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1

MAJOR EVENTS

1.1  Media/Advertising Revolves Around Major Events
The reasoning behind the huge investments in sports programming is that major

sporting events bring networks stronger affiliates and create an ideal platform to
promote prime-time shows along with the added opportunity to fill many hours of the
broadcast week with practical entertainment.  

    ________________________________________________________________

“In a fragmented culture, big sports events are

one of the ties that bind.”

      The Atlanta Journal-Constitution
    ________________________________________________________________

1.2  Belmont Stakes
Interest in the Belmont Stakes rides heavily on whether a horse running has a

shot at the Triple Crown.  In 2004, Smarty Jones, a favorite of racing fans, was the sixth
horse in eight years to travel to Belmont Park with hopes of becoming the Visa Triple
Crown winner.  This propelled the race to its all-time highest viewership in 2004.  In the
absence of a horse with a chance to win the Triple Crown, ratings dropped significantly
in 2005.

Ratings for the Belmont Stakes – full broadcast/race segment – have been as
follows (source:  Nielsen Media Research):
• 2001:   4.5/4.9
• 2002:   7.6/8.4
• 2003:   9.510.7

• 2004: 11.3/13.1
• 2005:   5.0/6.0

1.3  Daytona 500
NASCAR’s annual racing season kicks off in February with the Daytona 500. 

NBC and Fox trade off rights each year.  Ratings for the televised race have been as
follows:
• 2002: 10.9
• 2003:   9.8

• 2004: 10.6
• 2005: 10.9

Fox’s broadcast of the February 20, 2005 Daytona 500 tied with 2002 – the first
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Daytona 500 since Dale Earnhardt’s death at the end of the 2001 race – for the highest
rating ever.

1.4  Heavyweight Championship Bouts
Heavyweight championship bouts are available live to the public only on pay-

per-view television and are not broadcast on network television.  Viewership rides
heavily with the popularity of boxers, and the heavyweight division has lost the
following of many fans since the retirement of Lennox Lewis in early 2004.  The June
2002 Lennox Lewis vs. Mike Tyson fight drew 1.8 million PPV buys, the second highest
ever – behind only the second Evander Holyfield-Mike Tyson fight in 1997 – and
generated $103 million, a record.  No heavyweight championship bouts in 2003, 2004,
or 2005 have approached this viewership.

1.5  Indianapolis 500
The running of the Indianapolis 500 has become synonymous with the Memorial

Day weekend.  The race, 500 Festival, and associated weekend events have an
economic impact on the city of Indianapolis of approximately $340 million, according to
Sports Business Journal.  The seats at the Indianapolis Motor Speedway – the largest
sporting facility in the world with more than 250,000 permanent seats – are reserved
months before the race.

The 89  running of the Indianapolis 500 (Sunday, May 29, 2005) was televisedth

live on ABC, and posted a 6.5 Nielsen rating, a significant increase over the previous
year’s 4.1 rating.   The race was won by Don Wheldon.  Spurred by the popularity of
rookie sensation Danica Patrick, the 500 had more viewers nationally than the same-
day Coca-Cola 600 for the first time since 2000.

An ESPN Sports Poll, conducted by TNS Sports (www.tns-global.com), polled
U.S. sports fans about their level of interest in the Indianapolis 500.  The following were
responses:
• Very interested  10.9%
• Somewhat interested 16.1%
• A little bit interested  15.2%
• Not at all interested  57.8%

1.6  Kentucky Derby
NBC posted a 9.0 rating for the May 7, 2005 Kentucky Derby, won by long-shot

Giacomo.  This marked the fifth year of broadcasting the event by NBC.  Recent ratings
– full broadcast/race segment –  have been as follows  (source:  Nielsen Media
Research):
• 2001: 8.1/9.3
• 2002: 7.1/8.3
• 2003: 6.4/7.6

• 2004: 7.4/9.3
• 2005: 7.3/9.0

http://www.tns-global.com
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    ________________________________________________________________

“NBC has done a good job of promoting and

selling the Derby as an event, not in selling a

horse race.”

Mike Trager, Chairman
Clear Channel Event Television
USA Today

    ________________________________________________________________

According to a recent ESPN Sports Poll, U.S. sports fans level of interest in the
Kentucky Derby is as follows:
• Very interested    7.7%
• Somewhat interested 15.4%
• A little bit interested  14.8%
• Not at all interested  62.1%

1.7  Little League World Series
The Little League’s U.S. championship game – held annually in Williamsport,

Pennsylvania – and the world championship game have evolved into major events. 
The following are the recent ratings for the U.S. championship game (source:  Nielsen
Media Research):
• 2001: 3.7
• 2002: 3.5

• 2003: 2.6
• 2004: 1.6

    _________________________________________________________________

“Ratings for ABC’s coverage of the 2004 Little

League World Series fell to their lowest marks in

the last four years.  Network officials cited

competition with NBC’s August 13-29 coverage

of the Olympics as a reason for the decline.”

Sports Business Journal, 9/13/04
    _________________________________________________________________
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The world championship games, broadcast by ESPN, have had the following
ratings:
• 2001: 5.9
• 2002: 5.6

• 2003: 4.1
• 2004: 2.3

1.8  MLB All-Star Game
The MLB All-Star Game achieved an 8.8 rating in 2004, a decline of 7.4% from

2003.  The 2002 and 2003 All-Star Games had identical 9.5 Nielsen Ratings.  The
American League won the July 13, 2004 game, 9-4.  

    _________________________________________________________________

“The American League’s six-run, first-inning lead

in this year’s game was cited as a reason for the

ratings decline.”

Sports Business Journal, 7/26/04
    _________________________________________________________________
 

The following are the average ratings posted by male viewers in specific age
groups for Fox’s coverage of the 2003 MLB All-Star Game (sources:  Fox, Nielsen
Media Research, and Sports Business Journal):
• 18-to-34: 5.6
• 18-to-49: 6.6
• 25-to-54: 7.7

The 76  MLB All-Star Game was played on July 12, 2005 at Detroit’s Comericath

Park.
Among all-star games of the major sports, MLB has consistently had the highest

rating in recent years, followed by the NBA, NFL, NHL, and MLS.

1.9  MLS Cup
D.C. United completed its return to glory in the 2004 MLS Cup, winning its fourth

championship in nine seasons with a 3-2 victory against the Kansas City Wizards at the
Home Depot Center (Carson, California).  ABC’s coverage of the November 14, 2004
championship match had a national household rating of 0.8, an increase from 0.6 for
the 2003 championship game, but lagging the 1.4 average posted in each of the
league’s first two years, 1996 and 1997.

Local market ratings were 1.0 in New York, Los Angeles, and Philadelphia.

1.10  NBA All-Star Game
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The NBA All-Star game caps a two-week period in early February that includes
three annual all-star events.  The East defeated the West in the 2005 game, 125-115,
held February 16 at the Staples Center in Los Angeles.  The 2006 game will be held
Sunday, February 19, at the Toyota Center, home of the Houston Rockets.

Recent NBA All-Star games have had the following Nielsen Ratings (Source:
Nielsen Media Research and Sports Business Journal):
• 2000: 6.9 NBC)
• 2001: 5.1 (NBC)
• 2002: 8.2 (NBC)

• 2003: 8.2 (TNT)
• 2004: 6.2 (TNT)
• 2005: 4.9 (TNT)

 1.11  NBA Finals
The San Antonio Spurs defeated the Detroit Pistons in seven games in the 2005

NBA Finals.  Game-by-game television ratings were as follows:
• Game One (5/9/05)   7.2
• Game Two (6/12/05)   6.9
• Game Three (6/14/05)     7.2
• Game Four (6/16/05)   8.4
• Game Five (6/19/05)   8.6
• Game Six (6/21/05)   8.8
• Game Seven (6/23/05) 11.9

The NBA Finals had an average of 21.4 million TV viewers between 1997 and
2002, according to an analysis of Nielsen Media Research data by USA Today. 
Recent ratings have been as follows:
• 1998: 18.7  (NBC)
• 1999: 11.3  (NBC)
• 2000: 11.6  (NBC)
• 2001: 12.1  (NBC)

• 2002: 10.2  (NBC)
• 2003:   6.5  (ABC)
• 2004: 11.5  (ABC)

1.12  NCAA Division I Men’s Basketball Tournament
The NCAA Basketball Championships had an average of 25.1 million TV viewers

between 1997 and 2002, according to an analysis of Nielsen Media Research data by
USA Today.

The following are Nielsen Ratings of recent championship final games,
broadcast by CBS:
• Maryland vs. Indiana (April 1, 2002)  15.0
• Syracuse vs. Kansas (April 7, 2003)  12.6
• Georgia Tech vs. University of Connecticut (April 5, 2004) 11.0
• Illinois vs. North Carolina (April 4, 2005) 15.0

According to a recent ESPN Sports Poll, U.S. sports fans level of interest in the
NCAA Division I Men’s Basketball Tournament is as follows:
• Very interested  23.1%
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• Somewhat interested 18.0%
• A little bit interested  15.5%
• Not at all interested  43.4%

1.13  NCAA Women’s Final Four Championship Game
ESPN’s broadcast of the NCAA Women’s Final Four Championship Game (April

5, 2005), won by Baylor in a 84-62 defeat of Michigan State, had a 2.2 national rating
by Nielsen Media Research.  The 2004 Championship Game (Tennessee vs. University
of Connecticut) posted a 3.5 rating.

1.14  NFL Pro Bowl
The NFL Pro Bowl is held annually in Honolulu, two-weeks following the Super

Bowl.  Recent games have had Nielsen Ratings as follows (Source: Nielsen Media
Research and Sports Business Journal):
• 1998: 7.9 (ABC)
• 1999: 7.9 (ABC)
• 2000: 8.6 (ABC)
• 2001: 4.7 (ABC)

• 2002: 4.3 (ABC)
• 2003: 5.9 (ABC)
• 2004: 3.9 (ESPN)
• 2005: 4.1 (ESPN)

1.15  NHL All-Star Game
The Eastern Conference prevailed in the 54  NHL All-Star Game with a 6-4 winth

at the Xcel Energy Center (St. Paul, Minnesota) on February 8, 2004.
The following are recent TV ratings posted for broadcasts of recent NHL All-Star

Games on ABC (change from previous year in parenthesis):
• 2000: 2.7 (22.7%)
• 2001: 1.7 (-37.0%)
• 2002: 1.8 (5.9%)

• 2003: 1.7 (-5.6%)
• 2004: 1.8 (5.9%)

1.16  Olympics, Summer
NBC paid $793 million for U.S. rights fees for the 2004 Summer Olympics, held

in Athens, Greece.  The following were the top Olympic programs airing on the network:
• Women’s gymnastics, individual all-around (August 19, 2004) 19.3 rating
• Women’s gymnastics, team competition (August 17, 2004) 18.3 rating
• Men’s gymnastics, individual all-around (August 18, 2004) 17.3 rating
• Men’s gymnastics, team competition (August 16, 2004) 16.6 rating
• Gymnastics individual event competition (August 23, 2004) 16.4 rating

NBC averaged 16.17 million households per evening during its second and final
week of prime time coverage of the Olympics, making it the most-watched television
network for each of its 17 nights of Olympic programming in 2004, according to Sports
Business Journal.  The network averaged 7.92 million households per evening in prime
time prior to the start of the games.  Its 17-day Olympic coverage average was 14.77
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million households, up 9% from the 2000 Games in Sydney.
For comparison, NBC posted a 13.8 household average for its 7:00 p.m. to

midnight Sydney Games coverage in 2000.  Its ratings for the 8:00 p.m. to 11:00 p.m.
window averaged 14.8.  The Atlanta Games in 1996 had a 21.6 average prime-time
rating, attracting 210 million viewers over two weeks.

U.S. Olympic Committee (USOC) sponsors are Allstate, AT&T, Bank of America,
BlueCross BlueShield, Budweiser, ChevronTexaco, Gateway, General Motors,
Hallmark, Home Depot, Jet Set Sports, Kellogg’s, Lucent Technologies, Marker,
Monster.com, Nu Skin, Office Depot, Qwest, Sensormatic, Swatch, United Airlines, and
Utah Power.

In 2008, Beijing, China will host Summer Olympics XXIX.  NBC will pay $894
million for broadcast rights for the 2008 games, and $1.18 billion for the 2012 games to
be held in London.  

1.17  Olympics, Winter
NBC paid $545 million in rights fees to get the Salt Lake City games, part of a

$3.5 billion package of five Olympic Games from 2000 through 2008.  Total
programming time, excluding commercials, of the 2002 Winter Olympics that aired on
NBC, CNBC, and MSNBC was 183 hours and six minutes.  NBC generated
approximately $720 million in ad sales, according to an estimate by USA Today, turning
a profit of $65 million to $75 million.

Among the major advertisers securing time on NBC’s coverage were Office
Depot, Delta Air Lines, General Motors, Anheuser-Busch, Coca-Cola, Xerox, Home
Depot, Bank of America, Visa, UPS, AT&T, and Texaco.  Most of these companies
came aboard via multi-Olympic Games deals that were cut prior to the 2002 Summer
Games in Sydney.  The price tag for a 30-second spot on NBC’s prime-time broadcasts
was estimated by Sports Business Journal to be about $650,000 to $675,000.

According to Initiative Marketing, 25% of consumers say they are “more likely” to
buy products from Olympic sponsors, and 55% agree that “companies supporting
athletes should be supported by consumers.”

The following were the most watched Winter Olympic events, based on Nielsen
Media Research ratings (number of households watching in parenthesis):
• Women’s Figure Skating (February 21, 2002)  26.8 (28.2 million)
• Women’s Figure Skating (February 19, 2002)  22.3 (23.6 million)
• Closing Ceremony (February 24, 2002)  22.3 (23.5 million)
• Pairs Figure Skating (February 11, 2002)  19.6 (20.7 million)
• Men’s Short-Track Speed Skating (February 20, 2002) 19.5 (20.6 million)

Viewers indicated their favorite Winter Olympic events as follows (sources: 
Initiative Media North America and USA Today):
• Figure skating 62%
• Downhill skiing 47%
• Bobsled  46%
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• Opening ceremonies 39%
• Giant slalom  33%
• Speed skating     32%
• Closing ceremonies  30%

The previous Winter Olympics, the 1998 Nagano Games, delivered a 16.3
household average on CBS.  Post-September 11 patriotism played a role in increasing
2002 games’ popularity.  An NBC survey found 90% of Americans were proud that the
U.S. was hosting the games, and 55% felt the Salt Lake City Games were more
important than past games.

The fact that the games were held in the U.S. and that the telecasts were live
rather than pre-recorded also helped ratings.  NBC parlayed the Olympic success
network-wide, locking up the prime-time network sweeps race in both total viewers and
adults aged 18-to-39 for the entire 2001-2002 season. 

The 2006 Winter Olympic games will be held in Torino, Turin, Italy, and in 2010
in Vancouver, British Columbia; both will be broadcast by NBC.  U.S. rights fees are
$613 million for 2006 and $820 for 2010.  

1.18  Rose Bowl
The ABC broadcast of the January 1, 2005 Rose Bowl presented by Citi

(Michigan vs. Texas) had a 12.4 Nielsen rating.  The 2004 Rose Bowl presented by
AT&T had a 14.3 rating.
  In conjunction with the football game, the Rose Bowl Parade, which is also
televised, is one of the biggest events in the U.S., with an estimated one million
spectators.  The 2005 game had an attendance of 93,468.

1.19  Stanley Cup Finals
The Tampa Bay Lightning captured the 2004 Stanley Cup, defeating the Calgary

Flames in seven games.  ABC’s broadcast of Game 7 captured a 4.2 rating.  The
decline from a 4.6 rating was largely attributed to the fact that the 2003 matchup of the 
New Jersey Devils and the Mighty Ducks of Anaheim was considered one of the best
finals in recent years, and the most-watched NHL game in the U.S. on broadcast
television since Game 6 of the 1974 finals between the Flyers and Bruins.  Leading up
to the final game on June 7, 2004, Games 4, 5, and 6 had ratings of 2.1, 2.5, and 2.7,
respectively.

The following is a summary of recent Stanley Cup ratings (sources:  Sports
Business Journal [6/14/04] and the networks:

ABC ESPN
• 2002: 3.7 (3 telecasts) 2.8 (2 telecasts)
• 2003: 2.9 (5 telecasts) 1.2 (2 telecasts)
• 2004: 2.6 (5 telecasts) 1.2 (2 telecasts)

The Stanley Cup Finals had an average of 5.3 million TV viewers between 1997
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and 2002, according to an analysis of Nielsen Media Research data by USA Today.

1.20  Super Bowl
The Super Bowl is, by far, the biggest TV event of the year.  Recent ratings have

been as follows (sources:  Nielsen Media Research and Sports Business Journal):
• Super Bowl XXXII (1998)  44.5 (NBC)
• Super Bowl XXXIII (1999) 40.2 (Fox)
• Super Bowl XXXIV (2000)  43.3 (ABC)
• Super Bowl XXXV (2001)  40.4 (CBS)
• Super Bowl XXXVI (2002)  40.4 (Fox)
• Super Bowl XXXVII (2003)  40.7 (ABC)
• Super Bowl XXXVIII (2004) 41.4 (CBS)
• Super Bowl XXXIX (2005) 41.1 (Fox)

According to Fox, 133.7 million total viewers tuned in at some point during Super
Bowl XXXIX, giving the network its most watched evening ever.  Based on adults aged
18-to-49, however, 33.2 million viewers in the demographic were 2.5 million short of the
35.7 million on CBS in 2004.  The half-time show with Paul McCartney averaged a 40.1
household rating, down 4% from the 41.6 rating in the lead-in half-hour. 

While the overall household rating in 2005 was down less than 1%, to a 41.1
from a 41.4 in 2004, the drops were slightly more pronounced among men.  Viewing by
men 18 and older was off by 5%, the key male 18-to-34 group saw a 6% decline, and
the male 18-to-49 group showed the sharpest decline, 9%.  Only men 50 and older
showed an increase, 2%.

Data from Nielsen Media Research showed that the New England Patriots' third
Super Bowl victory – and the teams' second consecutive win – drew a solid 43.4 rating
overall in metered markets (the country's 56 largest markets, about 70% of U.S.
households) down slightly from 2004's 44.2 rating.  Boston drew a 53.1 metered market
rating, compared to a 56.0 for Philadelphia.  Los Angeles, another key market, drew a
37.3, according to Nielsen. 

The Super Bowl’s advertising lineup has become its own high-stakes
competition for marketers who produce the most provocative and of-the-moment ads
they can.  The Super Bowl is an ideal launch pad for a new product, new company, or
name change.

    ________________________________________________________________

“The Super Bowl has become an American

cultural ceremony, the gathering place to see

what is big, dynamic and cool.”

       The Wall Street Journal 
    ________________________________________________________________
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The Super Bowl audience is approximately 57% male.  Most broadcast sports
events typically have a 70% male audience, so the Super Bowl actually attracts more
women than other events.  Worldwide, viewership is estimated at 800 million.

The Super Bowl has become the top at-home party event of the year, surpassing
New Year’s Eve.  Behind only Thanksgiving, Super Sunday is the second biggest day
of food consumption.  

Super Bowl XXXX will be at Ford Field (Detroit, Michigan), February 5, 2006. 
The 2007 and 2008 Super Bowls will be at Pro Player Stadium (Miami, Florida) and
Cardinals Stadium (Glendale, Arizona), respectively.

1.21  The Masters
The final round of the Masters, broadcast on CBS, has had the following TV

viewer ratings (sources:  Nielsen Media Research and Sports Business Journal):
• 2002: 9.2
• 2003: 8.3
• 2004: 7.3

Fighting pressure to accept women members, the Augusta National Golf Club,
where the Masters is played, made an unprecedented decision in August 2002 to cut
all outside sponsorship ties.  Rather than allowing tournament sponsors to face
pressure from the National Council of Women’s Organizations, which wanted Augusta
National to admit a female member, club chairman, Hootie Johnson, decided not to
renew the annual contracts with its three corporate sponsors:  Coca-Cola, Citigroup,
and IBM – the only companies that were allowed to buy ads during the CBS broadcast.

According to a recent ESPN Sports Poll, U.S. sports fans level of interest in The
Masters is as follows:
• Very interested  16.7%
• Somewhat interested 14.4%
• A little bit interested  14.6%
• Not at all interested  54.3%

1.22  The Preakness
The Preakness, held in Baltimore, Maryland, annually in mid-May, has posted

the following recent ratings – full broadcast/race segment (source:  Nielsen Media
Research):
• 2001: 5.6/6.4
• 2002: 5.7/6.5
• 2003: 5.0/5.7

• 2004: 6.1/7.7
• 2005: 5.1/6.3

The 130  running of the Preakness Stakes was held May 21, 2005 at Pimlicoth

Race Course.  Although the broadcast had a significantly lower rating than in 2004 –
when fan favorite Smarty Jones had a legitimate chance to win a triple crown –
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viewership in 2005 was in line with that experienced in 2001 and 2002, and significantly
higher than in 2003.

1.23  Tour de France
The 21-stage, 2,227-mile Tour de France, the world’s premier cycling stage

race, is held annually in July.
CBS’ coverage of Lance Armstrong’s record sixth straight Tour de France win

earned a lower average rating in 2004 than the network’s 2003 coverage.  Final
weekend ratings have been as follows (sources:  Nielsen Media Research and Sports
Business Journal):
• 2001: 1.6
• 2002: 1.5

• 2003: 2.2
• 2004: 1.8

Outdoor Life Network’s live race coverage in 2004, which aired from 8:30 a.m. to
11:00 a.m., scored a 0.62 rating.

Lance Armstrong announced in April 2005 that he will retire from competition
following the July 2005 Tour de France.

