are often forced to 

sell the franchise in order to avoid being hit with such burdens, while other franchise owners make 

sure that the teams are sold at the times of their deaths even before the heirs have had an opportu-

nity to acquire them (Pasquarelli, 2002). By offering their teams on the public market, owners could 

acquire shares which they could then more easily pass down to their heirs. Much of the ownership in 

the NFL is not of a young age, and this is without question a serious issue that current owners face. 

Because of this, such an opportunity becomes a critical factor in convincing those owners to proceed 

with an initial public offering.   

 

More crucially is the question of whether it could be more profitable to cash in on a substantial 

amount of shares through an initial public offering than maintaining sole ownership. What if an of-

fer was made in the goal of catalyzing the market to achieve profits for the franchise beyond what 

could be made with private ownership alone? Even more so, what if the possibility existed for the 

owner to retain enough voting rights in the transaction to still have majority control over his fran-

chise? That is the speculative factor that could spur a Bull Run market in private fan ownership 

that would be so lucrative that it would provide enough rationale for an owner to sell his franchise 

on the stock market (Alexander, 2005). 

 

Speculative Conclusions 

That aforementioned covenantal bond that fans have with their beloved teams is part of a much 

broader minded theory that looks to connect human emotion with the movement of the stock mar-

ket. The exaggerated movement of prices in equity markets has been shown through research to be 

influenced by psychological factors. The predisposition for people to „see patterns‟, as well as partici-

pate in a rationale of thought called „group think‟, that through self deception causes them to con-

form to group values, has been seen time and again amongst stock investors. This leads to situations 

in which a succession of good news pertaining to the company leads investors to overreact positively 

and thus inflate prices unjustifiably. It also means that if there is a sudden movement by many in-

vestors to purchase the stock, investor-fans are more likely to also seek to acquire shares. In turn, a 

period of good returns will further boost the investor-fans self-confidence, reducing his psychological 

risk threshold, and further stimulating share purchases (Tversky & Kahneman, 1974). 

 

As established before, past initial public offerings of North American sport franchises have failed to 

meet expectations, but what would happen if through mutual cooperation, all of the existing 32 

member franchises of the National Football League collectively moved into the market?  The specu-

lation would be that of a snowball effect that would see more and more investors drawn into the 

transaction as prices of each franchise began to skyrocket. The anticipated situation would be simi-

lar to the leveraged-buyout, junk bond fueled, craze of the 1980s. Cash rich investors, fans, and 

other private firms would be drooling at the opportunity to own a share or even retain control of 

entire public franchises (Coy, 2005).  

mailto:mailto:paolo.fulghieri@insead.fr
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Another critical consideration is the likelihood that professional players themselves, as well as sports 

marketing and player representation firms, would purchase large amounts of shares. It is of course 

not uncommon for employees of public companies to own shares of the corporation, often purchas-

ing the stock themselves or receiving it in bonus and remuneration packages. It is almost guaranteed 

that players of the teams would purchase shares, especially considering how much their own per-

formances impacts the potential revenues of the franchise. Also, the ability for the franchise to nego-

tiate player contracts by offering shares instead of direct salary as compensation would provide 

teams with a new and incredible amount of leverage. Such wealthy investors are just another exam-

ple of the almost guaranteed shareholder market that exists for such an IPO. 

 

A multiple company, joint-venture, initial public offering is of course not a common occurrence in 

global equity markets. In almost all situations, corporations do not work as teams during IPO‟s be-

cause each has their own agenda for fundraising, structured on their terms with their own companies 

in mind. If they were to work cooperatively it would be, in a financial sense, counterproductive as 

they would not be putting themselves in optimal market conditions to issue shares at the rate which 

would be most profitable. One of the few situations of such a cooperative venture is the Bloomberg 

European Football Club Index (BEFC), which has lead to an overall loss on the rate of returns, but 

recent gains have instilled a level of optimism for profitable gains amongst investors. (Xydias, 2006).  