    _________________________________________________________________

“Considering the way that Lance Armstrong has

dominated the sport of professional cycling for

the last few years, you’d think the people whose

livelihoods are attached to the sport would be

more than a little worried about life after Lance”

Sports Business Journal, 4/17/05
    _________________________________________________________________
 

1.24  U.S. Figure Skating Championships
Ratings of the ABC-broadcast U.S. Figure Skating Championships (late slot)

have been as follows (Source:  Nielsen Media Research and Sports Business Journal):
• 1997:   7.2
• 1998: 11.5
• 1999:   6.7
• 2000:   7.7
• 2001:   6.0

• 2002:   3.4
• 2003:   6.0
• 2004:   4.5
• 2005:   4.9

The top marks of recent years came in 1998, in advance of the Winter Olympics
in Nagano, Japan.  The 2005 State Farm U.S. Figure Skating Championships were
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held January 9-16 in Portland, Oregon.  The 2006 championships will be held in St.
Louis, Missouri, January 7-15.

1.25  U.S. Open (Golf)
The U.S. Open, broadcast on NBC, has had the following TV viewer ratings

(sources:  Nielsen Media Research and Sports Business Journal):
• 2002: 8.9
• 2003: 4.9
• 2004: 5.5

The U.S. Open is recognized as an unprecedented opportunity for corporations
to socialize with their clients and customers.  The tournament attracts about 80
corporate tents each year, with costs ranging from $85,000 to $175,000 (excluding food
and interior design).  MSG Promotions handles corporate hospitality for the U.S. Golf
Association.

1.26  U.S. Open (Tennis)
The U.S. Open has had the following viewer ratings (sources:  Nielsen Media

Research and Sports Business Journal):
Women’s Final Men’s Final All Telecasts

• 2002: 5.2 6.2 3.0
• 2003: 2.5 3.5 2.0
• 2004: 2.2 2.5 1.8

Television viewing of the U.S. Open has declined dramatically over the past
three years.  The 2.5 rating for the women’s final in 2003 was the lowest rating for that
event since 1978; the event dropped another 12% in 2004.  A major reason for declined
viewing was that the final matches featured no Americans in 2004 and only one (Andy
Roddick) in 2003.

Attendance, however, increased significantly after the event moved to Arthur
Ashe Stadium in New York.  Annual attendance is more than 600,000 for the two-week
event.  The 2003 U.S. Open had revenue of $173.7 million, with about 60% coming
from TV and sponsorship, and 40% from tickets, merchandise, and food sales.

The U.S. Open, preceded by the Australian Open, French Open, and
Wimbledon, is the final event of four Grand Slam tennis.

The U.S. Open Tennis Championship is switching the color of its courts from
green to blue in 2005 to create a more TV-friendly game.  The color transformation will
carry over to the 10 tournaments that compose the U.S. Open Series, the branded
circuit of events that constitute a summer tennis swing concluding with America’s Grand
Slam.
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1.27  Wimbledon
Wimbledon’s history, elegance and timeless grass-court setting insure its special

place in sports.  The 2004 event was broadcast by both NBC and TNT.  The popularity
of the Williams sisters, Venus and Serena, has brought the ladies’ matches to a new
level.  The 2004 Ladies’ Finals, won by Serena Williams, had a Nielsen Rating of 3.1,
an increase from 2.9 in 2003, and a decline from 3.4 in 2002.  The 2003 Men’s Finals,
won by Marat Safin, posted a 2.8 rating, increasing from 2.2 in 2003, and 2.4 in 2002.

According to a recent ESPN Sports Poll, U.S. sports fans level of interest in
Wimbledon is as follows:
• Very interested  10.0%
• Somewhat interested 14.7%
• A little bit interested  14.1%
• Not at all interested  61.2%

U.S. sponsors of Wimbledon in 2004 were American Express, Coca-Cola, Hertz,
and IBM.

1.28  World Cup
Although its popularity is only modest in the U.S., the World Cup is, arguably,

the “biggest show on earth.”  There were approximately 40 billion global viewers of the
64 matches of 2002.  The Federation Internationale de Football Association (FIFA,
Zurich) netted over $750 million for broadcast rights to the 2002 championship, co-
hosted by South Korea and Japan.

World Cup sponsors, including McDonald’s, Coca-Cola, and Anheuser-Busch,
invested about $28 million to spread their brands worldwide.  One U.S. company,
Avaya, Inc (www.avaya.com), a Lucent spin-off, invested $100 million for a two-nation
telecommunications system used by those who run the event.  There were no TV
commercials during game action, but the Avaya name was on the field’s walls and its
name was broadcast as a TV banner during parts of the games.

The World Cup Final (June 30, 2002), where Brazil defeated Germany, had a
2.5 rating, with 2.67 million viewers.  The final U.S. game, against Germany (June 21),
had a 3.5 rating, with 3.77 million viewers.

The 2006 men’s World Cup will be in Berlin, Germany.  The FIFA has
announced that 3.2 million tickets will be available for the tournament, with prices as
high as $733.50.

In May 2004, it was announced that the 2010 World Cup will be held in South
Africa.  The South African bid committee estimated the World Cup will be worth $3.1
billion to the nation’s economy and create 160,000 jobs.

1.29  World Figure Skating Championships
The 2004 World Figure Skating Championships, held in Dortmund, Germany,

were attended by 65,000 people.  Russian skaters won the gold medal in the Pairs
competition, in the Mens, and in the Ice Dance.  The only other nation to take a gold
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medal was Japan, winning the ladies competition.  The ABC broadcast of the finals on
March 27 had a 5.4 Nielsen rating.

1.30  World Series
The World Series, which celebrated its 101  birthday in 2004, saw the Bostonst

Red Sox beat the St. Louis Cardinals in four consecutive games.  The four games,
broadcast by Fox, posted a 15.8 average national rating, the highest in five years.  The
ratings topped the previous year (Florida Marlins vs. New York Yankees) by 23%.

    _________________________________________________________________

“Traditionally, the network that televised a four-

game sweep in the World Series was another

losing team.  Not so this year.”

USA Today, 10/29/04
    _________________________________________________________________
 

National ratings for the four games of the 2004 World Series were 13.7, 15.9,
15.7, and 18.2, respectively.

Fox sold out the four World Series games at premium prices, reaching more
than $23 million a game, on top of the two League Championship Series going the
maximum seven games.

Game 7 of the ALCS (Boston Red Sox vs. New York Yankees) had a 19.4
Nielsen rating, while Game 7 of the NLCS (St. Louis Cardinals vs. Houston Astros)
pulled a 13.0.

    _________________________________________________________________

“Of course, when you get four games, there's no

question you're leaving money on the table.  But

when you have a World Series that averages over

a 15 rating, you're going to a large number of

eyeballs.  Our baseball postseason has

dominated October, helping make Fox the No. 1

network in the new (prime-time) season.”

Ed Goren, President
Fox Sports
USA Today, 10/29/04

    _________________________________________________________________
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1.31  X Games, Summer

X Games X, held August 5-8, 2004 in Los Angeles, shattered 2003's household
average (the previous record) by 47% according to Nielsen Media Research.  The
event also reached record highs in several major demographic categories. The 10th

annual games marked the first time that the X Games was televised completely live. 
ESPN provided the following summary of X Games X viewership:
• Including all telecasts, across all dayparts on ABC Sports, ESPN, and ESPN2, the

three networks garnered an average of 996,074 households, the highest in the
event’s 10-year history and a 47% increase from the 676,357 average households
for X Games IX (2003). 

• The 2004 event was the most-watched X Games ever among key demographic
categories, including people aged 12-to-24 (25% from 2003), men 12-to-24 (18%),
people 12-to-17 (12%), and men aged 12-to-17 (12%). 
For primetime telecasts, ESPN’s ratings averaged a 1.0, a 43% increase from 2003,
while ABC Sports’ overall average increased by 13% to a 1.7.

• The following were the highest event ratings:
-  August 8, 2004, 8:00 p.m.: 2.2
-  August 8, 2004, 4:00 p.m.: 1.7
-  August 7, 2004, 4:00 p.m.: 1.2

1.32  X Games, Winter
The 2004 Winter X Games, held January 24-27 in Aspen, Colorado, marked the

first time a winter X Games event featured live telecasts of the competitions.  The
following are ratings for ABC telecasts since the games inception in 1997:
• 1997: 1.8
• 1998: 1.3
• 1999: 1.5
• 2000: 1.5

• 2001: 1.7
• 2002: 1.9
• 2003: 1.7
• 2004: 1.6

In 2003, the three networks broadcasting the games (ABC, ESPN, and ESPN2)
posted an average viewership of 412,673 households for their coverage, an increase of
33% over the 2002 event.
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2

SPECTATOR SPORTS

2.1  Market Assessment
According to Sports Business Journal, the annual market for spectator sports is

$26.1 billion, distributed as follows:
• General admission gate receipts  $11.7 billion
• On-site game-day concessions/merchandise/parking  $10.7 billion
• Premium seating  $  3.7 billion
 
2.2  The American Sports Fan

A 2004 ESPN Sports Poll, conducted by TNS Sports (www.tns-global.com),
reported by Sports Business Journal (March 21, 2005), found the following percentages
of U.S. adults were fans of specific sports (change from previous year in parenthesis):
• NFL  67.5% (2.0%)
• MLB  60.1% (2.4%)
• College football  56.1% (0.5%)
• NBA  48.5% (no change)
• Figure skating  46.8% (-2.5%)
• College basketball 46.3% (1.5%)
• Extreme sports 43.6% (-1.6%)
• NASCAR  43.4% (0.5%)
• Horse racing  37.4% (5.1%)
• Fishing 36.6% (1.9%)
• PGA  36.4% (-2.4%)
• Boxing  38.2% (0.6%)
• NHL  32.7% (-4.1%)
• WNBA  32.0% (-2.1%)
• WTA  31.5% (-5.4%)

Total sports event attendance (combined professional and college) in 2003 was
470.5 million, according to Sports Business Daily.  Total attendance by sport was as
follows:
• Baseball  120.3 million
• Football    72.0 million
• Basketball    67.2 million
• Hockey    60.7 million
• Auto racing    35.9 million
• Horse racing    30.6 million

http://www.tns-global.com
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• Rodeo    23.6 million
• Golf    12.5 million
• Soccer      7.2 million
• Greyhound racing      6.4 million
• Action sports      4.1 million
• Tennis       3.4 million
• Volleyball      2.7 million
• Lacrosse      1.2 million
• Bowling         538,000
• Curling         458,000
• Figure skating          349,000
• Other   21.4 million
(note:  ‘other” includes track and field, boxing and other Olympic sports)  

A Harris Poll found people’s favorite sports are as follows:
• Football  27% in 2002, compared with 24% in 1985
• Baseball  14% in 2002, compared with 23% in 1985
• Basketball  11% in 2002, compared with 6% in 1985

More than 25% of children tune in to sports media on a daily basis, according to
American Demographics.  A recent ESPN Sports Poll found children’s favorite sports
leagues were as follows:
• NBA 31.4% •   MLS 15.9%
• NFL 24.3% •   NHL   5.8%
• MLB   7.4%

The following percentages of children aged 7-to-11 responded in an ESPN Poll
that they were fans of various professional sports (source:  Sports Business Journal,
September 13, 2004):
• NBA 76.9% •  MLS  61.6%
• NFL 69.2% •  NASCAR 56.6%
• MLB 68.7% •  NHL 49.9%

In the same poll, 67.8%, 67.6%, and 59.5% of young fans considered
themselves fans of college basketball, alternative sports, and college sports,
respectively.

2.3  Major League Sports
This section provides market data on the five major sports leagues.

2.3.1  Ticket Prices
According to Team Marketing Report (www.teammarketing.com), average ticket

prices for professional sports are as follows (change from previous season in

http://www.teammarketing.com
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parenthesis):
• National Football League (2004)  $54.75 (4.9%)
• National Basketball Association (2003-2004) $44.68 (1.6%)
• National Hockey League (2003-2004)  $43.57 (1.6%)
• Major League Baseball (2004)  $19.82 (3.9%)
• Minor League Baseball (2004) $  6.01 (n/a)

2.3.2  Fan Cost Index
According to Team Marketing Report, the Fan Cost Index (FCI) for the

professional sports leagues are as follows (change from previous season in
parenthesis):
• National Football League (2004)  $321.62 (4.3%)
• National Basketball Association (2003-2004) $261.26 (1.8%)
• National Hockey League (2003-2004)  $253.65 (2.8%)
• Major League Baseball (2004)  $155.52 (2.8%)
• Minor League Baseball (2004) $  80.61 (n/a)

FCI comprises the price of two (2) adult average-price tickets, two (2) child
average-price tickets, two (2) small draft beers, four (4) small soft drinks, four (4)
regular-size hot dogs, parking for one (1) car, two (2) game programs, and two (2)
least-expensive, adult-size caps. 

2.3.3  Major League Baseball
The Major League Baseball (MLB) season includes 2,429 regular season games

with 30 teams:
Regular season average game attendance has been as follows:

• 1997: 28,288  
• 1998: 28,935
• 1999: 28,887
• 2000: 29,950

• 2001: 30,045
• 2002: 28,166
• 2003: 28,046
• 2004: 31,402

Individual team attendance averages ranged from 47,788 for the New York
Yankees to 9,356 for the Montreal Expos.  Team-by-team attendance for 2004 is
available online at http://sports.espn.go.com/mlb/attendance.

Regular-season broadcast network ratings for MLB have been as follows
(sources:  Nielsen Media Research and Sports Business Journal):
• 2000: 2.6
• 2001: 2.6
• 2002: 2.5

• 2003: 2.7
• 2004: 2.7

Regular-season cable network ratings have been as follows:
• 2000: 1.3
• 2001: 1.2

• 2002: 0.8

http://sports.espn.go.com/mlb/attendance


The 2006 Sports  Business Market Res earch Han dbook  
•  19  •

• 2003: 1.0
• 2004: 1.1

Baseball ticket prices have more than doubled in a decade, three times greater
than the growth of the Consumer Price Index.

MLB official sponsors in 2004 were Budweiser, Century 21 Real Estate Crop.,
Frito-Lay, Gatorade/Tropicana, Gillette, John Hancock Financial Services Inc., Kraft
Foods (Post), MasterCard International Inc., MBNA Corp., Pepsi-Cola, Pfizer (Viagra),
RadioShack, and RealNetworks.

MLB fan demographics are as follows (sources:  Sports Business Journal and
ESPN Sports Poll):
Gender
• Male 53.4%
• Female  46.6%

Ethnicity
• White  73.0%
• African-American 10.8%
• Hispanic  11.8%
• Asian    0.9%
• Other    3.5%

Household income
• Under $20,000:  17.7%
• $20,000-$29,999:  15.3%
• $30,000-$49,999:  27.7%
• $50,000-$99,999:  29.2%
• $100,000-$149,999:   6.6%
• Over $150,000:    3.6%

Television ratings during the regular season in 2004 were as follows (sources: 
Sports Business Journal and the networks):
• Fox     2.7
• ESPN     1.1
• ESPN2     0.6
• FSN affiliates     3.6
• TBS     0.7

2.3.4  Major League Soccer
Major League Soccer (MLS) includes 192 regular season games and 12 teams.
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Regular season average game attendance has been as follows:
• 1996: 17,406
• 1997: 14,619  
• 1998: 14,312
• 1999: 14,282
• 2000: 13,756

• 2001: 14,961
• 2002: 15,882
• 2003: 14,898
• 2004: 15,559

MLS attendance increased significantly at games when the 14-year old star
Freddy Adu debuted as a professional player.  The most dramatic increase was the
Colorado Rapids home games, which averaged 12,963 attendance in 2004; the game
against D.C. United (Adu’s team) drew 31,443.

    _________________________________________________________________

“There certainly has not been an American

[soccer] player that has broken through to the

point Adu has broken through.  Years ago you

could argue Pele.”

Don Garber, Commissioner
Major League Soccer
Sports Business Daily, 11/8/04

    _________________________________________________________________
 

Regular-season broadcast network ratings for MLS have been as follows
(sources:  Nielsen Media Research and Sports Business Journal):
• 2000: 0.7
• 2001: n/a
• 2002: 0.8

• 2003: 1.0
• 2004: 1.3

Regular-season cable network ratings have been as follows:
• 2000: 0.2
• 2001: 0.2
• 2002: 0.2

• 2003: 0.2
• 2004: 0.2

MLS has experienced a combined loss of $250 million since 1996, according to
Fortune.  Multi-billionaire Phil Anschutz owns 5½ of the league’s 10 teams.

ESPN2 had an average 0.18 Nielsen rating (153,000 households) for 25 MLS
games broadcast in 2003.

The following are MLS’ official sponsors:  Aquafina, Budweiser, Frito-Lay,
Gatorade, Honda, Pepsi, RadioShack, U.S. Soccer Foundation, and Yahoo! Sports. 
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Corporate partners were ADT, Mardi Gras, MBNA America, Nestle Milo, and
Panasonic.

MLS fan demographics are as follows (sources:  Sports Business Journal and
ESPN Sports Poll):
Gender
• Male 51.5%
• Female 48.5%

Ethnicity
• White 63.4%
• African-American 11.3%
• Hispanic 19.2%
• Asian   1.6%
• Other   4.5%

Household income
• Under $20,000: 17.3%
• $20,000-$29,999: 15.9%
• $30,000-$49,999: 26.2%
• $50,000-$99,999: 29.2%
• $100,000-$149,999:   7.5%
• Over $150,000:   3.9%

Major League Soccer will expand by two teams in 2005 – CD Chivas USA will be
based in Los Angeles and Real Salt Lake will be based in Utah.

2.3.5  National Basketball Association
The National Basketball Association (NBA) season includes 1,189 regular

season games and 29 teams.  Regular season average game attendance has been as
follows:
• 1997-1998: 17,135
• 1998-1999: 16,738
• 1999-2000: 16,135
• 2000-2001: 16,784

• 2001-2002: 16,974
• 2002-2003: 16,883
• 2003-2004: 16,994
• 2004-2005: 17,314

Individual team attendance averages ranged from 22,076 for the Detroit Pistons
to 14,221 for the New Orleans Hornets.  Team-by-team attendance for 2004 is
available online at http://sports.espn.go.com/nba/attendance.

http://sports.espn.go.com/nba/attendance
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   _________________________________________________________________

“The NBA shrugged off a player-fan brawl, the

decline of the Los Angeles Lakers and the lack of

any superstar rookies to set regular attendance

marks this season.”

Sports Business Journal, 4/25/05
    _________________________________________________________________
 

Regular-season broadcast network ratings for the NBA have been as follows
(sources:  Nielsen Media Research and Sports Business Journal):
• 2000: 3.0
• 2001: 2.9
• 2002: 2.6

• 2003: 2.4
• 2004: 2.3

Regular-season cable network ratings have been as follows:
• 2000: 1.1
• 2001: 1.2
• 2002: 1.2

• 2003: 1.4
• 2004: 1.3

NBA marketing partners are Adidas, America Online, American Express,
Anheuser-Busch, Sprite, Dell, Gatorade, the Got Milk? ad campaign, Lego, MBNA,
McDonald’s, Nestlé USA, Nike, Novartis Pharmaceutical (Lamasil), RealNetworks,
Reebok, Southwest Airlines, Speed Stick, and Verizon Wireless.

With approximately 20% of the league’s 350 players being non-U.S. born
citizens, the NBA is aggressively marketing itself worldwide.  The popularity of #1 2002
draft choice Yao Ming (Houston Rockets) has increased popularity of the league in
China.

According to a 2004 survey by Scarborough Sports Marketing
(www.scarborough.com/sports.htm), 22% of consumers consider themselves to be loyal
fans of the NBA; 60% of these fans are male.

NBA fan demographics are as follows (sources:  Sports Business Journal
[10/25/04] and ESPN Sports Poll):
Gender
• Male  60%
• Female 40%

Ethnicity
• White  76%
• African-American 18%
• Asian    3%

http://www.scarborough.com/sports.htm
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• Other    3%

Household income
• Under $25,000:  12%
• $25,000-$35,000:  12%
• $35,000-$50,000:  21%
• $50,000-$75,000:  20%
• Over $75,000:  34%

2.3.6  National Football League
The National Football League (NFL) season includes 248 regular season games

and 31 teams.
Regular season average game attendance has been as follows:

• 1997: 62,364
• 1998: 64,020
• 1999: 65,349
• 2000: 66,896

• 2001: 65,187
• 2002: 66,282
• 2003: 66,328
• 2004: 67,462

Individual team attendance averages ranged from 87,833 for the Washington
Redskins to 37,533 for the Arizona Cardinals.  Team-by-team attendance for 2004 is
available online at http://sports.espn.go.com/nfl/attendance.

Regular-season broadcast network ratings for the NFL have been as follows
(sources:  Nielsen Media Research and Sports Business Journal):
• 2000: 10.7
• 2001: 10.1
• 2002: 10.4

• 2003: 10.2
• 2004: 10.1

Regular-season cable network ratings have been as follows:
• 2000: 7.1
• 2001: 6.3
• 2002: 7.4

• 2003: 7.7
• 2004: 7.5

The following were the highest-rated nationally televised games in 2004:
• Minnesota vs. Green Bay, November 14, 2004, on Fox 14.0
• New England vs. Pittsburgh, October 31, 2004, on CBS 13.8
• Jacksonville vs. Green Bay, December 19, 2004, on CBS 13.7

Ratings in 2004 for ABC’s broadcast of Monday Night Football were the lowest in
the show’s 35-year history.  Still, the 10.9 average rating – a 4.3% decline from 11.5 in
2003 – ranked among the 2004 season’s most-watched series.  The Monday night
games experienced competition from MLB playoff games in the middle of the season. 
First-run episodes of Everybody Loves Raymond and CSI: Miami topped the game
every week after September 27, 2004.

http://sports.espn.go.com/nfl/attendance
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NFL sponsors are Bayer Pharmaceuticals/GlaxoSmithKline (Levitra), Campbell
Soup, Canon USA, Castrol, Coors, DirecTV, FedEx, Frito-Lay North America,
Gatorade/Tropicana, General Motors (Cadillac), IBM, Kraft Foods (Oscar Mayer),
Masterfoods, MBNA America Bank, Motorola, News America, Pepsi-Cola, Southwest
Airlines, Staples, and Visa USA.
  In 2004, the NFL secured approximately $2 billion in contract extensions from its
sponsors, including the following (source:  Advertising Age):
• A five-year extension with PepsiCo for $560 million, covering Pepsi, Frito-Lay, and

Tropicana
• An eight-year extension with PepsiCo’s Gatorade for $500 million
• A six-year extension with Visa International for $400 million
• A three-year extension with Campbell Soup Co. for $100 million
• A $15 million deal with Ameriquest Mortgage that included Super Bowl halftime

show rights
• Extensions with Southwest Airlines and Canon

Gatorade’s eight-year, $384 million sponsorship renewal, signed with the NFL in
February 2004, is the second largest in U.S. sports, trailing only NASCAR’s Nextel Cup
naming-rights deal.

NFL fan demographics are as follows (sources:  Sports Business Journal  and
ESPN Sports Poll):
Gender
• Male 56.6%
• Female 43.4%

Ethnicity
• White  71.1%
• African-American 13.0%
• Hispanic  11.2%
• Asian    1.0%
• Other    3.7%

Household income
• Under $20,000:  16.7%
• $20,000-$29,999:  15.3%
• $30,000-$49,999:  28.1%
• $50,000-$99,999:  29.6%
• $100,000-$149,999:   6.7%
• Over $150,000:    3.5%

2.3.7  National Hockey League
The National Hockey League (NHL) season includes 1,230 regular season

games and 30 teams.
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Regular season average game attendance has been as follows:
• 1997: 16,195
• 1998: 16,261
• 1999: 15,679
• 2000: 16,563

• 2001: 16,760
• 2002: 16,592
• 2003: 16,533
• 2004:     season cancelled

Individual team attendance averages ranged from 20,555 for the Montreal
Canadians to 11,877 for the Pittsburgh Penguins.  Team-by-team attendance for 2004
is available online at http://sports.espn.go.com/nhl/attendance.

Regular-season broadcast network ratings for the NHL have been as follows
(sources:  Nielsen Media Research and Sports Business Journal):
• 2000: 1.1
• 2001: 1.4
• 2002: 1.1

• 2003: 1.1
• 2004:     season cancelled

Regular-season cable network ratings have been as follows:
• 2000: 0.6
• 2001: 0.6
• 2002: 0.5

• 2003: 0.5
• 2004:     season cancelled

According to the NHL, teams collectively lost $273 million during the 2003-2004
season.  Nineteen clubs lost money, with four clubs losing more than $20 million, and
one losing $40.9 million.  Of the 11 clubs that made money, nine made less than $10
million; the highest amount earned was $14.6 million.  High player salaries have been
blamed for the losses.  For the 2003 season, the NHL spent 76% of $1.93 million in
revenue on player salaries and benefits – a higher percentage than the NFL, NBA, and
MLB.

The cumulative loss for the last nine years has been $1.5 billion, according to
the NHL.

Advertising Age estimated the loss of advertising revenue for the NHL’s lockout
and cancellation of the entire 2004-2005 season at $460 million.

The NHL took in revenue of $2.1 billion for its 2003-2004 season.  More than $1
billion of that figure came from gate receipts, one of the few areas where the NHL
actually stacks up well against other pro sports leagues.

    _________________________________________________________________

“When NHL returns, will ticket buyers?”

Sports Business Journal, 9/20/04
    _________________________________________________________________
 

http://sports.espn.go.com/nhl/attendance
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NHL sponsors are Anheuser-Busch (Bud Light), Coca-Cola (Powerade),
Colgate-Palmolive (Mennen), DaimlerChrysler (Dodge), Effem/M&M Mars,
Esso/Imperial Oil, Kraft/Nabisco, Labatt Brewing, MasterCard International, MBNA,
McDonald’s, Nextel Communications, Nike, PowerBar, Quizno’s, Southwest Airlines,
and Sun Microsystems.  

2.4  Women’s Professional Sports

2.4.1  Women’s National Basketball Association
The Women’s National Basketball Association (WNBA) 2004 regular season

included 442 regular season games and 13 teams.
Regular season average game attendance has been as follows (change from

previous season in parenthesis):
• 1997:   9,669 (inaugural season)
• 1998: 10,869 (12.4%)
• 1999: 10,207 (-6.1%)
• 2000:   9,072 (-11.1%)

• 2001:   9,075 (0.0%)
• 2002:   9,228 (1.7%)
• 2003:   8,830 (-4.3%)
• 2004:   8,571 (-4.1%)

After eight years, game attendance and TV viewership remain at a high level,
but are relatively flat.  The league is still working to break out of its niche status.  

In June 2002, the league reached a new agreement with ABC Sports and ESPN
to televise WNBA regular-season and playoff games and additional programming
beginning in 2003.  The six-year agreement extends the WNBA’s national television
coverage through its 12  season.  The league also announced a two-year agreementth

with Oxygen Media to telecast 11 games.
According to a 2004 survey by Scarborough Sports Marketing, 6% of consumers

consider themselves to be loyal fans of the WNBA, compared with 22% for the NBA. 
Of WNBA loyal fans, 53% are female.

WNBA marketing partners for 2005 were America Online, American Express,
Anheuser-Busch, Coca-Cola, Dell, Gatorade, General Motors, Lady Foot Locker,
MBNA, Nike, Proctor & Gamble, Reebok, Southwest, Spalding, Toyota, and Verizon.

2.4.2  The LPGA Tour
LPGA national sponsors in 2005 for the national tour were as follows:  Acushnet

Co., ADT Security Services, Aerus Electrolux, Alabama Sports Medicine & Orthopedic
Center, American Airlines, Anheuser Busch, BearCom Wireless, Choice Hotels, Crush
Magazine, DSW Shoe Warehouse, J.M. Smucker Co., MasterCard, NBNA American
Bank, Oberto Sausage Co., Paul Arpin Van Lines, Physiotherapy Associates, Rolex,
Ronald McDonald House Charities, Samsung, Schick Intuition, State Farm, Stuben
Glass, Summit Properties, and Sybase.
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    ______________________________________________________________

“More than ever, it’s ‘sell time’ for the LPGA. 

The tour has some of the most talented young

athletes of any sports property today, many

representing demographic groups that

marketers crave.  At the same time, women

represent one of the fastest-growing segments

of recreational golfers in the country, an inviting

target for the LPGA and the brands it partners

with.  But, despite these attributes, the women’s

tour continues to struggle for support in the

global marketplace, a sobering reality facing the

next commissioner of the 54-year-old property.”

Sports Business Journal, 6/16/05
    ______________________________________________________________
 

The following were title event sponsors for the 2005 LPGA Tour:  ADT, BMO
Financial, Chick-fil-A, Corning, Corona, Evian, Franklin American Mortgage, Fuji,
HSBC, John Q. Hammons Hotels, Kraft/Nabisco, Longs Drugs, MasterCard,
McDonald’s, Michelob, The Mitchell Company, Mizuno, Office Depot, Owens Corning,
SBS, Safeway, Samsung, ShopRite, Solheim, Sports Today, State Farm, Sybase,
Weetabix, Wegmans, and Wendy’s.

The LPGA Tour increased its network and cable viewership by 12.8% and 9.0%,
respectively, in 2003.  Total LPGA viewership was as follows:
• NBC (4 telecasts)  1.71 million average households
• CBS (2 telecasts)  1.37 million average households
• ABC (4 telecasts)  1.13 million average households
• ESPN (14 telecasts)   498,000 average households
• TNT (2 telecasts)    410,000 average households
• ESPN2 (15 telecasts)     232,000 average households

According to a 2004 survey by Scarborough Sports Marketing, 6% of consumers
consider themselves to be loyal fans of the LPGA, compared with 17% for the PGA
Tour.  Of LPGA loyal fans, 59% are male.

2.4.3  Women’s Tennis Association
The WTA Tour, organized by the Women’s Tennis Association, is the world's

premier professional sport for women.  In 2005, more than 1,000 players representing
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71 nations compete for $57.8 million in prize money at 63 events in 33 countries.  The
season concludes in November 2005, with the WTA Tour's season-ending
Championships presented by Porsche at the Staples Center in Los Angeles, California. 
WTA Tour events are viewed across the globe, reaching hundreds of millions of
households, and are immensely popular in terms of attendance, attracting more than
four million attending spectators worldwide.

Critics of tennis as a business have long pointed out that it lacks a major TV
broadcast deal because each tourney controls its own rights.  Ratings for women's
tennis on ESPN have been flat or in decline for the past couple of years, and the U.S.
Open women's final has slipped in 2002 and 2003.  According to Business Week, Mr.
Scott played an important behind-the-scenes role in helping the U.S. Tennis
Association develop its recently unveiled U.S. Open Series.

After several years of a declining following and finances, the WTA is rebounding
under the direction of Mr. Scott, who became CEO in 2003.

    _________________________________________________________________

“Under [Larry] Scott, the tour is ... unifying the

archipelago of entities – players, tournaments,

management companies, and Grand Slam events –

that operate independently, and more often than

not, at odds.  The tour is starting to harness its

potent stable of sexy, athletic, and bankable stars. 

The results are already visible – new sponsors,

more prize money, and even a 9% boost in

attendance over 2003, which saw a dip from 2002.”

Business Week, 6/7/04
    _________________________________________________________________

 Tour revenues were down 40% in 2003 because global sponsor Sanex, a unit of
Sara Lee Corp. that makes body-care products, had pulled out.  In 2004, the tour
sealed deals worth $15 million over five years with appliance maker Whirlpool in
Europe, Dubai Duty Free in the Asia Pacific/Africa/Middle East region, and media
company Tom Group in China.  Sponsor dollars are now 15% higher than when Sanex
was on board.

2.4.4  Women’s United Soccer Association
The Women’s United Soccer Association (WUSA) debuted in April 2001. 

Average regular-season game attendance for the first season was 8,103, and declined
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to 6,667 in 2003.  After losing $90 million in 2003, the league folded in September
2003.  Failure to find significant corporate sponsorship was cited as a major reason for
failure of the WUSA.

2.5  The PGA Tour
The 2004 PGA Tour had 45 events, from January 10 to November 6.  The final

rounds of the following events had the highest Nielsen Ratings:
• The Masters (April 11, 2004)  7.3 on CBS
• U.S. Open (June 20, 2004)  5.5 on NBC
• Buick Invitational (February 15, 2004)  4.4 on CBS
• PGA Championship (August 15, 2004) 4.4 on CBS
• British Open (July 18, 2004) 4.3 on ABC
• Nissan Open (February 22, 2004)   3.9 on ABC
• Buick Open (August 1, 2004) 3.9 on CBS
• Bob Hope Chrysler Classic (January 25, 2004) 3.8 on ABC
• EDS Byron Nelson Championship (May 16, 2004) 3.8 on CBS
• Deutsche Bank Championship (September 6, 2004) 3.7 on ABC
• The Players Championship (March 28, 2004) 3.6 on NBC
• Wachovia Championship (May 9, 2004) 3.6 on CBS
• The Memorial Tournament (June 6, 2004) 3.6 on CBS

    _________________________________________________________________

“Of the 37 tournaments for which full-weekend

ratings could be compared, only 10 events [in

2004] posted a ratings increase for both

Saturday and Sunday coverage.”

Sports Business Journal, 12/13/04
    _________________________________________________________________
 

PGA Tour telecasts reach more than 68% of U.S. households.  Generally
considered the heir to Michael Jordan as the “world’s most famous athlete,” Tiger
Woods draws attention to his sport like no other player in history, Arnold Palmer and
Jack Nicklaus included.  The average golf fan watched 29 telecasts over the course of
the season. 

Several of the PGA Tour events remain without sponsors – as costs have
increased significantly at a time coinciding with a shaky economy.  The sponsor fade-
out was linked to a rich TV-rights package that the tour sealed with ESPN, USA
Networks, and the Golf Channel in 2001.  The four-year, $850 million deal boosted the
tour’s revenue about 50%, starting in 2003.  But it also put financial strain on title
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sponsors, whom the tour requires to spend approximately 50% of their total fee on TV
commercials that air during their tournaments.

PGA Tour event title sponsors in 2004 were 84 Lumber, AT&T Wireless, Bank of
America, Bell Canada, BellSouth, Booz Allen Hamilton, Buick, Chrysler, Cialis,
Deutsche Bank, EDS, Farm Bureau, FBR Capital, FedEx, Ford, Funai, Hewlett
Packard, Honda, John Deere, MCI, Mercedes Benz, Michelin, Nissan, Shell, Sony, U.S.
Bank, Valero, and Wachovia.

According to a 2004 survey by Scarborough Sports Marketing, 17% of
consumers consider themselves to be loyal fans of the PGA Tour; 66% of these fans
are male.

2.6  The U.S. Tennis Association
The U.S. Tennis Association (USTA) had revenue of $221 million and earned a

record $26 million in 2004, its second year with a positive net income.  The U.S. Open
Tennis Championships generated $184 million and had a net income of $108 million. 
From 2000 to 2004, the U.S. Open set attendance records five consecutive years, and
boasts it is the highest attended annual event in sports, with more than 600,000 fans a
year.  

The U.S. Open dominates professional tennis in the United States.  The Men’s
ATP Tour had an average tournament attendance of 97,857, compared to the U.S.
Open’s 640,000.

USTA sponsors include Heineken, J.P. Morgan Chase, Lexus, Mass Mutual,
Fila, Elle, PricewaterhouseCoopers, and ING Barings.  Lexus, the luxury brand of
Toyota, signed a three-year (2005-2007), $24 million U.S. Open sponsorship deal in
2005.

Under the leadership of Arlen Kantarian, the USTA has unified the sports events
and generated new excitement with the creation of the U.S. Open Series, a novel TV
package that groups 10 formerly independent men's and women's tournaments on
CBS, ESPN, and NBC leading up to the Open, providing more coherence for fans.  The
series was rolled out in 2004.

2.7  NCAA Sports
College sports are deeply woven into America’s tapestry.

    ______________________________________________________________

“Sports offers high visibility that in some

mysterious way creates a bond between the

university and a broader public.”

James Duderstadt, Former President
University of Michigan
Business Week, 10/20/03

    ______________________________________________________________
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According to Sports Business Journal, college sports generate $10.7 billion

annually.  Operating expenses are $6.0 billion, giving an operating income of $4.7
billion.  

According to Sports Business Journal, 88% of revenue generated by the NCAA
comes from media rights deals.  Of revenue generated by the top six college football
conferences, the following comes from media rights:
• Big Ten 64%
• Pac-10 61%
• ACC 51%
• Big East 49%
• Big 10 48%
• SEC 44%

Total college sports event attendance in 2003 was 98.4 million, an 8.2%
increase over 2002, according to Sports Business Daily.

Similar to professional sports, college revenues are generated from a variety of
sources, and varies with each university.  A typical University of Georgia football game,
for example, generates approximately $3.68 million, distributed as follows:
• Tickets   $1.6 million
• Georgia Student Educational Fund contributions $1.4 million
• Sky box rentals  $340,000
• Local media rights  $110,000
• Sponsorships  $  80,000
• Concession  $  80,000
• Licensing  $  50,000
• Nike  $  20,000

The following 2004-2005 BCS (Bowl Championship Series) Bowl games had the
highest Nielsen rating (source:  Sports Business Journal):
• FedEx Orange Bowl, Oklahoma vs. USC (January 4, 2005)    13.7 (on ABC)
• Noika Sugar Bowl, Auburn vs. Virginia Tech (January 3, 2005)      9.5 (on ABC)
• Tostitos Fiesta Bowl, Pittsburgh vs. Utah (January 1, 2005)      7.4 (on ABC)
• Rose Bowl presented by Citi, Michigan vs. Texas (January 1)    12.4 (on ABC)

The most watched 2004 regular season game was Florida vs. Florida State
(November 20, 2004), which posted a 4.4 Nielsen rating on ESPN.  The most watched
recent regular season game was Tennessee vs. LSU (December 8, 2001 on CBS),
which had a 7.9 Nielsen rating.

The NCAA Division I Men’s Basketball Tournament and NCAA Women’s Final
Four Championship Games are assessed in sections 1.12 and 1.13, respectively.

According to American Demographics, based on a TNS Sports poll, 80% of
Americans watched a college basketball game during the previous 12 months, and 24%
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attended a game in person.
NCAA’s sponsorships are led by their three Corporate Champions, Coca-Cola,

Cingular Wireless, and General Motors Corp.  This sponsorship level is worth
approximately $35 million annually.  NCAA Corporate Partners, with sponsorships
costing about $10 million annually, are Kraft Foods Inc., Monster.com, and Hartford
Financial Services Group.  These sponsorships are part of a new program initiated in
2002.  With only six corporate sponsors, the NCAA has the fewest among all major
sports properties.

Schools that make it to the top bowl games can pull in up to $13 million apiece.  

    ______________________________________________________________

“The NCAA, its television and marketing rights

holder CBS, and NCAA sponsors say they’re

happy with the progress that’s been made. 

Others say an NCAA sponsorship costs too

much in relationship to what’s included in the

packages.”

Jennifer Lee
Sports Business Journal, 3/8/04

    ______________________________________________________________
 

The benefits to college sports programs remains a debated topic.  A study
reported by NCAA President Myles Brand, in August 2003, revealed that fewer than a
dozen universities make a profit from sports – all of those were Division 1-A schools
with major basketball and football programs.  Universities that can’t rely on football and
men’s basketball to pay the bills are often forced into painful downsizing of their sports
programs.  Since 2000, 31 Division I schools have eliminated at least one
intercollegiate sports team, according to the Chronicle of High Education.  Four studies
in the past eight years – the latest by the NCAA in 2003 – conclude that winning sports
teams do not necessarily inspire alumni to donate, and in those cases when they do,
the boost is short-lived.

2.8  Extreme Sports
Extreme sports have evolved into an industry with annual sales of more than $4

billion, according to The Wall Street Journal.
Action sports are hot with the estimated 58 million consumers aged 10-to-24

(and who have $250 billion in buying power), according to Horizon Media Research.
Professor Frank Farley of Temple University, in an interview with U.S. News &

World Report, predicted that extreme sports will become the major spectator and
participant sport of the 21  century.  Baseball will become a minor sport; sports thatst



The 2006 Sports  Business Market Res earch Han dbook  
•  33  •

involve speed, variety, and change will replace it; sports that are closer to the central
character of this country.

    ________________________________________________________________

“It’s becoming one of the four or five major

sports.  Action sports are integrating the music,

the lifestyle, the sports into one experience. 

That’s already had a dramatic impact on other

sports because they are going to have to provide

that same experience.”

Nadine Gelberg
Harris Interactive
USA Weekend

    ________________________________________________________________
 

According to data released by SGMA International (www.sgma.com) in August
2004, participation in extreme sports has been as follows (participated at least once):
• In-line skating  19,233,000 (-11.8% change from previous year)
• Skateboarding  11,090,000 (-14.7%)
• Paintball    9,835,000 (13.3%)
• Artificial wall climbing    8,634,000 (20.1%)
• Snowboarding    7,818,000 (1.6%)
• Mountain biking    6,940,000 (3.3%)
• Trail running    6,109,000 (13.4%)
• BMX bicycling    3,365,000 (-6.8%)
• Wakeboarding    3,356,000 (6.8%)
• Roller hockey      2,718,000 (-5.5%)
• Mountain/rock climbing   2,169,000 (3.8%)
• Boardsailing/windsurfing      779,000 (57.1%)

The Summer X Games, an ESPN sports festival, were held for the 12th

consecutive year in 2005.  The individuality and creativity of the sports that formed the
core of the original ESPN Extreme Games in 1995 created a huge following among
youth.  Walt Disney Co., which owns the games, broadcasts them on ESPN, ESPN2,
and ABC Sports.

The Winter X Games debuted in 1997 and, thanks to increased
commercialization, has been growing with each event.  Attendance at the 2004 Winter
X Games in Aspen, Colorado, was 36,300.  ABC’s two telecasts had a 1.5 rating; 0.4
for six telecasts on ESPN and ESPN2.

http://www.sgma.com
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The Summer and Winter X Games combined have a budget of just $15 million, a
tiny sum compared with Disney’s agreement with the NFL that will cost the networks
$1.15 billion a year to show Sunday and Monday night games.  Yet, USA Today
estimates that the X Games will probably turn a bigger profit for Disney than its NFL
telecasts.  

X Game official sponsorships fees, which include some ads, increased from less
than $1 million the first year to more than $3 million each in 2004, according to The
Wall Street Journal.  ESPN’s collective annual sponsorship revenue was more than $30
million in 2004.  The network assembled a record number of corporate sponsors,
including Mountain Dew, the U.S. Marine Corps, Taco Bell, Motorola, AT&T, and
Pontiac.  First-time sponsors included Hershey’s Chocolate Milk, PlayStation 2,
Universal Pictures, and Right Guard Xtreme.  The Marine Corps spends approximately
$560,000 annually to be an X Games sponsor, often staging a chin-up challenge to
reach potential recruits.  Mountain Dew outfitted a New York subway car to be a
hangout for X Games attendees.

In efforts to attract kids, teens, and men in their 20s – a desirable but hard-to-
reach audience – NewsCorp’s Fox, General Electric’s NBC Universal, Viacom, Time
Warner, and Comcast have all become active in extreme sports broadcasting.

Comcast’s Outdoor Life Network (OLN) purchased the Gravity Games from
Octagon Inc. in January 2004 for an estimated $1 million to $2 million.  NBC has
broadcast the Gravity Games since 1999.

The September 2004 Gravity Games, the 6  year for the event and thirdth

consecutive year at Cleveland’s North Coast Harbor, were hit with heavy rains of
Hurricane Ivan.  The event attracted 120,000 attendees over four days despite
torrential rains.  The telecasts averaged a 0.12 among men aged 18-to-34, which was
higher than the 0.07 rating the same time slots were averaging on OLN.

A 2005 Winter Gravity Games were held at Copper Mountain, Colorado, March
3-6, as an extension of the franchise.

In July 2003, Fox Entertainment Group launched Fuel, a 24-hour extreme sports
channel.

Viacom’s MTV and Time Warner’s WB Network are both airing shows that
center on a surfing competition, which these days is being marketed as an extreme
sport.