 

More importantly is the question of how will today‟s economic climate would effect any such offer-

ing? It is inherent that during a recession assets become significantly undervalued; property, infra-

structure, inventories are not worth as much as they would in stronger, more stable market. Even 

though many economists believe that professional sports are recession proof, or at least highly im-

mune, one must remember that such theories (and the history behind them) are based upon the fact 

that franchises have traditionally been privately owned and operated. When one attempts to intro-

duce the variable of public ownership, it is likely that any franchise stock would suffer just as much, 

if not more, volume fluctuation and point loss than any comparable industry during a recession.  

Furthermore, since assets are undervalued the offering price would certainly have to be significantly 

lower during a recession. In terms of an IPO offered during a recession, the BEFC Index cited does 

not support the possible success of an NFL-IPO because the market conditions to which it was ini-

tially offered are not analogous to those of today.  It is almost without question that if the NFL-

IPO were to have a legitimate chance of success, the offering would have to take place during a bull 

market and certainly not one in a deep recession. 

 

As lucrative as such a venture as an NFL IPO may seem, it is difficult to say what legitimately may 

be the outcome of such a risky endeavor. There is little doubt that a market exists for the shares, but 

whether or not that market can handle an influx of dozens of teams, and then continue to provide 

investors with sustained growth, can only be speculated. Currently the member franchises of the Na-

tional Football League are not in desperate need of large amounts of capital and almost all of the 

owners of those franchises are quite comfortable with the current conditions and profits of their 

teams. Of course the proposition of cashing in on their investments, while still retaining almost all 

control over their franchise, is very tempting indeed. Whether or not teams do in fact decide to make 

the move to the stock market, the idea of being able to own a piece of a cherished team will always 

remain a reoccurring and existing dream of fans and investors alike.  

 

For a complete works cited list, please email info@thesportsbusinessexchange.com. 
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As we inch closer to the midway point of a year like no other in recent history, I 

find it an appropriate time to take a step back and look at the sports world‟s current 

landscape.  I see labor strife on the horizon in the NFL; the NBA‟s salary cap de-

creasing next year; NASCAR teams losing sponsors and being forced to merge; and 

most worrisome, a few NHL teams seemingly on the brink of bankruptcy 

(www.vancouversun.com).  I see and hear about these troubles, and think to myself, 

“How did we get here?  How did this happen?” 

 

Growing up, I always wondered when the tipping point would come where profes-

sional sports teams priced themselves out of the average fans ability to pay for season 

tickets and depend almost entirely on corporate sponsors to buy both seats and adver-

tising.  In fact, I would not be surprised if the majority of professional franchises would prefer it 

that way.  Replacing many small, individual season-ticket plan accounts with a few big corporate 

accounts could certainly lessen the burden on a team‟s ticket office (to make sales calls and create 

offers) and make ticket distribution much more efficient.  This design, however, is flawed in a num-

ber of ways.  

 

First and foremost, as you are seeing in some stadiums geared towards maximizing premium seating 

areas, those seats are going empty.  Depending on corporate clients to purchase season tickets leaves 

a franchise vulnerable when an economic downturn, like this one, takes place.  It is much easier for a 

company president, feeling pressure from the public, to look at his or her bottom line and eliminate 

that expense than it is for a loyal individual fan that may have waited years to purchase season tick-

ets or had them passed down from one generation to the next (www.cnbc.com).  Which brings us to 

another major flaw: clients and employees using Company X‟s tickets have no real vested interest in 

using them.  The Corporate Sales Director or Vice-President may feel great intrinsic benefit giving 

away a pair of tickets to the “big game”, but are those same tickets being used for an early season 

Wednesday night game?  Or when the team is eliminated from playoff contention? Conversely, an 

individual season-ticket holder has made a personal investment in this entertainment option and in 

far more cases than a corporate client, will go to almost any length to make sure the seats are used 

for every game by either themselves or someone they know will use the tickets.  This is a critical dif-

ferentiator and a meaningful observation because I argue a person physically in a seat (regardless of 

what they paid to sit there) is worth more to a team or venue than an empty, but paid seat, and ob-

viously more than an empty unpaid seat. We can call it per capita-nomics.  