A Turnkey Sports Poll (www.turnkeysports.com), performed in conjunction with
Sports Business Journal,  taken in May 2004, asked 400 senior-level sports industry
executives “Should action sports form leagues or governed tours like the PGA Tour?” 
Responses were as follows:
• Yes 52.2%
• No 40.3%
• No response   7.5%

2.9  Outdoor Sports
ESPN has made a major push into outdoor sports.  In 2001, ESPN acquired the

http://www.turnkeysports.com
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B.A.S.S. fishing circuit for $40 million.
The Great Outdoor Games are the centerpiece of ESPN’s new push.  The

games include a made-for-TV variety of events that includes both traditional pastimes,
like fishing and archery, and more exotic competitions, like speed tree-climbing and
obstacle course races for dogs.  The July 2002 games generated 19 hours of
programming on ABC, ESPN, and ESPN2.  The Great Outdoor Games had an average
0.76 Nielsen rating on ESPN, nearly identical to the Summer 2002 X Games.

Also active in the outdoor sports market is the Outdoor Channel, which has
fashioned itself as the only U.S. cable or satellite channel dedicated primarily to
hunting and fishing.  Although a minor player among the TV giants, the channel’s
revenue increased 30% in 2001 to $12 million.  It received a boost in viewership in
October 2002 when DirecTV began including the Outdoor Channel in a sports-
programming package it offered to its 10 million subscribers.

Outdoor Life Network, owned by Comcast, reaches three times as many viewers
as the Outdoor Channel, but is more focused on sports like cycling and kayaking.

Advertisers are attracted by the spending patterns of outdoor sportsmen.  The
38 million Americans who fished and hunted in 2001 spent $41 billion in equipment
alone.

2.10  Motor Sports
The section provides a market assessment of the three major U.S. auto racing

circuits.

2.10.1  NASCAR
According to annual ESPN Sports Polls, of approximately 21,000 U.S. sports

fans surveyed, the following were the number of fans of NASCAR:
• 1999: 40.2%
• 2000: 41.1%
• 2001: 45.2%

• 2002: 45.1%
• 2003: 43.7%
• 2004: 43.4%

Regular-season broadcast network ratings for NASCAR have been as follows
(sources:  Nielsen Media Research and Sports Business Journal):
• 2000: 5.3
• 2001: 5.5
• 2002: 5.5

• 2003: 5.3
• 2004: 5.6

Television networks paid NASCAR $2.4 billion for the right to broadcast races
from 2001-2006.  Of NASCAR’s 38 races in 2004, the following had the highest TV
ratings (source:  Nielsen Media Research):
• Daytona 500, Daytona International Speedway (February 15)  10.6 on Fox
• Subway 400, North Carolina Speedway (February 22)    6.6 on Fox
• Aaron’s 499, Talladega Superway (April 6)    6.3 on Fox
• Ford 400, Homestead-Miami Speedway (November 21)   6.2 on NBC
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• Auto Club 500, California Speedway (May 2)   6.1 on Fox
• Brickyard 400, Indianapolis Motor Speedway (August 8)    6.1 on NBC
• Food City 500, Bristol Motor Speedway (March 28)   6.0 on Fox
• Samsung/RadioShack 500, Texas Motor Speedway (April 4)     6.0 on Fox
• UAW-Daimler-Chrysler 400, Las Vegas Motor Speedway (March 7)    5.8 on Fox

Viewership is strongest at the beginning of the 10-month NASCAR season. 
Seven of the nine most-watched races were among the first 10 races.

NASCAR household ratings in 2004 were 5.0 across all networks, a 2% increase
over the 2003 season.  NBC and TNT, which share the second half of the Nextel Cup
season, averaged a 4.5 overall, a 7% increase from 2003.  That does not include the
Daytona 500, for which NBC and Fox trade off rights each year.
    _________________________________________________________________

“The modest gain was realized largely through

the new Chase for the Nextel Cup, in which the

final 10 races were run under a new scoring

system.”

Sports Business Journal, 12/6/04
    _________________________________________________________________
 

The Chase races averaged a 4.6 household rating, compared with 4.1 in 2003,
according to Sports Business Journal.

Overall, key TV viewer demographics were flat or down for 2004.  Across all
networks, ratings among men aged 18-to-34 were down slightly, from 2.9 to 2.8.  Men
aged 18-to-49 were flat at 4.1.

For nine NASCAR telecasts broadcast by Fox in 2004, the overall average rating
was 5.9, a decline of 1.7% from 2003.  The following are ratings by age demographic in
2004 and change from the previous year (source:  Fox and Sports Business Journal,
5/31/04):

    Men All Adults
• 18-to-34:  3.6  (-10.0%) 3.0  (0.0%)
• 18-to-49:  5.2  (-1.9%) 4.0  (2.6%)

Fox is broadcasting all NASCAR races in high definition in 2005, starting with
the Daytona 500.

Once limited to an older, blue-collar crowd, the sport’s demographics now also
are comprised of a respectable number of young, college-educated, and relatively
affluent fans (an estimated 29% earn more than $50,000), with women making up 38%
of the audience.
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NASCAR is one of the largest wholly-owned family businesses in the world.  It
was started at Daytona Beach in 1948 by Bill France, Sr.  The France family still owns
the sport’s sanctioning body and Bill France, Jr. is president.

Nextel’s $750 million naming-rights pact for NASCAR’s top racing circuit is the
largest sponsorship deal in sports history.

NASCAR generated approximately $50 million annually in sponsorship revenues
and $35 million in licensing fees.  Approximately $1.3 billion in NASCAR licensed
merchandise is sold annually.  The following are NASCAR sponsors:
• America Online (Official Partner)
• Aplus (Official Pit Stop)
• AutoZone (Official Series Sponsor, Elite Division)
• Best Western (Official Hotel of NASCAR)
• Budweiser (Official Beer)
• Busch Beer (Official Series Sponsor)
• Chevrolet Monte Carlo (Official Pace Car)
• Coca-Cola (Official Soft Drink)
• Craftsman (Official Tools, Official Series Sponsor)
• Dasani (Official Water)
• Daytona USA (Official Attraction)
• Dodge (Official Series Sponsor)
• Dodge Intrepid (Official Passenger Car)
• Dominos (Official Pizza Delivery)
• DuPont Automotive (Official Finish)
• Duracell (Official Alkaline Battery)
• Eastman Kodak (Official Film & Single Use Camera)
• Exide (Official Battery)
• Featherlite - Vantare (Official Trailers & Luxury Coaches)
• Ford Trucks (Official Truck of NASCAR)
• Powerade (Official Sports Beverage)
• Gillette (Official Shaving Products)
• Goodys (Official Pain Reliever)
• Goodyear (Official Tire Supplier)
• The Home Depot (Official Home Improvement Warehouse)
• International Truck & Engine Co. (Official Industrial Tractor - Semi’s)
• Kelloggs (Official Cereals)
• Levi Strauss Signature (Official Partner)
• McDonald’s (Official Drive-thru)
• Minute Maid (Official Juice)
• Mobil 1 (Official Lubricant)
• Nextel (Official Series Sponsor)
• Oral B (Official Oral Care Products)
• Raybestos (Official Brakes)
• Sunoco (Official Fuel)
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• Toyota (Official Partner/Manufacturer)
• UPS (Official Delivery Service)
• U.S. Army (Official Partner)
• Visa (Official Card)
• XM Satellite Radio (Exclusive Satellite Radio Service)

NASCAR’s Daytona 500 and Brickyard 400 have been estimated to have a local
economic impact of $240 million and $220 million, respectively.  For comparison, Super
Bowl XXXIV was estimated to have a local economic impact of $215 million.  Among all
sports events, only the Indianapolis 500's $337 million is greater.

NASCAR fan demographics are as follows (sources:  Sports Business Journal
and ESPN Sports Poll):
Gender
• Male 58.8%
• Female 41.2%

Ethnicity
• White 74.9%
• African-American   9.6%
• Hispanic 10.2%
• Asian   0.7%
• Other   4.1%

Household income
• Under $20,000: 18.9%
• $20,000-$29,999: 16.5%
• $30,000-$49,999: 29.1%
• $50,000-$99,999: 27.6%
• $100,000-$149,999:   5.3%
• Over $150,000:   2.7%

2.10.2  Indy Racing League
The Indy Racing League (IRL), which doesn’t release financial figures, appears

to be flourishing thanks to the enduring popularity of the Indianapolis 500. 
The Indianapolis 500 Speedway’s owners, the Hulman-George family, in 1996,

broke with Championship Auto Racing Teams Inc. (CART) – whose cars used to race
at Indianapolis – and started their own Indy Racing League as an alternative to CART.

For the 2004 season, ABC posted a 1.2 average rating for its 10 televised races,
ESPN’s four races averaged 0.4, and ESPN averaged a 0.2 rating for two races.  The
highest ratings were as follows:
• Indianapolis 500 (May 30, 2004)  4.1 on ABC
• Argent Mortgage Indy 200 (July 4, 2004) 1.2 on ABC
• Toyota Indy 300 (February 29, 2004) 0.9 on ESPN
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• Copper World Indy 200 (March 21, 2004) 0.9 on ABC
• Firestone Indy 225 (August 29, 2004) 0.9 on ABC

The 2005 Indy Racing League season will mark the 10  season of competitionth

for the Indianapolis-based sanctioning body.  Homestead-Miami Speedway will play
host to the first event of the 17-event season, the Toyota Indy 300, with an ESPN-
televised event on March 6.  The season will end with an ABC-televised race, the
Toyota Indy 400 on Sunday, October 16, 2005 at California Speedway.  All of the
events will be broadcast live on TV.  ABC will televise nine live races, ESPN will cover
seven events live, and ESPN2 will televise one.

IRL sponsors are Bombardier Aerospace, Bridgestone/Firestone, North
American Tire, Delphi Automotive Systems, Featherlite Trailers, General Motors
(Chevrolet), Holmatro, Lincoln Electric, Maurice Lacroix Swiss Watches, MBNA
America, PerkinElmer, Reebok, and Xtrac.

2.10.3  Open Wheel Racing Series
After floundering through the early 2000s, ownership of CART transferred to

Open Wheel Racing Series.  A group led by former CART director Gerald Forsythe
bought the assets of CART after that company went bankrupt.

Among the racing leagues, only the Open Wheel Racing Series is truly
international, with seven of its 16 races in 2004 held outside the United States, in
Mexico, Canada, South Korea, and Australia.

2.11  Arena Football League
The 19-team Arena Football League (AFL) started its 19  season in Februaryth

2005.  The AFL plays an exciting, fast-paced version of football, with eight-man teams
playing on a 50-yard field, usually set-up in a basketball or hockey facility.  More than
2.6 million fans attend regular-season Arena Football games in the 34 markets
competing in both the AFL and Arenafootball2.

The AFL and NBC signed a three-year, $43 million contract for broadcast rights
in 2002.  NBC estimated that total revenue for the first three year stint at $123.5 million,
according to Sports Business Journal, netting $34 million.  AFL teams share 35% of the
total advertising revenue.  Both the AFL and NBC are turning a profit on the deal,
according to Time.  A 10-year collective bargaining agreement was signed with players
in 2002.

The NBC regular-season telecasts averaged a 1.1 rating in 2004, unchanged
from 2003.  The following are ratings by age demographic in 2004 (source:  NBC and
Sports Business Journal):

Men All Adults
• 18-to-49:  0.7       0.5
• 25-to-54:   0.7       0.6

The Arena Football League set a regular-season total attendance record with
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1,827,623 fans attending games during the 2004 season.  The figure is 25% higher
than the previous regular-season record of 1,458,830, set in 2003.  The AFL averaged
12,024 fans per game in 2004, up 6% from 11,397 in 2003.  It was the third consecutive
average-attendance increase and marked a 31% increase since 2001 (9,155).

Arenafootball2 kicked off in 2000, bringing the game of Arena Football to
medium-sized markets.  The original 15 teams were mostly in midsize cities in the
Southeast and Midwest, operating in arenas with capacity of 6,000 to 12,000.  In their
inaugural season, 15 Arenafootball2 teams drew nearly one million fans.  The league
has grown to 25 teams for the 2004 season.

AFL corporate sponsors are Aaron’s, ADT, Antigua, Denny’s, Drew Pearson
Marketing, Gatorade, Honda, Nike, Riddell, U.S. Army, Wendy’s, and Wilson Sporting
Goods.

2.12  Rodeo
According to The Economist, the popularity of rodeos appears to be increasing,

as are the opportunities to participate.  Children start young, compete in high-school
championships, win college scholarships, and hone their skills at rodeo schools.  For
farming families, rodeo is a way of life.  Others are attracted to its western flavor and
appreciate the athletic skills of people who can leap from a horse and wrestle a steer to
the ground in a few seconds flat or survive a wild ride on a bucking bronco.

Over 750 professional rodeos are sanctioned annually by the Professional
Rodeo Cowboys Association (PRCA).  An estimated 22 million people attend PRCA
events annually, and another 40 million viewers watch from home.  The largest event is
the Wrangler National Finals Rodeo, held annually in Las Vegas, Nevada, and
attended annually by approximately 170,000 people.  ESPN and ESPN2 – which have
broadcast the finals for 11 years – attract over 9 million viewers for their 10-round
broadcasts.  CBS Sports televises the final rounds of the finals in the winter and
summer series of the 26-event Wrangler Pro Rodeo Tour.  Outdoor Life Network
broadcasts the winter and summer series, and the early rounds of the finales.
    _________________________________________________________________

“There’s nothing new about rodeo’s appeal, but

it’s something that has been building.  You’ve

got a unique demographic that is enormously

passionate and they compete in an environment

that is fan and sponsor friendly – that’s a good

recipe for success.”

     Greg Simon, Sr. V.P.
     IMG Consulting
     Sports Business Journal, 10/25/04

    _________________________________________________________________
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PRCA has retained Host Communications to secure corporate sponsorship for
its events.  The following are sponsors for 2005:  American Quarter Horse Association,
B&W Custom Truck Beds, BankFirst, Boyd Gaming, Coors, Dodge, Jack Daniels,
Justin Boots, Las Vegas, Montana Silversmiths, Pace, Resistol Hats, U.S. Smokeless
Tobacco Co., and Wrangler.

In 1975, the PRCA created the Circuit System for “circuit cowboys” – those who
typically work normal jobs and compete in a few rodeos near home on weekends.  The
Circuit System – designed for cowboys who might never qualify for a Wrangler National
Finals Rodeo – consists of 12 geographic regions, and cowboys compete throughout
the year for points within their circuit.  Each circuit’s top cowboys in each event qualify
for that circuit’s finals at the end of the season.  After all 12 circuit finals are completed,
the top regular-season cowboys in each event and the winners of the circuit finals
qualify for the Dodge National Circuit Finals Rodeo.

The Professional Bull Riders (PBR), which broke away from other traditional
rodeo events, sponsors 150 events nationwide each year, and draws $14 million in
sponsorships annually.  The PBR has three circuits:  the 51-event U.S. Smokeless
Tobacco Challenger Tour, the 29-city Built Ford Tough Series, and the 31-event
Humps N’ Horns Tour.  Annual prize money totals $9.5 million.

In October 2004, the PBR renewed 14 sponsors, an aggregate of more than $50
million in sponsorship and advertising revenue.  Like NASCAR, the PBR is an
environment crammed with signage sold by the league, venue, and participants.  PBR
sponsors receive signage, event title sponsorship, and television units on rodeo events
broadcast by NBC and Outdoor Life Network.  

PBR sponsors are B&W Trailer Hitches, Bow Tech, Bud Light, Cabella’s,
Carquest Auto Parts, Caterpillar, Cripple Creek Outerwear, Enterprise Rent-A-Car,
Express Personnel, Ford, Frito-Lay, Jack Daniel’s, Kraft Foods, Las Vegas, Mandalay
Bay Resort & Casino, Mossy Oak, Pepsi, U.S. Smokeless Tobacco Co., U.S. Army, and
Wrangler.  

    _________________________________________________________________

“We’ve got loyal fans that get the message that

sponsor support is vital to their sport, so we are

like NASCAR in that respect.”

Sean Gleason, COO
Professional Bull Riders
Sports Business Journal, 10/25/04

    _________________________________________________________________
 

The Professional Bull Riding U.S. Army Invitational, broadcast by NBC on April
17, 2005, had a 1.2 rating, according to Nielsen Media Research.
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2.13  Boxing
Boxing enjoyed an upsurge in popularity during the 1990s, both as a live event

and television feature.  A new age of promotion focuses on different aspects of the
sport, as well as the expansion of Indian casinos that host fights, according to Sports
Business Journal.  Also, the popularity of Oscar de la Hoya, Sugar Shane Mosley, Roy
Jones, Jr., and other fighters outside the heavyweight division have also helped the
sport.

The success of boxing follows the popularity of major championship events;
these were largely absent in 2004 and 2005.  The heavyweight division was void of a
true champion.  The four major sanctioning bodies each recognize a different
beltholder: Chris Byrd, IBF; Vitali Klitschko, WBC; John Ruiz, WBA; and Lamon
Brewster, WBO, as of July 2005.

In the absence of a recognized heavyweight champion, fans have turned to
other divisions with their interests.  The Arturo Gatti vs. Floyd Mayweather Jr. match on
June 28, 2005 was bought by 340,000 households on HBO pay-per-view.  The telecast
generated revenue of $15.3 million in addition to a gate of $5 million at the Atlantic City
Boardwalk Hall.  

Female boxing is growing in popularity with the possibility of becoming a serious,
marquee sport.  The daughters of five former boxing champions, including Laila Ali,
Muhammad Ali’s daughter, have turned pro.

According to an ESPN Sports Poll of 22,000 sports fans, 68% of boxing fans are
male and 32% are female.

2.14  Professional Wrestling
Fans follow professional wrestling with an almost religious zeal.  It has been

called a soap opera for men.
Professors Richard J. Cebula and Willie J. Belton, Jr. (Georgia Institute of

Technology) estimate between television revenues, ticket sales, pay-for-view, and
specialty items, the revenue from professional wrestling falls in the range of $2.0 billion
to $2.5 billion annually.

The World Wrestling Entertainment (WWE), owned and operated by Vince
McMahon, acquired the World Championship Wrestling (WCW), previously owned by
Ted Turner, in 2001.  Mr. McMahon, who founded WWE – previously called WWF –
nearly 20 years ago, has revolutionized professional wrestling and built the world’s
largest sports entertainment company. 

Telecast on Monday’s at 9 p.m. on Spike TV, Raw is the centerpiece of WWE’s
programming empire that includes nine hours of weekly prime-time programming.  Raw,
which is held live in different cities each week, averages a 3.5 Nielsen rating in cable
households.  SmackDown, another two-hour wrestling extravaganza ranks as UPN’s
most popular program.  ToughEnough (MTV), a reality show that follows young
wrestlers trying to break into the WWE, was cable’s highest rated show on the evening
of its season finale in January 2004.

Together, WWE’s eight weekly programs, which also include a three ring action
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show, three highlights shows, and a magazine, generate 24 million viewer impressions
a month.  WWE’s monthly pay-per-view events generated in excess of 7.1 million buys
in 2003.

While still successful, WWE’s popularity declined significantly in 2003 and 2004. 
WWE Raw and WWE SmackDown! have dropped 15% and 20%, respectively, since
2002.  Pay-per-view buys for WWE’s special events have dropped more than 18%,
while audiences for live matches in the U.S. dwindled 25% from 2002, to about 6,600
per event in 2003.  Reality TV is blamed for siphoning off viewers, according to
Business Week.

WWE’s WrestleMania XX, which has been held since 1985, sold $2.4 million in
tickets at Madison Square Garden (attendance was approximately 20,000) and $45
million worth of pay-per-view.

The demographics of WWE viewers are as follows:
Gender
• Male 64%
• Female 36%

Age
• Under 18: 23%
• 18-to-54: 62%
• 55 and above: 15%

Education
• Some high school 28%
• High school graduate 45% 
• College 18%

Income  
• Under $10,000: 18%
• $10,000-$19,999: 22%
• $20,000-$29,999: 16%
• $30,000-$39,999: 13%
• $40,000-$49,999: 12%
• $50,000-$59,999:   6%
• $60,000-$74,999:   5%
• Over $75,000:   8%

2.15  Track & Field
Track & field is the world's oldest organized sports and the #1 high school and

junior high school participatory sport.  Track & field competitions are the most-watched
events of Olympic broadcasts.

USA Track & Field (USATF, www.usatf.org) is the national governing body for
track and field, long-distance running, and race walking in the United States.  Member
organizations include the U.S. Olympic Committee, NCAA, NAIA, Road Runners Club
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of America, Running USA, and the National Federation of State High School
Associations.  Nearly 100,000 Americans are members of USATF.  Sponsors of USATF
include Visa, Nike, and 24-Hour Fitness.

In 1999, USATF began the Golden Spike Tour, a series of elite competitions that
gave American athletes the opportunity to compete in the U.S., to receive increased
television and other media coverage, and to be paid significant prize money based on
performance.  In 2005, the meets became known as the Visa Championship Series. 
The Indoor Visa Championship Series typically averages more than 10,000 fans per
meet, while Outdoor Visa Championship Series meets are standing-room only. 
Athletes compete for prize money at each meet, and the top athletes share in a bonus
pool of $100,000.

USATF's seven shows on NBC in 2004 averaged a 2.5 rating, which exceeded
the NBA's regular season average.  The sport has upwards of 40 national TV
broadcasts in any given year, and average Nielsen ratings for track and field
broadcasts are higher than those of the NHL, the WNBA, and Major League Soccer.

There are more than 30 million adult runners in the United States.

2.16  Volleyball
The Association of Volleyball Professionals, established in 1983, was

reorganized as the AVP (www.avp.com) in 2001 with a new management team led by
agent Leonard Armato and his company Management Plus Enterprises.  With the
unification of the men’s and women’s competitions, the AVP Nissan Championship
Series now stands alone as the only pro beach volleyball tour in the United States. 
The AVP has a cooperative relationship with USA Volleyball and the Federation
International de Volleyball (FIVB).

Spectator following for volleyball in the U.S. was enhanced in 2004 when the
U.S. teams won Olympic Gold and Bronze medals.  Televised broadcasting of the AVP
tour was expanded in 2005 to include more than 60 hours of coverage – every
weekend April through November – on Fox Sports Network.  NBC broadcasts the five
major tournaments held in Cincinnati, Huntington Beach, Hermosa Beach, Manhattan
Beach and Chicago.  Coverage of one men's and one women's semifinal from each
AVP event on the Outdoor Life Network was initiated in 2005.  In addition to this more
than 100 hours of AVP coverage throughout the season, more than one million people
are expected to attend an AVP event in 2005.

The AVP provides the following fan demographics:
• 71% of fans are 18-to-34 years old; the median age is 28
• 51% are male and 49% are female
• 84% attended or attend college
• 70% make more than $50,000 per year 

2.17  Bowling
G. Chris Peters, a former Microsoft executive, bought the beleaguered

Professional Bowlers Association (PBA) for $5 million in 2001.  ESPN began televising
souped-up events on Sunday afternoons and Tuesday evenings.  ABC had dropped

http://www.avp.com
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the league in 1996, as ratings dropped after a 35-year run.  Final Nielsen ratings for the
20 telecasts of the 2004-2005, which aired on ESPN, were 0.9, an increase of 12.5%
over the previous season.  The PBA Tour season runs from October through April.

PBA sponsors are Miller Brewing Co., Bayer, Dexter footwear, Banquet frozen
foods, Cambridge Credit Counseling, Days Inn, Geico Direct, Jackson Hewitt, Odor
Eaters, Pepsi, Storm Bowling Products, VIA Bowling Products, Baby Ruth, and Wild
Turkey.
 
2.18  Lacrosse

Lacrosse, traditionally an East Coast phenomenon, has spread through the U.S.
in the form of youth leagues and club teams.  There are two professional leagues, the
indoor National Lacrosse League (NLL) and the outdoor Major League Lacrosse (MLL). 
The NLL has been in existence since 1986. 

Among professional sports, MLL makes one of the strongest efforts to build a
relationship with its fans.
    ______________________________________________________________

“The [Major League Lacrosse All-Star Game]

players actually interacted with the fans before

the game, at halftime, and after the game. 

Dozens and dozens of kids were thrilled when

any of the all-stars walked back from the locker

room and said hello, signed an autograph, or

gave the kid a pat on the head.”

Sports Business Journal, 2/16/04
    ______________________________________________________________
 

MLL launched in July 2000.  The league was smart enough to establish teams in
markets that are hotbeds for the sport, concentrating on its first six franchises in the
Northeast.  The MLL has national coverage through Fox Sports Net, and recognizes
that local coverage through regional sports networks is a key.  The six-team MLL
average attendance for the 2004 season was 4,067, a 22.6% increase over 2003. 
Team attendance data is available at
http://www.kenn.com/sports/others/mll_attendance.html.  MLL will expand to 10 teams
in 2006.

2.19  Horse Racing
According to Scarborough Sports Marketing (www.scarborough.com/sports.htm),

52% consumers (age 18 or above) who are very or somewhat interested in horse
racing are women.  The only other sport out of the 23 measured by Scarborough where
a higher percentage of loyal fans are female is the WNBA.  Horse racing has

http://www.kenn.com/sports/others/mll_attendance.html
http://www.scarborough.com/sports.htm
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experienced a growth in avidity among 18-to-24 year-olds.  Nine percent of
consumers aged 18-to-24 watched a horse racing event on broadcast or cable
television in 2004, and 7% were very or somewhat interested in horse racing.

After nearly 10 years as one of thoroughbred racing’s biggest backers, Visa will
walk away from its sponsorship of the Triple Crown in 2006, choosing to extend only its
agreement with Churchill Downs and the Kentucky Derby.  Visa’s sponsorship of the
Triple Crown from 2001 through 2005 was valued between $20 million and $25 million,
according to Sports Business Journal.

Television broadcasting of the Triple Crown races is spread across three
networks:  NBC broadcasts the Kentucky Derby, ESPN the Preakness Stakes, and
ABC the Belmont Stakes.

    _________________________________________________________________

“The Triple Crown races of the past three years

have contributed to increased excitement in the

sport of horse racing.  Horse racing has

undoubtedly found a new fan niche among

women and younger consumers.  As the sport

continues to flourish, marketers, gamers, and

other racing business partners may have new

opportunities with these up-and-coming

consumer segments.”

        Howard Goldberg, Sr. V.P.
        Scarborough Sports Marketing, 10/26/04

    _________________________________________________________________

2.20  Minor League Sports
According to Sports Business Journal, minor league sports generate $1.6 billion

annually.  Operating expenses are $600 million, giving an operating income of
approximately $1 billion.

2.20.1  Minor League Baseball
Minor league baseball has experienced a renaissance across the U.S.  The key

has been marketing good old-fashioned summer entertainment at a good price.    
Minor league teams are affiliated with teams of Major League Baseball.  Minor

league teams retain revenues and pay operational expenses, while MLB teams pay
player’s salaries.  The minor leagues are as follows:
• Class AAA:  International League, Pacific Coast League, Mexican League
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• Class AA:  Eastern League, Southern League, Texas League
• Class A Advanced:  California League, Carolina League, Florida State League
• Class A:  Midwest League, South Atlantic League, New York-Penn League,

Northwest League
• Rookie Advanced:  Appalachian League, Pioneer League
• Rookie:  Arizona League, Dominican Summer League, Gulf Coast League, Mexican

Academy League, Venezuelan Summer League

    ________________________________________________________________

“The spirit of P.T. Barnum lives on in minor

league baseball, where small teams wield big

sticks to pack in the crowds – the cornier,

goofier, and cheaper, the better for those

promoting their All-American product.”

Asheville Citizen Times
    ________________________________________________________________
 

Information about teams in each league may be found online at
www.minorleaguebaseball.com. 

2.19.2  Minor League Hockey
There are four established minor hockey leagues.  They are as follows:

• American Hockey League (www.theahl.com):  28 teams, 80 regular season games
• East Coast Hockey League (www.echl.com):  25 teams, 72 regular season games,

4,750 average attendance for 2002-2003
• Central Hockey League (www.centralhockeyleague.com):  16 teams, 64 regular

season games
• United Hockey League (www.theuhl.com):  14 teams, 66 regular season games

Despite its popularity in many small markets throughout the U.S., minor league
hockey has had stability problems.

The International Hockey League, which had been the largest of the minor
leagues, ceased operations in 2001.

In 2003, the East Coast Hockey League absorbed the teams of the West Coast
Hockey League (Alaska, Bakersfield, Fresno, Idaho, Long Beach, and San Diego) and
realigned into two conferences with two divisions each.  Following the merger, the
official name of the league was changed from East Coast Hockey League to simply
ECHL. 

http://www.minorleaguebaseball.com
http://www.theahl.com
http://www.echl.com
http://www.centralhockeyleague.com
http://www.theuhl.com
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    ______________________________________________________________

“Minor league hockey – where constant

franchise turnover of the last decade has been

superceded by entire leagues shutting down or

merging – is taking difficult steps toward

maturity.”

Sports Business Journal
    ______________________________________________________________
 

The Atlantic Coast Hockey League (ACHL) had its inaugural season in 2002-
2003, then the league folded for the 2003-2004 season.

In 2003-2004 three new leagues appeared: the WHA2 (defunct 2004), SEHL
and the Federal Hockey League (Canada).  For 2004-2005, spurred by the NHL
lockout, new leagues are forming including the Southern Professional Hockey League
(www.thesphl.com) and the North American Hockey League (www.nahl.com).

2.19.3  Basketball
The NBA’s first official minor league, the National Basketball Development

League (NBDL), started in October 2001.  The eight inaugural teams were located in
Asheville, North Carolina; Columbus, Georgia; Fayetteville, North Carolina; Greenville,
South Carolina; Huntsville, Alabama; Mobile, Alabama; North Charleston, South
Carolina; and Roanoke, Virginia.  In June 2003, the NBA relinquished ownership of
NBDL teams in favor of finding local owners for the clubs.  Three teams will relocate for
the 2005-2006 season:  Asheville will relocate to Tulsa, Oklahoma, Columbus will
relocate to Austin, Texas, and Huntsville will relocate to Albuquerque, New Mexico.  In
addition, a team will be added in Fort Worth, Texas.  Each team plays 50 games.

The Continental Basketball League ceased operations in 2001 after 54 seasons
in existence.  This left two other small leagues:  the International Basketball League
(IBL) and the U.S. Basketball League (USBL).  The American Basketball Association
(ABA) was formed in 2000, and subsequently merged with the IBL; the combined
league had 14 teams.  The USBL has been in existence since 1985.

http://www.thesphl.com
http://www.nahl.com
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3

SPORTS TELEVISION BROADCASTING

3.1  Market Assessment
According to Sports Business Journal, 2004 media broadcast rights are 

$7.0 billion, distributed as follows:
• Big Four leagues plus NASCAR $5.3 billion
• College $1.1 billion
• Other  $ 640 million

Of revenue generated by the professional and collegiate sports, the following
comes from media rights (source:  Sports Business Journal, 12/6/04):
• NCAA 88%
• NFL 44%
• NBA 37%
• MLB 24%
• NHL   6%

Broadcasting & Cable estimated 2004 TV sports ad spending at approximately
$8 billion, $1.3 billion of which was attributed to the 2004 Summer Olympics.

According to Magna Global (www.magnaglobal.com), based on Nielsen Media
Research data and Brand Week, U.S. adult sports viewing is distributed as follows:
• NFL  20.3%
• MLB  10.8%
• College football    9.0%
• Golf    8.5%
• NBA    7.5%
• Auto racing    6.9%
• College basketball   5.5%

• Tennis    3.2%
• NHL    2.0%
• Figure skating      1.2%
• Extreme sports    0.5%
• Soccer     0.3%
• WNBA basketball    0.3%
• Horse racing    0.2%

3.2  The High Cost of Sports Broadcasting
The high salaries earned by top athletes represent one of the greatest changes

in professional sports throughout the past decade.  These high salaries have been
made possible, to a large extent, by television networks through costly broadcast rights
contracts.

http://www.magnaglobal.com
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    ______________________________________________________________

“It has become a ritual: Television executives

whine about the high price of sports programming

and then turn around and make outrageously high

bids to win broadcasting rights.  The worst-kept

secret in the media business is that virtually no

one makes a profit on pro sports.  But it appears

that the TV sports bubble, like the once-bloated

stock market, is finally headed for a correction.”

    Business Week
    ______________________________________________________________
 

NBC, reportedly, lost about $100 million a year under its NBA deal, which
expired at the end of the 2002-2003 season.  After seeing game ratings drop 37% over
the life of its $1.6 billion, four-year contract, NBC opted not to consider renewal.  ESPN
picked up the rights for $2.4 billion for six years, and buys time to air the games on
ABC – both are owned by Walt Disney Co.  While some analysts believed that NBC’s
pass on renewal of the NBA deal foretold of a more fiscally conservative position by
networks with respect to sports broadcast rights, the rights deals signed by the NFL in
2004 indicated that the network’s high spending on sports broadcasting will continue.
    _________________________________________________________________

“Have network TV executives gone mad?  It

would appear so, based on the November 8

announcement that CBS and Fox will spend $8

billion through 2011 for the rights to broadcast

National Football League games on Sunday

afternoons.  That's more than 25% more than the

networks shelled out for their last deal, which

isn't due to expire until the Super Bowl in 2006. 

What's more, it comes at a time when network

TV audiences are evaporating amid an explosion

of entertainment choices – and cost-conscious

moguls are packing their schedules with endless

variations of cheap-to-produce reality shows.”

Business Week, 11/22/04
    _________________________________________________________________
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 3.2.1  Estimated Network Losses
Morgan Stanley media analyst Richard A. Bilotti estimated broadcast and cable

networks lost $1.07 billion on sports broadcasting during the 2003-2004 seasons,
distributed by sport as follows:
• MLB  <$370 million>
• NFL  <$270 million>
• NBA  <$246 million>
• NASCAR  <$106 million>
• NHL  <$77 million>
• College basketball  <$55 million>
• Olympics  +$10 million
• College football  +$43 million

Morgan Stanley projects total losses for networks for 2000 through 2006 at $6.6
billion, distributed as follows:
• Turner  $1.4 billion
• Fox $1.3 billion ($359 million when adjusted for reserve)
• CBS  $1.2 billion
• ABC $1.1 billion
• ESPN  $900 million
• NBC  $400 million
• FX  $300 million

Mr. Bilotti estimates that sports losses wipe out about 40% of all profits from
prime-time programs.

3.2.2  Justification
A network with a hot sports contract can use the games to promote its other

programming, enhance its brand, or just deny competitors access to a particular sports
property.  
    ______________________________________________________________

“Broadcast networks must look at sports as a

piece of a much larger puzzle and not focus on

the specific profits and losses of sports

divisions.  You can’t remove sports from the

other parts of the networks.  If you did, it would

look as bad as some others make it out to be.”

Leslie Moonves, President
CBS Television
Sports Business Journal

    ______________________________________________________________



The 2006 Spor ts Business Market Research Handbo ok
•  52  •  

At the Sports Business Journal/Octagon World Congress of Sports, Mr. Moonves
reviewed some of the recent history of CBS and the impact of its sports broadcasting. 
CBS was the No. 1 network when Fox outbid it for NFL rights in 1994.  CBS then
quickly slipped to fourth place among key male demographic groups and lost six key
affiliates that defected to Fox.  When CBS landed NFL rights again in 1998, the
recovery began right away, and CBS became the No. 1 network in terms of total
viewers and men 18 and older.
    _________________________________________________________________

“So what makes a bunch of trash-talkin' guys

smashing into each other every week worth so

much?  Some network execs still insist they

make money on the NFL – though analysts

dispute that.  But for outlets that must now

compete with hundreds of cable channels, iPods,

wireless devices, satellite radio, and good ol'

PlayStation, Sunday afternoon football may just

be the last bastion of a mass audience for

network TV.  The NFL's ratings are down almost

9% since 1998, but its broadcasts still average

15.5 million viewers, according to Nielsen Media

Research.  (The average network audience for a

baseball game is 3.6 million.)  And the games are

live, which makes them TiVo-proof these days

since, after all, who wants to watch a game when

everybody knows the score?”

Business Week, 11/22/04
    _________________________________________________________________
 

3.3  Out-of-Home Sports Viewing
While the success of sports viewing on television is generally assessed by

Nielsen household-based ratings, the impact of viewing in out-of-home settings should
not be underestimated.  A 2004 survey of 3,092 adults and 929 college students by
The Total TV Audience Monitor found that as many as 36.3 million American adults
watch broadcast and cable programming in unmeasured, out-of-home locations per
week.  Most of the screening is by college students – almost 10 million per week. 
Viewing locations are distributed as follows:
• College 29.5%
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• Off-campus housing and on-campus facilities 18.6%
• The workplace 13.9%
• Hotels and motels 13.2%
• Second homes 10.8%
• Restaurants or bars   6.9%

The Total TV Audience Monitor study indicated that in the average quarter-hour,
72% of the out-of-home audience watches TV in settings that are comparable to a
home environment – on-campus housing, off-campus housing, hotels/motels and
second homes – and are therefore conducive to advertising.  One-fifth of all adults
aged 18-to-49 watch TV outside the home in the average week, while of the 15.7
million full- and part-time college students that view the small screen, 63%, or 9.9
million, do so away from their parents' residence.  The following are the top cable
networks in out-of-home TV venues on a weekly basis:

All Adults Age 18-34
• ESPN 5.4 million 2.7 million
• CNN 3.5 million 1.0 million
• MTV 2.7 million 2.6 million
• TBS 2.3 million 1.8 million
• TNT 2.0 million 1.1 million

3.4  Broadcast Rights of Major Sports Properties
In May 2005, the NFL and ESPN announced a $8.8 billion, eight-year (2006-

2013) deal for broadcast of Monday Night Football.  In replacing ABC, ESPN’s contract
is about twice what its sister company had been paying out for a prime-time show that
some say may be past its prime.  And the new deal is nearly twice the $600 million a
year ESPN had been paying to carry games on Sunday night.  ESPN also gets rights to
wireless and Spanish-language telecasts.  Still, Merrill Lynch MER analyst Jessica Reif
Cohen estimates that because of the dual revenue streams of ads and subscriber fees,
football could generate operating profits of $100 million to $200 million a year for
ESPN, compared with a $150 million-a-year loss for ABC.
    _________________________________________________________________

“ESPN had little choice.  That's because cable

giant Comcast Corp. and Rupert Murdoch's Fox

Sports – each interested in using Sunday or

Monday night games to launch their own sports

channels – made aggressive overtures to the

NFL.”

Business Week, 5/2/05
    _________________________________________________________________
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The biggest sports broadcast rights deals of 2004 occurred in November, when

the NFL announced three agreements worth $11.5 billion, with CBS, Fox, NBC, and
DirecTV all extending their agreements into the next decade.

The following provides information on various sports deals with networks: 
National Football League
• Networks:  CBS, ESPN, Fox, NBC, and DirecTV
• ESPN - Monday Night Football and annual player draft - $8.8 billion, 2006-2013;

$1.1 billion average annual value
• CBS - American Football Conference Sunday afternoon broadcasts, Super Bowls in

2008 and 2011 - $4.27 billion, 2006-2011; $712.5 million average annual value
• Fox - National Football Conference Sunday afternoon broadcasts, Super Bowls in

2007 and 2010 - $3.73 billion, 2006-2011; $622.5 million average annual value
• NBC - Thursday night season opener, Sunday night package, Super Bowls in 2009

and 2012 - $3.6 billion, 2006-2011; $600 million average annual value
• Direct TV:  $3.5 billion to have rights to the Sunday Ticket package, 2006-2010;

$700 million average annual value

Major League Baseball
• Networks:  ESPN and Fox
• Fox - Playoffs, World Series, All-Star Game, Saturday game of the week - $2.5

billion, 2001-2006
• ESPN - Wednesday, Sunday telecasts, MLB Division Series games - $851 million,

2000-2005

National Basketball Association
• Networks:  ESPN, TNT/TBS, NBA TV
• ESPN airs some games on ABC (both are owned by Walt Disney Co.); $2.4 billion,

2002-2008
• TNT airs some games on TBS (both are owned by Time Warner); $2.2 billion, 2002-

2008
• NBA TV airs an additional 96 games per season

National Hockey League
• Network:  ESPN
• ESPN - regular season, playoffs, finals - $60 million for 2004-2005 season

NASCAR
• Networks:  Fox (also FX, Fox Sports Net), NBC, TBS
• Fox - First half of Nextel Cup, Busch Series - $1.6 billion, 2001-2008
• NBC and TBS - Split second half of the season - $1.2 billion, 2001-2006
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NCAA Men’s Basketball Tournament
• Network:  CBS
• Package:  Every tournament game
• Deal:  $6.2 billion, 2003-2014

NCAA Football
• Network:  ABC
• Package:  Bowl Championship Series
• Deal:  $500 million, seven years through 2005

Professional Golf Association
• Networks:  ABC, CBS, NBC, and ESPN
• Package:  PGA events, excluding U.S. Open, Masters, PGA championship, and

British Open
• Deal:  $107 million, 2001-2004

U.S. Figure Skating Championships
• ABC has broadcast the U.S. Figure Skating Championships since 1962.  It is

currently operating under an eight-year, $96 million contract that runs through 2006.

U.S. Open (Tennis)
• Networks:  CBS and USA
• Deals:  CBS - $152 million, 2001-2004; USA - $125 million, 2003-2008

Olympics
• Network:  NBC
• Deal:  $793 million for 2004 (summer games); $613 million for 2006 (winter games);

$894 million for 2008 (summer games)

Triple Crown
• Network:  NBC
• Deal:  $51.5 million, 2001-2005

3.5  Sports on Broadcast and Cable Networks
The following summarizes the broadcast rights of major sports properties by the

broadcast networks (sources:  Sports Business Journal, Gould Media, and
Broadcasting & Cable):
Fox
• NFL (National Football Conference):  $3.73 billion, 2006-2011; $622.5 million

average annual value
• MLB (National League):  5 years, $2.5 billion through 2006
• NASCAR:  8 years, $1.6 billion through 2008
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ABC
• NHL:  5 years, $600 million through 2003-2004
• MLS:  6 years, revenue sharing through 2003
• PGA:  4 years, $650 million
• IRL:  5 years, $60 million to $65 million through 2004
• NCAA Bowl Championship Series:  7 years, $500 million through 2005
• U.S. Figure Skating Championships:  8 years at $96 million through 2006

CBS
• NFL (American Football Conference):  $4.27 billion, 2006-2011; $712.5 million

average annual value
• NCAA Basketball Tournament:  11 years, $6 billion through 2012-2013
• USTA U.S. Open:  4 years, $152 million through 2004
• The Masters:  1 year at $3 million, reviewed year-to-year

NBC
• Olympics:  Winter and Summer Games, $3.55 billion through 2008
• MLB:  5 years, $400 million
• NASCAR:  8 years, $1.4 billion through 2008
• Triple Crown:  5 years, $51.5 million through 2005
• Notre Dame football:  7 years, $45 million through 2004

ESPN
• NFL (Sunday Night Football):  $8.8 billion, 2006-2013; $1.1 billion average annual

value
• MLB:  $851 million, 2000-2005
• NBA:  $2.4 billion, 2002-2008

TNT/TBS
• NBA:  $2.2 billion, 2002-2008

USA
• USTA U.S. Open:  5 years, $125 million through 2008

3.6  New Sports Channels
Comcast and News Corp. are considering a launch of sports channels of their

own, in direct competition with ESPN, according to Business Week.  Both companies
run cash-rich regional sports networks and have plenty of local rights deals.  With a
national service, Comcast and Murdoch's 34%-owned DirecTV satellite service could
face down ESPN's demands for higher rates, according to Richard Greenfield, an
analyst at Fulcrum Global Partners (www.fulcrumgp.com).

http://www.fulcrumgp.com
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3.7  Olympics Broadcasts
Broadcast rights for the Olympics are as follows (sources:  Magna Global USA

and Broadcasting & Cable):
• Summer 1992 $476 million NBC/Sports Channel
• Winter 1994 $325 million CBS/TNT
• Summer 1996 $456 million NBC
• Winter 1998 $375 million CBS
• Summer 2000 $715 million NBC/CNBC/MSNBC
• Winter 2002 $555 million NBC/CNBC/MSNBC
• Summer 2004 $793 million NBC Universal
• Winter 2006 $613 million NBC Universal
• Summer 2008 $894 million NBC Universal
• Winter 2010 $820 million NBC Universal
• Summer 2012 $1.18 billion NBC Universal

NBC’s TV coverage of the 2004 Athens Games attracted 198 million unique TV
viewers, or roughly 71% of the U.S. population.  That was a 9% increase on the 185
million viewers who tuned in for the Sydney Games in 2000, according to Nielsen
Media Research.