 

In college, I worked with a group in one of my sports management classes where we analyzed 

whether sports franchises should treat their fans like stockholders, with annual meetings, access to 

financial reports, and a Board of Directors made up of fans that would make recommendations to 

the team.  You have to admit, it is an interesting thought, and has worked to some degree with the 

Green Bay Packers basically being a public trust.  Let‟s take the stock market analogy one step fur-

ther, though.  What if teams treated their season-tickets as stock?  Meaning, what if season-ticket 

pricing had an element of negotiability?  

 

Admittedly, this might seem like a radical idea, but in a lot of ways, it‟s already happening.  Online 

sites like StubHub, TicketsNow, and RazorGator revolve on the free market system.  When an 

event is sold out and tickets are hard to come by, the consumer has to pay a premium.  If the par-
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ticular game is less than desired, the buyer may be able to get tickets at a discount.  Teams in all 

leagues give out countless number of “comps” and within sponsorship deals, tickets are sometimes 

sold at a discount or packaged as value-added.  But to the everyday customer, the season-ticket 

prices are set prior to the season and do not vary.  Even more disconcerting, these prices continue to 

rise year after year even though sales, for the majority of sports properties, are lagging. 

 

So what do these teams do to justify the higher cost?  They add more goodies, create new promo-

tions, and offer special discounts on merchandise and food.  If you took all of those expenses away, 

however, and returned that money to customers in the form of savings, one wonders what type of 

response that would elicit?  Regardless, once the season ticket holder community is tapped out, 

teams turn to individual game sales and offer all kinds of wacky promotions and special price points 

to entice people to come to the arena or stadium (http://eon.businesswire.com).  And why is that?  

Because of per capita-nomics.  The amount these particular buyers will spend in concessions, mer-

chandise, and parking easily trumps any prideful reason for the team to not sell the seat below „face 

value.‟      

 

This brings us to the last major flaw in the corporately held season-ticket design.  With crowds at 

less than capacity or filled with „suits‟, the impressions and impact an advertiser receives from its 

stadium/arena advertising is greatly reduced.  Now, when these companies actually use their season 

seats (assuming they still have them), they see a mostly disinterested group with whole seating sec-

tions empty.  If you are a B2C company what good is advertising to a bunch of other businesses, 

when your product is geared towards consumers?  Is that atmosphere worth a six-figure investment?  

In the same vein, it is interesting to note the growth of B2B companies entering into significant 

sports marketing partnerships in the last decade.  However, if the demand isn‟t there for the tickets, 

as a B2B business, the seats become an expense and not a business development investment.  It is a 

vicious cycle and its plaguing professional sports right now.       

     

The solution, as I alluded to earlier, might be giving fans a chance to negotiate their season ticket 

prices.  How would this work?  Let‟s try an example: Joe Fan owns two full-season upper deck seats 

for Team X, and has for a number of years.  Following a year where Joe took a pay cut at work and 

Team X suffered through its worst season in twenty years, Joe is considering giving up his seats.  

The two tickets together cost $1000 last season.  To get Joe‟s renewal, Team X has offered him a gift 

package valued at $100.  No matter, the $1000 is still too rich for Joe at this time.  The team then 

offers Joe a half-season package at $600.  Joe can afford this, but enjoyed his time as a full-season 

ticketholder and attended every game.   

 

Under the current season-ticket sales format, the interaction between Joe and Team X would end 

there, with Joe either unhappily purchasing a half-season plan and the team on the hook for selling 

the remaining half season of tickets, or declining the new package altogether.  Let‟s assume, for this 

exercise, he does purchase a half season‟s worth of tickets for an NBA team (40 tickets/20 games). 

Team X tries unsuccessfully to fill the seats with another half-season package and is forced to sell off    
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each game individually at fifty-percent the „face value‟ Joe paid per ticket.  They only sell 25% (5) 

of the remaining games (20) meaning that almost 40% of the total games will go unused.  Still with 

me (nod your head)?  If the team simply asked, Joe would have told them he had $750 available to 

spend and had the team given him the full-season package for that price, they would have actually 

come out ahead straight-up.  Add in the fact that the team did not have to spend $100 for a gift 

package and that Joe will have someone in his seats for every game buying concessions and mer-

chandise, you can see how a negotiable element to ticketing might work. 