    _________________________________________________________________

“As the Games recede into the history books, the

media outfits that took a chance on the Olympics

look golden.  The big winner is NBC Universal,

created by the merger of NBC and Vivendi

Universal Entertainment.”

USA Today, 8/30/04
    _________________________________________________________________
 

The Olympics allowed NBC Universal to divide programming across its six TV
networks: the NBC broadcast network and USA, CNBC, MSNBC, Bravo, and
Telemundo cable networks.  According to Randy Falco, President of NBC Universal’s
Network Television Group, the strategy produced half a million new cable
subscriptions.  NBC research indicated 61% of viewers who watched Olympic events in
the afternoon wanted to watch more in the evening.

More than 100 advertisers who were on the fence bought $30 million in
commercial time after Opening Ceremonies, according to USA Today.  While many
sports programs are money losers for TV networks due to high rights fees charged by
sports leagues, NBC Universal pocketed an estimated $60 million to $70 million off
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Olympic ad revenue of more than $1 billion.   

3.8  Cable Sports Networks
The following are the major cable networks involved in sports broadcasting:

• ESPN, the market leader in sports cable network services, is by far the largest
generator of profits for parent Walt Disney Co.  According to the National Cable
Television Association, ESPN shared leadership with CNN in coverage among all
cable networks with 71 million subscribers.  ESPN was started as a local
Connecticut sports channel in 1979.  The network’s success has resulted in equity
stakes in 19 foreign networks, a widely used Internet service, ESPN Sports bars
and the ESPN theme park attraction.  ESPN2, which focuses on live-event coverage
and is the decade’s fastest growing cable channel, is now in 39 million households
after launching in 10 million.

• Fox Sports Network, a joint venture of Rupert Murdoch’s NewsCorp and Liberty
Media, debuted in November 1996 with 20 million viewing households.  Fox Sports
Net is a cluster of nine regional cable sports networks with a foundation of local
game action, but offers national sports news that can be inserted locally.  Fox
Sports Net reaches approximately 50 million subscribers.  In mid-1997, Fox Sports
Net purchased 40% of Cablevision’s Rainbow sports assets.  Those assets include
the Madison Square Garden, the New York Knicks, and Rangers franchises, and
eight regional sports channels.

• Turner Broadcasting System, Inc. launched CNN/SI with Sports Illustrated in
December 1996.  Both Turner Broadcasting and Sports Illustrated are units of Time
Warner, Inc. 

With its 2002-2008 broadcast rights contract with ESPN, the NBA became the
first of the Big Three leagues to assign its programming almost exclusively to the cable
and satellite channels.

    ______________________________________________________________

“Cable is where TV is going, and we have to go

there, too.”

David J. Stern, Commissioner
NBA
Business Week

    ______________________________________________________________
 

The NFL Sunday Ticket has been DirecTV’s flagship service since 1995.  The
renewal contract for five-year exclusive rights to the programming was signed in
December 2002 in a $2 billion deal between the NFL and DirecTV.
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3.9  Regional Sports Networks
The following are the major regional sports networks, ranked by households

reached, in millions (source:  Sports Business Journal and Broadcasting & Cable):
• Fox Sports Net South 10.6
• Fox Sports Net Southwest   8.0
• MSG Network   8.0
• YES Network   8.0
• Rogers Sportsnet   7.5
• Fox Sports Net West   6.5
• Sunshine Network   6.1
• Fox Sports Net New York   6.0
• Fox Sports Net Florida    5.0
• Fox Sports Net West 2   4.6
• Fox Sports Net Ohio   4.5
• Comcast SportsNet Mid-Atlantic   4.4
• Fox Sports Net Midwest   4.2
• New England Sports Network   4.0
• Fox Sports Net Chicago   3.8
• Fox Sports Net New England   3.7
• Fox Sports Net North   3.7
• Fox Sports Net Detroit   3.4
• Fox Sports Net Northwest   3.4
• Comcast SportsNet Philadelphia   3.0
• Fox Sports Net Pittsburgh   3.0
• Fox Sports Net Rocky Mountain   3.0
• Fox Sports Net Bay Area   2.7
• RDS   2.5
• Fox Sports Net Arizona   1.8
• Cox Sports Television   1.0
• Empire Sports Network   n/a

Four additional networks were launched in Fall 2004:  Altitude, Comcast
SportsNet Chicago, C-SET, and Comcast SportsNet West.
 
3.10  Team-Owned Networks

Professional sports teams have recognized they can enjoy the benefits of a dual
revenue stream; cable affiliate fees and advertising by setting up their own local sports
networks.  The New York Yankees and Boston Red Sox in 2002 were the first to form
their own cable networks.

After a highly-publicized dispute between The Yankees Entertainment & Sports
Network (YES) and Cablevision, an agreement was reached whereby the YES channel,
packaged with two other sports networks, is made available to subscribers for $4.95 a
month, similar to the way HBO or other premium channels are sold.  Initially, the YES
network was demanding that it be on a basic tier and collect $2 per subscriber.
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    ______________________________________________________________

“An accord in a nasty fight between the New

York Yankees and the region’s largest cable

operator could have implications for the cost of

sports programming throughout the country and

how consumers pay for popular channels.  This

a la carte system could be good news for

subscribers, who have watched basic cable rates

rise for years.”

The Wall Street Journal
    ______________________________________________________________
 

The following other team-specific networks were also recently launched, or are
in the planning stages:
• The Kansas City Royals launched for the 2003 season their own network – the

Royals Sports Television Network (RSTN) – and reached a deal with Time Warner
Cable to reach 400,000 homes in Kansas, Missouri, Nebraska, Iowa, Arkansas, and
Oklahoma.

• The Minnesota Twins launched Victory Sports Network, and made a deal with ESPN
for sports news and the rights to all University of Minnesota products and the Big
Ten fare that ESPN produces.

• The Houston Astros are considering a $265 million offer by the Houston Astros to
join them in forming a regional sports network.  The Astros petitioned a state court,
asking it to require Fox to either match the offer or forfeit rights to the Astros after
the 2005 season.

• The owner of the NHL’s Colorado Avalanche and the Denver Nuggets launched its
own network in 2004.

    _________________________________________________________________

“The owner of Denver’s pro hockey and

basketball teams spurned an offer from Fox

Sports Net.  Instead, Kroenke Sports

Entertainment will start its own regional sports

network.”

Broadcasting & Cable, 2/16/04
    _________________________________________________________________
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• In Chicago, a new network co-owned by the four major sports teams and Comcast
was slated to launch in late 2004 or early 2005.

3.11  League Networks
NBA TV was launched in 1998, and for the 2002-2003 seasons began airing four

games per week during the NBA season, plus WNBA, NBDL games, international
tournaments, and some original programming.

The National Football League created the NFL Network in 2003.  The new cable
network provides leverage in future rights negotiations, and could serve as a platform
for ancillary programming.  The network announced in August 2004 a cable digital-
based carriage deal with Comcast that reaches 22 million subscribers.  The NFL
Network is not expected to be a factor, at least in the foreseeable future, in the
broadcast of league games.  "They don't ever want the risk equation to fall on
themselves," according to Dick Ebersol, chairman of NBC Sports.

3.12  Sport-Specific Networks
The success of The Golf Channel, launched in 1995, has spurred others to start

sport-specific networks.  The following are some recently-launched or planned start-
ups:
• College Sports Television will showcase 25 college sports, and counts Kevin

Garnett, Tiki Barber, and Joe Namath among its backers.  Brian Bedol, one of
College Sports Television’s founders, was creator of Classic Sports Network, for
which ESPN paid $180 million in 1997.

• Steve Bellamy, founder of the Tennis Channel, says his network is a no-brainer
given the short shrift tennis gets on cable TV and the popularity of the women’s
tour.  The new cable network has Frank Biondi, Andre Agassi, and Pete Sampras
among its backers.

• The Ice Channel will feature figure and speed skating, commentary, and movies.
• Go! TV, a channel devoted to soccer and aimed at the U.S. Latino population,

launched in February 2003.  Households that take EchoStar’s Dish Latino package
receive the service.

 
While the concepts behind the new sport-specific networks may be good,

challenges lie ahead.  At minimum, launching a cable network is a $30 million
proposition.  Getting to positive cash flow is a longer haul – typically requiring a
minimum of two to three years and an investment of $120 million or more.  To attract
advertisers, start-up networks need deals with major cable operators – such alliances
can be elusive.  

Established networks have also been active in launching sport-specific
networks.  ESPN launched in 2003 its EXPN Action Sports On Demand, a broadband
and subscription video-on-demand service targeting the extreme sports audience. 
Also, Fox Entertainment Group announced plans in early 2003 to launch a digital
network tailored to the action sports genre, targeting teens and young adults.
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3.11  Revenues from Sports-Related Advertising
The following were networks’ revenues from sports-related advertising in 2003

(sources: TMS Media Intelligence [www.tms-mi.com] and Sports Business Journal,
5/3/04):
• CBS $1.43 billion
• ABC $1.33 billion
• Fox $1.18 billion
• ESPN $1.16 billion
• NBC $ 472 million
• TNT $ 221 million
• ESPN2 $ 219 million
• The Golf Channel $   88 million
• Speed Channel $   63 million
• USA $    44 million
• FX $    43 million
• TBS $    34 million
• OLN $    34 million

The following is sports revenue by programming type:
• Professional football $2.0 billion
• Professional basketball $579 million
• Golf $578 million
• College basketball $521 million
• Auto racing $472 million
• College football $449 million
• Sportscast $444 million
• Professional baseball $438 million
• General sports shows $361 million
• Tennis $156 million
• Hockey $127 million
• Sports magazine $  60 million
• Horse racing $  26 million
• Sports entertainment $  24 million
• Soccer $  21 million
• Rodeo $  11 million

3.13  Programming for Fantasy Sports
More than 15 million adults engaged in fantasy sports over the past year,

according to the Fantasy Sports Trade Association (www.fsta.org).  These games allow
players to create teams and compete in leagues using real statistics from players in a
particular sport.  Online fantasy sports games for football, basketball, baseball, and
golf, among others, generate more than $500 million annually, according to The New
York Daily News.  About 75% of fantasy players participate in football leagues.  The

http://www.tms-mi.com
http://www.fsta.org
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statistical-based games have recently become popular with sports TV programmers.
    _________________________________________________________________

“The once-small cottage industry has blossomed

into ... an important programming staple for

several sports-oriented networks.  Niche sports

networks and national cable services are

beginning to roll out fantasy-sports oriented

programs to provide important information and

statistics for its growing number of players. 

Executives say such programming not only

endears the network to the hard-core sports fan,

but also helps to touch the elusive demographic

of men 18-to-34, which make up the lion’s share

of fantasy players.”

R. Thomas Umstead
Multichannel News

    _________________________________________________________________

The following are some fantasy sports programs which have recently been
launched:
• Ultimate Fantasy Football is aired on Fox Sports Net late on Saturday nights for

fans that want to set their teams before the Sunday afternoon games.
• TFN offers a weekly fantasy show, Fantasy Football 2004.  Spike TV carries the

program on Saturday and Sunday mornings.
• The NFL Network has turned over its Sunday afternoon schedule to serve fantasy

fans, with eight hours of fantasy sports information, up-to-the-minute stats, and
game highlights as part of Red Zone.

• The Gatorade Virtual GM, aired on NBA TV, offers a daily fantasy show recapping
the evening’s game action from a fantasy perspective.

• ESPN is beginning to introduce fantasy segments within its highlights and preview
shows.
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    _________________________________________________________________

“It’s a huge market and it’s very untapped.  The

average fantasy fan spends three to six hours a

week working on their team.”

Jerry Solomon, President
TFN
Multichannel News

    _________________________________________________________________
 

Since its failed attempt to buy ESPN and its parent company, the Walt Disney Co., in
2004, Comcast has been furiously launching its own TV sports programming around
the country, leading to wide speculation that it may create a national sports network,
one that would compete with ESPN, and perhaps be built around rights to telecast NFL
games.  Comcast already owns specialized national sports channels: the Golf Channel
and Outdoor Life Network.  Outdoor Life has entered ESPN territory, notably by
acquiring the Gravity Games, which mimic ESPN's X Games.
    _________________________________________________________________

“Comcast could start a new national sports

channel and be in a quarter of the cable homes

in the country right off the bat.”

Marc Ganis, President
Sportscorp
Philadelphia Inquirer, 3/9/05

    _________________________________________________________________
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4

SPORTS RADIO

4.1  Market Assessment
According to Sports Business Journal, annual sports radio advertising revenues

are $2.2 billion and broadcast rights fees are $443 million.
According to Arbitron (www.arbitron.com), 41.8 million people listen to sports

radio at least once a week.
Approximately 150 radio stations nationwide have adopted all-sports formats. 

Although their audiences are dwarfed by market-leading rock stations, broadcast
analysts say sports stations are a good way to sell products aimed at the male
audience.  According to Interep (www.interep.com), a radio sales representation firm,
more than 65% of sports-radio listeners are men, and 70% are aged 25-to-54. 
Listeners are 81% more likely than all radio listeners to be college graduates, and 67%
more likely to have household income over $75,000.

The format’s growth primarily reflects AM station’s competition for listeners with
the more popular FM stations.  In the late 1980s, the FCC awarded many new FM
licenses, which siphoned a lot of listeners away from AM stations.  AM stations needed
to look for new formats to draw back some of their listenership.  All-sports formats,
along with other narrow formats (e.g., talk, Spanish language, and subdivisions of pop
music) have flourished because of these developments.

According to Duncan’s American Radio www.duncanradio.com), national
advertisers are impressed with targeted audiences like sports radio’s.  But local
companies are less likely to advertise on narrow-format stations, preferring the larger
audiences delivered by broader-format stations.

4.2  Sports Radio Stations
WEEI-AM (Boston) has been the top-rated sports radio station in the U.S. for six

consecutive years.  It’s listening audience was unprecedented in the fall of 2004.
    _________________________________________________________________

“WEEI’s 7.1 average rating for the [September 23

to December 15, 2004 ] period were the highest

in the station’s 14-year history, fueled by a period

that saw the World Series drive of the Boston

Red Sox and the start of the season for the New

England Patriots.”

Sports Business Journal, 2/7/05
    _________________________________________________________________

http://www.arbitron.com
http://www.interep.com
http://www.duncanradio.com
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Arbitron ratings represent the average quarter-hour shares (percentage of
households tuned into a specific station) within a given market.  As of December 2004,
42 sports radio stations had an Arbitron rating of 1.0 or higher.  The are as follows:
• WEEI/WEEI-FM (Boston, Massachusetts) 7.1
• WFAM (Nassau-Suffolk, New York) 4.3
• WIP (Philadelphia, Pennsylvania) 3.4
• WBNS (Columbus, Ohio) 3.2
• WGR (Buffalo, New York) 3.1
• WHTK (Sacramento, California) 2.9
• WQAM (Miami-Ft. Lauderdale, Florida) 2.8
• WKNR (Cleveland, Ohio) 2.6
• WHB (Kansas City, Missouri-Kansas) 2.5
• WFAN (New York, New York) 2.4
• KJR (Seattle, Washington) 2.4
• WFAN (Minneapolis, Minnesota) 2.4
• WDAE (Tampa-St. Petersburg, Florida) 2.4
• WTCK/WTCK-FM (Dallas-Ft. Worth, Texas) 2.3
• KNBR (San Francisco, California) 1.9
• WCKY (Cincinnati, Ohio) 1.9
• KCSP (Kansas City, Missouri-Kansas) 1.9
• WFNZ/WFNA (Charlotte, North Carolina) 1.9
• WMVP (Chicago, Illinois) 1.8
• WTEM (Washington, D.C.) 1.8
• XPRS (San Diego, California) 1.8
• KILT (Houston, Texas) 1.7
• KKFN (Denver-Boulder, Colorado) 1.7
• WRBZ (Raleigh-Durham, North Carolina) 1.7
• WEAE (Pittsburgh, Pennsylvania) 1.6
• KFXX (Portland, Oregon) 1.6
• WDFN (Detroit, Michigan) 1.5
• KXTA/XTRA (San Diego, California) 1.5
• KZNS/KOVO (Salt Lake City, Utah) 1.5
• KNBR (San Jose, California) 1.4
• WSCR (Chicago, Illinois) 1.3
• KFNS/KFNS-FM (St. Louis, Missouri) 1.3
• KESN-FM (Dallas-Ft. Worth, Texas) 1.2
• WXYT (Detroit, Michigan) 1.2
• KTKR (San Antonio, Texas) 1.2
• WQTM (Orlando, Florida) 1.2
• WNDE (Indianapolis, Indiana) 1.2
• WCNN (Atlanta, Georgia) 1.1
• WQXI (Atlanta, Georgia) 1.1
• WAUK (Milwaukee, Wisconsin) 1.1
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• KNBR (Sacramento, California) 1.0
• WHBQ (Memphis, Tennessee) 1.0

According to BIA Financial Network (www.bia.com) and Sports Business Journal,
in the top 50 media markets, the 75 stations that fill all or most of their lineups with
sports programming had $361.1 million in advertising revenue in 2004, an increase of
3.7% from 2003.  For comparison, all radio stations experienced a 2.7% growth in
2003.  The following all-sports stations had the highest advertising revenue in 2004:
• WFAM 660 (Nassau-Suffolk, New York) $52.5 million
• WEEI 850 (Boston, Massachusetts) $33.4 million
• KNBR 680 (San Francisco, California) $30.0 million
• WTCK 1310 (Dallas-Ft. Worth, Texas) $23.0 million
• WQAM 560 (Miami-Ft. Lauderdale, Florida) $18.2 million
• WSCR 670 (Chicago, Illinois) $18.0 million
• WIP 610 (Philadelphia, Pennsylvania) $18.0 million
• WQXI 790 (Atlanta, Georgia) $  9.5 million
• WMVP 1000 (Chicago, Illinois) $  9.4 million
• KFAN 1130 (Minneapolis-St. Paul, Minnesota) $  8.6 million

4.3  Sports on Satellite Radio
In October 2004, XM Satellite Radio and Major League Baseball announced a

deal that will let XM customers listen to every MLB radio broadcast of the regular
season, playoffs, and World Series beginning in 2005.  The deal pays MLB $650
million over 11 years.

http://www.bia.com
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5

SPORTS ONLINE

5.1  Most Visited Sports Websites
The following were the most visited sports Websites in February 2005 (sources: 

Sports Business Journal [3/28/05] and Nielsen//NetRatings, www.netratings.com):
• ESPN.com 11.5 million
• FoxSports.com    9.2 million
• Yahoo! Sports   8.4 million
• SI.com    7.3 million
• AOL Sports   7.1 million
• NFL Internet Network   6.3 million
• MLB.com   4.3 million
• CollegeSports.com   4.0 million
• NASCAR.com   4.0 million
• NBA Internet Network   3.5 million

Sports Illustrated’s swimsuit issue, the largest revenue-producing single edition
in the magazine business, surpassed $1 million in advertising revenue for the first time
in 2004.  The si.com Website became stronger than ever in 2004, rising to #4 in sports
Website traffic from #8 in 2003.

    _________________________________________________________________

“The [million-dollar advertising] mark provides

early vindication for a site that in the last six

months has more closely aligned its editorial and

sales operations with the 50 year-old magazine.”

Sports Business Journal, 4/19/04
    _________________________________________________________________
 

5.2  Live Sports Webcasts
Live sports webcasts debuted in the early 2000, and have gained some

momentum.
The first live webcast of an NBA game was made on April 13, 2001, when fans

with broadband access could watch the Dallas Mavericks play the Sacramento Kings at
near 30-f/s quality with CD-quality audio.  The webcast was free on NBA.com and

http://www.netratings.com
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REAL.com.  According to RealNetworks, the webcast generated 120,000 visits from 87
countries, including 30,000 from China.  The NBA currently uses webcasting for NBDL
and WNBA games.  ESPN broadcasts several of the minor-league games on-air; the
NBA distributes the remaining contests exclusively over the Internet.  One WNBA game
was broadcast daily during the 2005 season.

Major League Baseball’s Website, www.mlb.com, featured its first live webcast
of the Yankees-Rangers game in 2002.  That webcast, which was free, attracted
30,000 viewers.  Subsequent games were webcast for a fee.  The website now has
more than 500,000 paid webcast subscribers.

Executives involved say that the early sports webcasts are experimental.  The
quality of the online viewing experience is not good enough to attract viewers in huge
numbers, and less than 50% of consumers have high-speed Internet access.  But, live
sportscasts do hold some hope for sports executives, who say the Internet is an ideal
way to reach two critical groups, long distance fans and younger people who are
deluged with entertainment choices.

    ______________________________________________________________

“Right now, this is more about experimenting

and R&D than anything else.  But there’s a very

interesting market when you look at displaced

fans who develop a team allegiance in one city,

but then move to another.”

Patrick Keane, Analyst
Jupiter Research
The New York Times

    ______________________________________________________________

http://www.mlb.com
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6

PROFESSIONAL SPORTS TEAMS

6.1  Market Assessment
According to Forbes, professional sports teams generate the following annual

revenues:
• National Football League $5.34 billion
• Major League Baseball $4.26 billion
• National Basketball Association $3.03 billion
• National Hockey League $2.20 billion

Operating incomes are as follows:
• National Football League $851.2 million
• Major League Baseball $132.0 million
• National Basketball Association $277.2 million
• National Hockey League          <$  96.0 million>

Forbes publishes an assessment of the 116 franchises in the four major
professional sports leagues.   The average valuations of professional sports franchises
in 2004 were as follows (one-year change in parenthesis):
• National Football League (32 teams) $733 million (17%)
• Major League Baseball (30 teams) $332 million (15%)
• National Basketball Association (29 teams) $302 million (14%)
• National Hockey League (25 teams) $163 million (3%)

Average revenues per team of the sports leagues were as follows:
• National Football League $167 million
• Major League Baseball $142 million
• National Basketball Association $104 million
• National Hockey League $  88 million

6.2  Major League Baseball
According to Forbes, the valuations of MLB teams in 2005 were as follows:

• New York Yankees $950 million
• Boston Red Sox $563 million
• New York Mets $505 million
• Los Angeles Dodgers $424 million
• Seattle Mariners $415 million
• Chicago Cubs $398 million
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• Philadelphia Phillies $392 million
• Atlanta Braves $382 million
• San Francisco Giants $381 million
• St. Louis Cardinals $370 million
• Houston Astros $357 million
• Baltimore Orioles $341 million
• San Diego Padres $329 million
• Texas Rangers $326 million
• Cleveland Indians $319 million
• Washington Nationals $310 million
• Los Angeles Angels $294 million
• Colorado Rockies $290 million
• Arizona Diamondbacks $286 million
• Chicago White Sox $262 million
• Cincinnati Reds $255 million
• Detroit Tigers $239 million
• Pittsburgh Pirates $218 million
• Toronto Blue Jays $214 million
• Milwaukee Brewers $208 million
• Florida Marlins $206 million
• Kansas City Royals $187 million
• Oakland Athletics $185 million
• Minnesota Twins $178 million
• Tampa Bay Devil Rays $176 million

New ballparks sparked recent increased valuations for three teams.  Forbes
appraisal of the Washington Nationals (formerly the Montreal Expos), which have been
promised a new stadium, increased 114% to $310 million.  The moves of the
Philadelphia Phillies and San Diego Padres into new stadiums, paid for largely by
taxpayers, added revenue to the teams.

6.3  National Basketball Association
According to Forbes, the valuations of NBA teams in 2004 were as follows:

• Los Angeles Lakers $510 million
• New York Knicks $494 million
• Dallas Mavericks $374 million
• Houston Rockets $369 million
• Chicago Bulls $368 million
• Detroit Pistons $363 million
• Phoenix Suns $356 million
• Philadelphia 76ers $342 million
• Boston Celtics $334 million
• Sacramento Kings $330 million
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• San Antonio Spurs $324 million
• Indiana Pacers $311 million
• Cleveland Cavaliers $298 million
• Toronto Raptors $297 million
• New Jersey Nets $296 million
• Minnesota Timberwolves $291 million
• Miami Heat $279 million
• Washington Wizards $273 million
• Denver Nuggets $268 million
• Utah Jazz $257 million
• Portland Trail Blazers $247 million
• Memphis Grizzlies $238 million
• Atlanta Hawks $232 million
• Golden State Warriors $228 million
• New Orleans Hornets $225 million
• Los Angeles Clippers $224 million
• Orlando Magic $218 million
• Seattle SuperSonics $205 million
• Milwaukee Bucks $199 million

NBA revenues of $3.03 billion in 2004 were distributed as follows:
• Media $1.13 billion (37% of total)
• Tickets $784 million (26%)
• Premium seating $496 million (18%)
• Concessions & non-NBA events $354 million (12%)
• Sponsorships $267 million (9%)

6.4  National Football League
According to Forbes, the valuations of NFL teams in 2004 were as follows:

• Washington Redskins $1.10 billion
• Dallas Cowboys $923 million
• Houston Texans $905 million
• New England Patriots $861 million
• Philadelphia Eagles $833 million
• Denver Broncos $815 million
• Cleveland Browns $798 million
• Chicago Bears $785 million
• Tampa Bay Buccaneers $779 million
• Baltimore Ravens $776 million
• Miami Dolphins $765 million
• Carolina Panthers $760 million
• Green Bay Packers $756 million
• Detroit Lions $747 million



The 2006 Sports  Business Market Res earch Han dbook  
•  73  •

• Tennessee Titans $736 million
• Pittsburgh Steelers $717 million
• Seattle Seahawks $712 million
• Kansas City Chiefs $709 million
• St. Louis Rams $708 million
• New York Giants $692 million
• Jacksonville Jaguars $688 million
• New York Jets $685 million
• Cincinnati Bengals $675 million
• Buffalo Bills $637 million
• San Francisco 49ers $636 million
• New Orleans Saints $627 million
• Oakland Raiders $624 million
• San Diego Chargers $622 million
• Indianapolis Colts $609 million
• Minnesota Vikings $604 million
• Atlanta Falcons $603 million
• Arizona Cardinals $552 million

With a $1.1 billion valuation, the Washington Redskins are the most valuable
professional sports team in the United States.  Still, the teams worth trails that of
soccer’s Manchester United (England), which Forbes assessed in 2004 at $1.2 billion.

6.5  National Hockey League
According to Forbes, the valuations of NHL teams in 2004 were as follows:

• New York Rangers $282 million
• Toronto Maple Leafs $280 million
• Philadelphia Flyers $264 million
• Dallas Stars $259 million
• Detroit Red Wings $248 million
• Colorado Avalanche $246 million
• Boston Bruins $236 million
• Montreal Canadiens $195 million
• Los Angeles Kings $193 million
• Chicago Blackhawks $178 million
• Minnesota Wild $163 million
• New York Islanders $160 million
• Tampa Bay Lightning $150 million
• San Jose Sharks $149 million
• Vancouver Canucks $148 million
• St. Louis Blues $140 million
• Columbus Blue Jackets $139 million
• Phoenix Coyotes $136 million
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• Ottawa Senators $125 million
• New Jersey Devils $124 million
• Florida Panthers $121 million
• Calgary Flames $116 million
• Washington Capitals $115 million
• Nashville Predators $111 million
• Mighty Ducks of Anaheim $108 million

In the midst of the cancelled 2005 season, buyout firm Bain Capital
(www.baincapital.com) and sports business consulting firm Game Plan International
(www.gameplanllc.net) were reported by the MSNBC to offer $4.3 billion for the
purchase of the NHL and its 30 teams.  Forbes had valued the league’s 30 franchises
at a total of $4.9 billion.

6.6  Sales of Sports Teams
According to Sports Business Journal, the largest sports teams sales, ranked by

inflation-adjusted (2004) price of transactions, have been as follows:
• New York Rangers, New York Knicks, and $1.35 billion

   Madison Square Garden (1995)
• Washington Redskins (1999) $900 million
• Boston Red Sox, Fenway Park, NESN (2001) $788 million
• Houston NFL team (1999) $788 million
• New York Jets (2000) $714 million
• Baltimore Ravens (2004) $634 million
• Atlanta Falcons (2002) $613 million
• Cleveland Browns (1998) $609 million
• Colorado Avalanche and Denver Nuggets (2000) $506 million
• Los Angeles Dodgers and Dodger Stadium (2004) $430 million
• Boston Celtics (2002) $405 million
• Toronto Rangers (1998) $403 million
• Phoenix Suns, Phoenix Mercury, and  Arizona Rattlers $401 million
• Cleveland Indians (2000) $363 million
• Los Angeles Dodgers (1998) $357 million
• Dallas Mavericks (2000) $315 million
• Philadelphia Flyers and Philadelphia 76ers (1996) $299 million
• Texas Rangers (1998) $287 million
• Sacraments Kings (1999) $270 million
• Minnesota Vikings (1998) $237 million
• Tampa Bay Buccaneers (1995) $236 million
• Philadelphia Eagles (1994) $234 million
• Seattle Seahawks (1997) $233 million
• Dallas Cowboys (1989) $227 million
• Seattle SuperSonics (2001) $225 million

http://www.baincapital.com
http://www.gameplanllc.net
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• Baltimore Orioles (1993) $224 million
• New England Islanders (2000) $214 million
• Montreal Canadians (2001) $206 million
• New Jersey Devils (2000) $197 million
• Vancouver Grizzlies (2000) $191 million
• Phoenix Coyotes (2001) $141 million
• Florida Panthers (2001) $118 million

6.7  Expansion
After many years of zero growth, professional sports added new franchises

during the mid- and late-1990s.  Football, baseball, basketball, and hockey have all
added new teams since 1992.

The cities of Los Angeles and Houston were vying a new franchise when the
NFL awarded one to Houston in November 1999; the inaugural season was 2002.  Bob
McNair, a local businessman, paid a record expansion fee of $700 million, but the
acquisition would have cost Los Angeles upwards of $1 billion.  Also, the selection of
Houston for the most recent NFL expansion left Los Angeles, the nation’s number two
television market with 5.14 households and 3.25 million cable households, without an
NFL team.  Houston prevailed over Los Angeles for the franchise primarily because of
its stadium package and financing plan.

Al Lerner paid $530 million in 1998 to create a new Cleveland Browns franchise. 
At the time, that was the most ever paid for a sports franchise in the United States.  For
comparison, the previous two NFL expansion franchises, Carolina and Jacksonville,
sold for $140 million in 1993.

With the expansion of the late-1990s, it appears the expansion era may have
ended.   The exception was in the National Hockey League, which expanded to 30
teams during the 2000-2001 season.  The new Minnesota Wild set expansion records
for attendance.  The Columbus Blue Jackets were also added.

Cities that want a sports team have the best chance of getting one by trying to
lure away an existing one.  According to Sports Business Journal, the following are the
most appealing cities for new professional sports teams:
• Los Angeles (NFL)
• Philadelphia (MLS)
• Washington (MLB)
• Portland (NFL, NHL, MLB, MLS)
• Grand Rapids (NHL, NBA)
• Orlando (NHL, MLB)
• Rochester (MLS, NBA)
• Norfolk (NBA)
• Houston (NHL, MLS)
• Las Vegas (NFL, NHL, MLB)

A study by Sports Business Journal identified 21 markets that lack the financial
wherewithal to support additional professional franchises, and, in some cases, have
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already exceeded capacity.  The following cities can not support any more professional
sports:  Phoenix, Denver, Tampa-St. Petersburg, Green Bay, Milwaukee, Buffalo,
Minneapolis-St. Paul, Nashville, Pittsburgh, Kansas City, Miami, Charlotte, St. Louis,
Cincinnati, Raleigh-Durham, Salt Lake City, Indianapolis, Atlanta, Jacksonville, San
Antonio, and Orlando.

While the founding of Major League Soccer and the professional women’s
basketball leagues provided long-desired franchises to some of the nation’s largest
cities, other municipalities still yearn for a pro sports team.  According to Sports Sense,
the largest cities without a pro sports team, along with their population estimate and
rank among largest cities, are as follows:
• El Paso, Texas:  599,865, #17
• Austin, Texas:  541,278, #22
• Fort Worth, Texas:  479,716, #28
• Oklahoma City, Oklahoma:  469,852, #30
• Tucson, Arizona, 449,002, #31
• Virginia Beach, Virginia:  430,385, #34
• Honolulu, Hawaii:  423,475, #35
• Albuquerque, New Mexico:  419,681, #37
• Fresno, California:  396,011, #39

6.8  Team Relocation
The movement of professional teams has been a recent trend.  In 1999, Art

Modell moved his Cleveland Browns team to Baltimore creating the Baltimore Ravens. 
The move to Baltimore was appealing for several reasons.  The state of Maryland built
the team a $200 million, 70,000-seat stadium.  Through personal seat licenses, the
team generated an additional $75 million.  And the stadium maintenance fees, which
costs about $3 million to $4 million a year, are paid for with public funds.  The team
also receives all monies from parking and concessions.  

Other relocations include the NFL Lions, who enticed by a new stadium, cut a
deal and left Pontiac for Detroit.  The NBA Vancouver Grizzlies moved to Memphis in
2001.  And the Hornets, formerly of Charlotte, moved to New Orleans at the start of the
2002-2003 NBA season.

6.9  Minor League Team Ownership
Many people are interested in investing in sports teams and turning a huge profit

is not always the motive.  Most sports offer business-minded enthusiasts a range of
ways to invest, and minor league baseball teams are still relatively affordable,
especially at the lower end.  According to Newsweek (May 9, 2005), the approximate
franchise values of various professional minor league teams are as follows:
• Class A $10 million to $20 million
• Class AA $8 million to $15 million
• Class AAA $3 million to $10 million
• Independent $500,000 to $15 million
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7

SPORTS MARKETING

7.1  Market Assessment
The term “sports marketing” was coined by Advertising Age to describe the

activities of consumer and industrial product and service marketers who are
increasingly using sports as a promotional vehicle.

According to Sports Business Journal, annual sports advertising is $27.4 billion,
distributed as follows:
• Billboard, arena/stadium signage $16.4 billion
• National network television  $  4.7 billion
• Radio  $  2.3 billion
• National cable TV  $  1.8 billion
• Sports magazines  $  1.4 billion
• Regional TV (network and cable)  $ 570 million
• National syndicated TV  $ 210 million

Sports sponsorships were valued at $7.7 billion in 2004, according to IEG
Sponsorship Report.

    _______________________________________________________________

“The sports audience – men between the ages of

18 and 34 – is a marketer’s dream.”  

The Industry Standard
    _______________________________________________________________

7.2  Sports Advertising Top Spenders
The top 50 companies spent a combined $4.1 billion on sports advertising in

2004, according to Sports Business Journal, based on Nielsen Monitor-Plus data.  The
top 20 were as follows (percent of total ad spending devoted to sports in parenthesis):
• Anheuser-Busch $293.4 million (83%)
• Chevrolet Motor Div. $219.9 million (59%)
• Cingular Wireless $164.5 million (34%)
• Ford Motor Co. $143.1 million (31%)
• Coca-Cola USA $142.7 million (48%)
• Visa International $136.1 million (49%)
• Miller Brewing Co. $131.8 million (69%)
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• Proctor & Gamble $130.6 million (7%)
• Nissan North America $111.1 million (36%)
• IBM Corp. $105.4 million (54%)
• Dodge Car-Truck Div. $101.8 million (45%)
• McDonald’s Corp. $101.0 million (28%)
• Toyota Motor Sales USA $  93.3 million (28%)
• Capital One Financial Corp. $  89.6 million (27%)
• Coors Brewing Co. $  82.2 million (77%)
• Southwest Airlines $  78.2 million (98%)
• Home Depot $  76.1 million (25%)
• Subway (Doctor’s Associates, Inc.) $  75.7 million (40%)
• Nextel $  75.2 million (57%)
• Allstate Insurance $  72.6 million (42%)

The top 50 sports advertisers were presented in the March 21-27, 2005 issue of
Sports Business Journal, and the 100 sports advertisers are presented at
www.sportsbusinessjournal.com.

7.3  Televised Sports Program Advertising
According to TMS Media Intelligence (www.tms-mi.com) and Sports Business

Journal (May 2, 2005), sports advertising spending for TV broadcasts in 2004 was
$8.05 billion, distributed as follows (change from 2002 in parenthesis):
• Professional football $2.06 billion (3.9%)
• Olympics $1.30 billion (n/a)
• College basketball $618.0 million (18.7%)
• Golf $609.8 million (7.2%)
• Professional basketball $584.8 million (1.5%)
• Auto racing $584.1 million (24.8%)
• Professional baseball $494.7 million (13.2%)
• College football $480.3 million (10.3%)
• General sportscast $450.9 million (1.5%)
• Other sports shows $442.1 million (23.2%)
• Tennis $151.0 million (-2.8%)
• Hockey $119.0 million (-6.1%)
 

“Monday Night Football” ads were selling in the $300,000 to $325,000 range in
2004, according to Sports Business Journal.  Spots in the NBA Finals went for about
$325,000 as well.  Ads for the 2004 World Series on Fox sold for about $300,000 a
unit, a relative bargain, considering the Series draws higher ratings than other sports
programs that command similar prices.

7.4  Sports Sponsorships
Sports sponsorships were $7.69 billion in 2004, according to IEG

http://www.sportsbusinessjournal.com
http://www.tms-mi.com
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(www.ieg.com), an increase of 8.6% over 2003.   Motor sports tops the list of sports
sponsorships, followed by golf and pro sports teams and leagues, including NBA, NFL,
and NHL.

The cost of running a top NASCAR team has skyrocketed in the last decade. 
What used to cost a few million dollars a year now easily requires $20 million or more. 
In addition to having their logos on the race cars, sponsors typically arrange to have
sponsored drivers mingle with customers at track events and give pep-talks to
employees.

Not every sponsorship costs $20 million.  For $8 million, sometimes less, a
company can sponsor a mid-level team.  Firms looking to spend less can sign up as an
associate sponsor for $1 million or more for a top team or as low as $250,000 for some
teams.  These sponsorships secure for a brand a logo on the rear-quarter panel.  Front
quarter panel displays on NASCAR cars go to contingency award sponsors for
$370,000, and the B-pillar display goes to sponsors for $75,000 to $200,000.

7.5  Professional Sports Licensing
According to Sports Business Journal, licensing income rivals sponsorship as

the #2 national revenue stream, behind television, for the major sports properties. 
Royalties are paid based on the wholesale price of merchandise sold to retailers, and
most licensing deals involve a minimum royalty payment, with manufactures paying a
royalty over and above the minimum once they have sold enough products to offset that
payment.  Some licensing contracts also include marketing requirements, compelling
the licensee to buy advertising with teams or on television.

The Licensing Letter (www.epmcom.com) estimated the 2004 sports licensing
market at $12.6 billion.

According to USA Today, annual sales of merchandise officially licensed by
leagues, teams, and other sports properties are as follows:
• NFL $3.1 billion
• MLB $2.9 billion
• College $2.6 billion
• NBA $2.2 billion
• NHL $1.2 billion

According to NFL Properties, the following are the top 10 selling teams
represented by NFL licenced merchandise:
• Oakland Raiders
• Tampa Bay Buccaneers
• Dallas Cowboys
• Green Bay Packers
• Pittsburgh Steelers
• Philadelphia Eagles
• Chicago Bears
• St. Louis Rams
• New England Patriots

http://www.ieg.com
http://www.epmcom.com


The 2006 Spor ts Business Market Research Handbo ok
•  80  •  

• San Francisco 49ers

Rules governing use of player likenesses, active or retired, vary from league to
league.  Unless a manufacturer wants to develop a product around one or two specific
players (in which case the company would have to sign a deal with the player directly),
manufacturers obtain “group” licenses giving them rights to all players from a particular
league.

According to SportsScan INFO (www.sportscaninfo.com) and Sports Business
Journal, sales of licensed sports products in 2004 were $4.1 billion, including
approximately $1 billion spent during the Christmas holiday season.

7.6  Collegiate Sports Licensing
According to SGMA International (www.sgma.com), sales of sports licensed

products associated with colleges, universities, bowl games, conferences, and special
events (represented by the Collegiate Licensing Company. www.clc.com) have risen by
double-digit percentages during the last three fiscal years, 2002 through 2004.  Nearly
40% of sales are non-apparel, with most of that being associated with video games.  As
a stand alone entity, the NCAA is working to establish its brand with the buying public. 
The following are the top five-selling institutions:
• North Carolina, 
• Michigan
• Texas
• Notre Dame
• LSU

7.7  Sports Video Games
Sports video games sales in 2004 were $1.2 billion, unchanged from 2002 and

2003, according to The NPD Group (www.npd.com).  The following were the best-
selling titles:
• Madden NFL 2005 for PlayStation 2 (Electronic Arts)
• ESPN NFL 2K5 for PlayStation 2 (Take 2 Interactive)
• NBA Live 2005 for PlayStation 2 (Electronic Arts)
• ESPN NFL 2K5 for Xbox (Take 2 Interactive)
• Madden NFL 2005 for Xbox (Electronic Arts)

7.8  Athlete Endorsements
According to Sports Business Journal, annual sports endorsements are

approximately $900 million, with the endorsement value of the top 75 athletes,
coaches, and sports personalities representing approximately two-thirds of this amount.

The top emerging sports stars with respect to endorsements include LeBron
James, Yao Ming, and Dale Earnhardt.

Yao Ming’s endorsement success has been driven by his Chinese heritage and
squeaky-clean image.

http://www.sportscaninfo.com
http://www.sgma.com
http://www.clc.com
http://www.npd.com
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    _________________________________________________________________

“In the beginning were Pele and Ali.  Then Michael and
Tiger and Lance.  And now comes Yao.  Athletes who by
dint of raw talent, force of will, and power of personality
transcend national borders and become mythical figures
to people all over the planet.  Increasingly, these
megastars have also become money and marketing
machines.  But no sports icon in history has the
potential of Shanghai-born Yao Ming, the Houston
Rockets center and the epicenter of a campaign by
American brands to win the hearts, minds, and
pocketbooks of 1.3 billion potential consumers in
China's red-hot economy.”

Business Week, 10/25/04
    _________________________________________________________________
 

Dale Earnhardt, Jr. now makes more from endorsements than driving – nearly $5
million a year by some estimates.  In 2003 and 2004, six more companies, including
Wrangler Jeans and Drakkar cologne, signed endorsement deals with the racing
celebrity.

    _________________________________________________________________

“It's hardly by accident that Earnhardt, at 29, is fast
evolving from regional race-car hero to cultural icon. 
The high-powered NASCAR marketing engine is driving
him there. Earnhardt is the renegade with a smile, who
also happens to be the racing world's most popular
driver.  It's fitting that the only instrument he's played is
drums, because he's as close as it gets to racing's
endorsement rock star.  But it's more than luck.
NASCAR is only too happy to grease Earnhardt's
marketing machinery by making him and a group of
young drivers the focal point of its public image.  As
Earnhardt hits the big time, so does NASCAR.  As
NASCAR becomes culturally cool, so does Earnhardt.”

USA Today, 2/13/04
    _________________________________________________________________
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LeBron James, star of the Cleveland Cavaliers and 2004 NBA Rookie Of The
Year, has been the hottest basketball celebrity of 2004-2005.  His sponsorship deals,
which exceed $100 million, include a seven-year $70 million deal with Nike, a $16
million endorsement with Coca-Cola/Sprite/Powerade, Juice Batteries ($8 million),
Upper Deck ($5 million), and Bubblicious bubble gum ($5 million).

A November 2004 survey by Advertising Age and Knowledge Networks
(www.knowledgenetworks.com) found that character traits count as much, or more
than, athletic prowess as endorser qualitites.  When asked how much such traits factor
into whether an endorser will  influence their opinion of a product, 53% said it’s
extremely important that the endorser not use drugs and 13% wanted the athlete to be
religious; only 11% said it was extremely important for the athlete to be very successful
in his sport.