 

There was a time about a year and a half ago that pundits described sports as “recession-proof.”  We 

now know that to be wishful thinking.  With everyone scrambling to hold onto partners and season-

ticket holders, front office executives have created all kinds of exotic promotions and offers to entice 

purchases and maintain relationships.  But with so many important purchases in life having an ele-

ment of negotiability – home prices, car buying, etc. – it‟s crazy not to at least consider a new, sim-

pler approach to ticket selling.  Remember, an empty seat can‟t pay for parking, can‟t buy a beer or 

a hat, and won‟t be able to react to your new LED‟s or in-game promotions.  Giving away any more 

than a handful of tickets each game will completely and utterly devalue your product so that‟s not 

the solution, but offering your die-hard fans a chance to “stay in the game” might be.  It‟s all about 

per capita-nomics.   
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People will always tell you they remember their “firsts.” It could be their first goal 

in a soccer game, their first layup in a basketball game, their first A on a report card, 

or maybe even their first kiss. I definitely remember all of those events in my life, 

but a more recent “first” is one that I will remember for a long time. My first time 

getting laid off. It was almost one month ago today (June 24th) when one of the coor-

dinators from Human Resources came into my department and told me and the rest 

of my co-workers the news that the company was making cuts, and we were a part of 

them. It was a tough thing to swallow. We‟re all  young, most of us a year or two out 

of  college, thinking that we were moving  in the right direction, and most importantly carrying 

hopes of  being promoted in due time. All of that came crashing down in a ten minute speech from 

human resources telling us that our position was “seasonal” and we had one week left of work. I 

would be lying if I didn‟t say I was extremely disappointed, because I definitely was, then again who 

wouldn‟t be? In a time where the economy is at the bottom of the barrel, and all you hear on the 

news is job cuts here, job cuts there, I couldn‟t help but panic a bit. I grinded out the last week of 

work and still did my job as if I had something to look forward to, knowing that it was all coming to 

an end in a few days.  

 

My first day of unemployment was an eventful one, as I knew I had no room to feel sorry for 

myself. I got on the computer,  searched the web, signed up to every possible job board, reached  out 

to alumni, re-connected  with  friends and bosses  from past jobs and internships, and  began to get 

my name out there. I was glad to hear back  from a lot of people that I had reached out to, but a lot 

of the responses had pretty much the same message “Hey Dan, it‟s great to hear from you, sorry to 

hear about you getting laid off,  unfortunately we are on  a hiring freeze….” If I never hear those 

words again, hiring freeze, I will be forever grateful. I began to feel as if those words were as bad as 

the worst possible curse word that‟s out there. “Hiring freeze,” it would just send a chill down my 

spine, and made me clench my fist, I almost felt like someone was insulting my mother. I at least felt 

that I was getting the attention of some people, and any kind of response is better than no response 

(an example of my optimism). I began talking to some friends that I knew were a bit older, who had 

jobs, and I wanted to see how they landed their positions. I found some relief in hearing that where 

they are now, wasn‟t easy to get to. Some of my friends and past classmates had gone through 

months of job hunting before finding their current job. They told me to be patient, and keep doing 

what I was doing and that something would eventually work out.  

 

With that being said I have gone on a fair amount of interviews since day one of being unemployed. 

New York, New Jersey, Connecticut, I feel like I am taking out the east coast one state at a time. I 

began to feel that if after only one month of being unemployed and I‟m busy going on all these inter-

views, employers must like what they are seeing, otherwise why would they bother to bring me in 

for an interview? I guess I just had very high expectations and felt that I could find a job right 

away, but I had to quickly realize that with the current times that we are in, it is not that easy. Pa-

tience and staying positive must be my strongest tools, and at some point, when it‟s meant to be 

something will click and in the end it will all work out. I think I‟m attacking and working this situa-

tion out to the best of my abilities, and this is without question the biggest test that I have ever en-

countered. It has certainly given my optimistic attitude its greatest challenge yet. I have not found 

a job at this moment, but I have gotten very close. I am actually waiting to hear a final decision to-

day from a firm, but haven‟t gotten anything back yet. No news is good news right?  There I go with 

the optimism again.  
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