    _________________________________________________________________

“Performance on the field of play does not

necessarily make for a smooth transition

towards sports celebrity stardom.  There are also

aspects of one’s personality, one’s character,

one’s exigency that make an athlete into a great

success.”

Dr. Paul Swangard, Managing Director
James H. Warsaw Sports Marketing Center
University of Oregon
Advertising Age, 11/8/04

    _________________________________________________________________
 

7.9  Highest-Paid Athletes
According to Forbes (July 4, 2005), the following are the highest-paid male

athletes:
• Tiger Woods $87.0 million
• Michael Schumacher $60.0 million
• Oscar De La Hoya $38.0 million
• Michael Vick $37.5 million
• Shaquille O’Neal $33.4 million
• Michael Jordan $33.0 million
• David Beckham $32.5 million
• Kobe Bryant $28.8 million
• Lance Armstrong $28.0 million

http://www.knowledgenetworks.com
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• Valentino Rossi $28.0 million
• Alex Rodriguez $27.5 million
• Phil Mickelson $26.8 million
• Andre Agassi $26.2 million
• Derek Jeter $25.5 million
• Manny Ramirez $24.2 million
• Jeff Gordon $23.4 million
• Walter Jones $23.2 million
• Ronaldo $23.0 million
• LeBron James $22.9 million
• Matt Hasselbeck $22.8 million

The highest-paid female athletes are as follows:
• Maria Sharapova $18.2 million
• Serena Williams $12.7 million
• Annika Sorenstam $  7.3 million
• Venus Williams $  6.5 million
• Lindsay Davenport $  6.0 million

7.10  Sports Periodicals
According to Sports Business Journal, sports magazines generate $943.7 million

in circulation revenue, and $1.45 billion in annual advertising revenue.
The following are the largest sports publications, based on average total paid

circulation (sources:  Sports Business Journal, Magazine Publishers Association, and
Publishers Information Bureau):
• Sports Illustrated  3.22 million
• Golf Digest  1.56 million
• Golf Magazine  1.40 million
• ESPN The Magazine  1.38 million
• Road & Track      780,000
• Sports Illustrated for Kids    774,000
• Hot Rod    708,000
• Tennis    706,000
• The Sporting News     584,000
• Runner’s World     521,000
• Ski Magazine     454,000
• Skiing Magazine     402,000
• Golf for Women     381,000
• Bicycling     283,000
• Golf Tips Magazine     247,000
• USA Today Baseball Weekly    234,000
• Slam     224,000
• Stock Car Racing     218,000
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• Western Horseman     217,000
• Football Digest     182,000

The following sports periodicals had the highest advertising revenues in 2004
(sources:  Sports Business Journal [1/24/05] and Publishers Information Bureau):
• Sports Illustrated $726.3 million (13% from 2003)
• ESPN The Magazine $252.1 million (18%)
• Golf Magazine $187.2 million (17%)
• Golf Digest $143.7 million (10%)
• Field & Stream $  75.2 million (21%)
• Runners World $  43.9 million (43%)
• Sporting News $  43.8 million (12%)
• Boating $  43.0 million (10%)
• Cycle World $  37.0 million (14%)
• Transworld Skateboarding $  35.9 million (-9%)
• Tennis $  35.1 million (16%)
• Golf World $  26.8 million (32%)
• Motorboating $  25.8 million (2%)
• Golf for Women $  20.5 million (20%)
• SI for Kids $  18.6 million (-21%)
• Bicycling $  18.3 million (12%)
• Bassmaster $  16.8 million (1%)

7.11  Giveaway Promotions
Giveaway promotions can boost attendance at professional sports games by

10% to 20%.  In 2004, the following were the most popular giveaways at
MLB/NBA/NFL/NHL games (source:  Sports Business Journal):
• Bobblehead 53 events (12.5% average attendance increase)
• Cap 52 events (6.2%)
• T-shirt 40 events (0.6%)
• Schedule magnet 31 events (0.8%)
• Jersey 26 events (2.3%)
• Figure 22 events (8.3%)
    _________________________________________________________________

“Nod in agreement: For a dependable giveaway,

you still can’t do better than a bobblehead.”

      Sports Business Journal, 10/18/04
    _________________________________________________________________
 

Although given away at a relatively small number of games, the following
increased average attendance even higher than the 12.5% experienced when
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bobbleheads were given away:
• Jack in the Box 20.7% (4 events)
• Travel mug 19.8% (6 events)
• Ring 14.3% (4 events)

7.12  Targeting the Hispanic Sports Fan
Continuing their efforts to tap into the Hispanic consumer market, advertisers are

looking at sports that do (or may) appeal to that segment of the population.  Hispanic-
American buying power in 2004 topped $686 billion, according to the Selig Center for
Economic Growth at the University of Georgia (www.selig.uga.edu).  By 2009, buying
power among Hispanic-Americans is forecast to reach $992 billion.  Businesses across
the U.S. are making efforts to reach this important market.  Sports offer an opportunity
to do just that.

    _________________________________________________________________

“The interests in sports among Hispanics is

more wide-ranging that people would imagine.”

Lino Garcia, General Manager
ESPN Deportes
Advertising Age

    _________________________________________________________________

The following poll results reflect respondents (aged 18-to-64) who said they are
“very interested” in sports:

    Hispanics     Non-Hispanics
• NFL 40% 32%
• Olympics 32% 26%
• Boxing 28%   6%
• NBA 23% 11%
• MLB 19% 14%
• International pro soccer 11%   2%
• NASCAR 14% 10%
• NCAA-M (basketball) 10% 12%
• NHL   8%   6%
• MLS   7%   1%
• PGA   6%   8%

NASCAR officials say the Hispanic fan base has steadily increased and
accounted for about eight out of every 100 fans in early 2005.  A 2004 consumer
survey Simmons Market Research Bureau (www.smrb.com) found that about five out

http://www.selig.uga.edu
http://www.smrb.com
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every 100 NASCAR fans are of Hispanic descent, while 10 out every 100 Hispanics
have some interest in NASCAR.  In March 2005, NASCAR held a Busch series race in
Mexico that generated a lot of excitement and displayed the sport's commitment to
expanding its demographics.  The organization also has set up an office in Mexico,
where it will eventually run races and likely groom Mexican drivers.  NASCAR's
Hispanic outreach effort includes creating bilingual fan guides at certain events.    

Beyond marketing efforts for individual sports, broadcast networks feature
Spanish-language sports programming – such as ESPN Desportes, which launched in
2004.
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8

SPORTS FACILITIES

8.1  Market Assessment
As of 2004, there were 108 venues that were home to teams from MLB, NBA,

NFL, NHL, MLS, and the WNBA, according to Sports Business Journal.  Of the 108, 30
are privately owned and 78 are publically owned.

As of 2002, 70 sports stadium and arena construction projects were under way,
with a total projected costs of $7.8 billion for all projects, according to Sports Business
Journal.  There are 58 new projects, which are either under construction or have been
funded, and 12 renovations.  Colleges and universities account for 13 of the projects.

During the 1990s, more than $16 billion was spent on professional and college
sports stadiums and arenas, according to Dennis Howard, a University of Oregon
sports marketing professor.  That compares with just $3 billion spent in the 1970s and
1980s combined.

Sports Business Journal provides the following list of new professional and major
college sports venues that opened in 2002 through 2004:
• Cincinnati Reds Ballpark (Cincinnati, Ohio):  $287 million
• Citizens Bank Park (Philadelphia, Pennsylvania):  $350 million
• Comcast Center (University of Maryland):  $101 million
• Ford Field (Detroit, Michigan):  $300 million
• Harris County Stadium (Houston, Texas):  $325 million
• Lambeau Field (Green Bay, Wisconsin):  $295 million renovation
• Newark Arena (Newark, New Jersey):  $295 million
• Padres Ballpark (San Diego, California):  $285 million
• Patriots Foxboro Stadium (Foxboro, Massachusetts):  $325 million
• Save Mart Center (Fresno State University):  $103 million
• SBC Center Arena (San Antonio, Texas):  $175 million
• Shea Stadium (Flushing, New York):  $500 million
• UConn Football Stadium (East Hartford, Connecticut):  $90 million
• Veterans Stadium (Philadelphia, Pennsylvania):  $375 million
• Washington State Stadium (Seattle, Washington):  $430 million



The 2006 Spor ts Business Market Research Handbo ok
•  88  •  

   _________________________________________________________________

“The Minnesota Twins, the Minnesota Vikings

and the University of Minnesota’s football team

would each like a new stadium.  Estimated total

cost for the three buildings?  At least $1 billion.”

The Wall Street Journal
    _________________________________________________________________
 

The September 11, 2001 terrorist attacks delayed any planning for new Yankees
and Mets stadiums for the foreseeable future.  Former Mayor Rudolph W. Giuliani had
been the driving force in seeking local aid for the stadiums, but he had not completed a
plan to finance the city’s 50% share of the estimated $1.6 billion in construction costs.

When plans for a new stadium are far reaching for teams, some consider a
revived facility through rehabilitation.

    _________________________________________________________________

“We think [renovating is] a market that will

blossom over the next five to 10 years, primarily

because the buildings that were built in the early

1990s will be 15 years old.”

Earl Santee, Principal
HOK Sports Group
Sports Business Journal

    _________________________________________________________________

One high profile renovation was Chicago’s $365 million makeover of Soldier
Field, which reopened for the 2003 NFL season.

A renovation of Boston’s Fenway Park, home of MLB Red Sox, is being
considered, according to Sports Business Journal.  The sports franchise had approved
plans to build a $665 million stadium adjacent to the current baseball park.  When the
team was sold for $700 million, the plans changed.  Also, the past recession created a
potential $2 billion to $3 billion shortfall in the state budget, and public support for a
new stadium waned.  For the franchise, a renovation now appears to be the best
alternative.

8.2  Naming Rights
Selling naming rights for sports and entertainment venues is a recent innovation,
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one which is raising new capital for construction and operations.  The concept was
developed in the late 1980s; there were three naming-rights deals in 1988, with a total
value of $25 million.  As of mid-2004, there were 66 deals, with a total value of $3.6
billion.

More than half the arenas and stadiums in MLB, NFL, NBA, and NHL bear
corporate names.  Deal makers include banks and financial institutions – which
maintain about a third of naming-rights deals – energy companies, insurers, dotcoms,
airlines, telecoms, auto companies, brewers, and software makers.
    ___________________________________________________________________

“Companies like the repeated references to

arena and stadium names on television and in

print, plus the association with local teams.”

          The Wall Street Journal
    ___________________________________________________________________

Some question the benefits of facility naming, and evaluating the return on
investment is a challenge.  To reinforce their name, some brands integrate more than
just their signage at properties.

Nell Minow, editor of the Corporate Library, wonders about shareholder returns
from the deals.

    _________________________________________________________________

“Are they about pride?  Ego?  Are they about

schmoozing or returning value to shareholders? 

I’m not sure the brand recognitions unassociated

with the product or service you sell, is valuable. 

If Nike wanted to do it, I could see it, but why a

bank would do it is beyond me.”

Nell Minnor, Editor
Corporate Library
The New York Times, 5/30/04

    _________________________________________________________________

The Toyota Center, in Houston, features a showroom and, at two former luxury
suites, a truck is on display.  At Ameriquest field, a giant bell installed on left field will
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clang (to evoke the company’s logo) when a Texas Ranger hits a home run.  At the new
Citizen’s Bank Park in Philadelphia, “ballpark bankers” drive fans from the parking lot in
golf carts, usher people to their seats, and even discuss opening new accounts.  At
Petco Park, in San Diego, Petco Animal Supplies has pet adoption days during Padres
ball games.

In the case of Buffalo-based M&T Bank, which acquired Baltimore bank chain
Allfirst, secured a naming-rights deal on the Ravens’ football stadium – the stadium was
previously named after the now bankrupt Internet company PsiNet – proved to be great
exposure for the bank.

    _________________________________________________________________

“In the first four months, we went from zero

recognition to third place among 18 banks in our

survey.  I’d like to say it’s great advertising, but

we think the naming rights are a big part.”

William Mabee, Sr. V.P. Mktg.
M&T Bank
The New York Times, 5/30/04

    _________________________________________________________________ 

To be sure, not all naming-rights deals can fly.

    _________________________________________________________________

“I hope there’s no Viagra Stadium.”

Jeff Knapple, President
Envision
The New York Times, 5/30/04

    _________________________________________________________________
 

In the wake of a sluggish economy, corporate scandals, and the demise of the
dot-com and telecommunications industry, there were more terminations of naming-
rights deals than new deals in 2002.  The following summarizes terminated naming-
rights deals and renamings through the first half of 2002:
• PSINet filed for bankruptcy protection in May 2001; PSINet Stadium (Baltimore,

Maryland) was renamed Ravens Stadium. 
• Molson sold the Montreal Canadiens in 2001 and announced in February 2002 that
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it would forfeit naming rights to the venue as of the start of the 2002-2003 NHL
season.  Bell Canada signed a 20-year, $100 million to rename the facility Bell
Centre.

• 3Com’s deal for the San Francisco 49ers stadium expired in April 2002.  The venue
is now called San Francisco Stadium at Candlestick Park.

From the last half of 2002 to early 2004, however, a revival of interest in naming-
rights deals has occurred in the naming-rights arena.  The following are some of the
newest deals:
• Minute Maid, owned by Coca-Cola, agreed in June 2002 to naming rights for the

former Enron Field in Houston.  The $100 million, 28-year agreement also gave
Coca-Cola pouring rights at Astro games.

• In April 2002, Federal Express Corp. committed $90 million over 23 years for
naming rights to the Memphis arena scheduled to open in the fall of 2004.

• In June 2002, it was announced that Lincoln Financial Group will pay $139.6
million over 20 years to name the Philadelphia Eagles’ new NFL stadium Lincoln
Financial Field.

• M&T Bank secured the rights to Baltimore’s football arena, previously Ravens
Stadium, in a $75 million, 15-year deal.

Over 50 stadiums and arenas in the U.S. and Canada have contracted for
naming rights.  According to Sports Business Journal, the major naming-rights contracts
are as follows:
• Air Canada Centre (Toronto, Ontario):  $29.9 million, 20 years
• Alltel Stadium (Jacksonville, Florida):  $6.2 million, 10 years
• America West Center (Phoenix, Arizona):  $26 million, 30 years
• American Airlines Center (Dallas, Texas):  $195 million, 30 years
• American Airlines Arena (Miami, Florida):  $42 million, 20 years
• Arco Arena (Sacramento, California):  $7.5 million, 10 years
• Arrowhead Pond of Anaheim (Anaheim, California):  $19.5 million, 13 years
• Bank One Ballpark (Phoenix, Arizona):  $66 million, 30 years
• Bell Centre (Montreal, Ontario):  $21 million, 20 years
• Citizens Bank Park (Philadelphia, Pennsylvania):  $95 million, 25 years
• Comerica Park (Detroit, Michigan):  $66 million, 30 years
• Conseco Fieldhouse (Indianapolis, Indiana):  $40 million, 20 years
• Continental Airlines Arena (East Rutherford, New Jersey):  $21 million, 15 years
• Coors Field (Denver, Colorado):  $15 million, indefinite
• Corel Centre (Kanata, Ontario):  $18.7 million, 20 years
• Delta Center (Salt Lake City, Utah):  $25 million, 20 years
• Edison International Field (Anaheim, California):  $50 million, 20 years
• Edward Jones Dome (St. Louis, Missouri):  $31.8 million, 12 years 
• Ericsson Stadium (Charlotte, North Carolina):  $20 million, 10 years
• FedEx Forum (Memphis, Tennessee):  $90 million, 23 years
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• FedEx Field (Landover, Maryland):  $205 million, 27 years
• FleetCenter (Boston, Massachusetts):  $30 million, 15 years
• Ford Field (Pontiac, Michigan):  $40 million, 40 years
• Gaylord Entertainment Center (Nashville, Tennessee):  $80 million, 20 years
• General Motors Palace (Vancouver, British Columbia):  $18.3 million, 20 years
• Gillette Stadium (Foxboro, Massachusetts):  $90 million, 15 years
• Great American Ball Park (Cincinnati, Ohio):  $75 million, 30 years
• Gund Arena (Cleveland, Ohio):  $14 million, 20 years
• Heinz Field (Pittsburgh, Pennsylvania):  $57 million, 20 years
• HP Pavilion at San Jose (San Jose, California):  $47 million, 15 years
• Home Depot Center (Carson, California):  $70 million, 10 years
• HSBC Arena (Buffalo, New York):  $22.5 million, 30 years
• Infineon Raceway (Sonoma, California):  $34.6 million, 10 years
• Invesco Field at Mile High (Denver, Colorado):  $120 million, 20 years
• Jacobs Field (Cleveland, Ohio):  $13.9 million, 20 years
• Key Arena (Seattle, Washington):  $15.1 million, 15 years
• Lincoln Financial Field (Philadelphia, Pennsylvania):  $139.6 million, 20 years
• Lowe’s Motor Speedway (Charlotte, North Carolina):  $35 million, 10 years
• M&T Bank Field (Baltimore, Maryland):  $75 million, 15 years
• Marine Midland Arena (Buffalo, New York):  $15 million, 20 years
• MCI Center (Washington, D.C.):  $44 million, 20 years
• Mellon Arena  (Pittsburgh, Pennsylvania):  $18 million, 10 years
• Miller Park (Milwaukee, Wisconsin):  $41.2 million, 20 years
• Minute Maid Park (Houston, Texas):  $170 million, 28 years
• Nationwide Arena (Colombus, Ohio):  $135 million+ financing, indefinite
• Network Associates Coliseum (Oakland, California):  $10.8 million, 9 years
• Pacific Bell Park (San Francisco, California):  $50 million, 24 years
• Pengrowth Saddledome (Calgary, Alberta):  $14.4 million, 20 years
• Pepsi Center (Denver, Colorado):  $68 million, 20 years
• Petco Park (San Diego, California):  $60 million, 22 years
• Philips Arena (Atlanta, Georgia):  $185 million, 20 years
• PNC Park (Pittsburgh, Pennsylvania):  $40 million, 20 years
• Pro Player Stadium (Miami, Florida):  $20 million, 10 years
• Qualcomm Stadium (San Diego, California):  $18 million, 20 years
• Raymond James Stadium (Tampa, Florida):  $55 million, 18 years
• RBC Center (Raleigh, North Carolina):  $80 million, 20 years
• RCA Dome (Indianapolis, Indiana):  $10 million, 10 years
• Reliant Stadium Complex (Houston, Texas):  $300 million, 30 years
• Saavis Center (St. Louis, Missouri):  $72 million, 20 years
• Safeco Field (Seattle, Washington):  $40 million, 20 years
• St. Pete Times Forum (Tampa, Florida):  $30 million, 12 years
• SBC Center (San Antonio, Texas):  $41 million, 20 years 
• SBC Park (San Francisco, California):  $50 million, 24 years
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• Skyreach Center (Edmonton, Alberta):  $3.4 million, 5 years
• Staples Center (Los Angeles, California):  $116 million, 20 years
• Target Center (Minneapolis, Minnesota):  $18.75 million, 15 years
• TD Waterhouse Centre (Orlando, Florida):  $7.9 million, 5 years
• Toyota Center (Houston, Texas):  $95 million, 20 years
• TransWorld Dome (St. Louis, Missouri):  $36.7 million, 20 years
• Tropicana Field (St. Petersburg, Florida):  $46 million, 30 years
• U.S. Cellular Field (Chicago, Illinois):  $68 million, 23 years
• United Center (Chicago, Illinois):  $36 million, 20 years
• Wachovia Center (Philadelphia, Pennsylvania):  $40 million, 29 years
• Xcel Energy Center (St. Paul, Minnesota):  $75 million, 25 years

The following are the largest naming-rights deals:
• Reliant Stadium (Houston) $300 million/32 years
• FedEx Field (Landover, Maryland) $205 million/27 years
• American Airlines Center (Dallas) $195 million/30 years
• Philips Arena (Atlanta) $182 million/20 years
• Minute Maid Park (Houston) $178 million/28 years
• Bank of America (Charlotte) $140 million/20 years
• Lincoln Financial Field (Philadelphia) $139 million/21 years
• Invesco Field at Mile High (Denver) $120 million/20 years
• SBC Center (San Antonio) $101 million/20 years
• Staples Center (Los Angeles) $100 million/20 years

A survey by Performance Research (www.performanceresearch.com) found that
only 35% of 750 sports fans in 14 cities said naming rights had a positive effect on their
opinion of the sponsoring company.  Still, nearly 90% of those surveyed were aware of
the corporate name adorning their local stadium.

At the beginning of 2004, the following were facilities without a naming-rights
sponsor:
• 49ers Stadium at Candlestick Point (San Francisco, California)
• Arena in Oakland (Oakland, California)
• Arrowhead Stadium (Kansas City, Missouri)
• Ballpark at Arlington (Arlington, Texas)
• Bobcats Arena (Charlotte, North Carolina)
• Bradley Center (Milwaukee, Wisconsin)
• Busch Stadium (St. Louis, Missouri)
• Charlotte Coliseum (Charlotte, North Carolina)
• Cleveland Browns Stadium (Cleveland, Ohio)
• Crew Stadium (Columbus, Ohio)
• Dodger Stadium (Anaheim, California)
• Fenway Park (Boston, Massachusetts)
• Georgia Dome (Atlanta, Georgia)

http://www.performanceresearch.com
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• Giants Stadium (San Francisco, California)
• Glendale/Coyotes Arena (Glendale, Arizona)
• Hubert H. Humphrey Metrodome (Minneapolis, Minnesota)
• Joe Louis Arena (Detroit, Michigan)
• Kauffman Stadium (Kansas City, Missouri)
• Lambeau Field (Green Bay, Wisconsin)
• Louisiana Superdome (New Orleans, Louisiana)
• Madison Square Garden (New York, New York)
• Nassau Veterans Memorial Coliseum (Uniondale, New York)
• New Orleans Arena (New Orleans, Louisiana)
• Olympic Stadium (Montreal, Quebec, Canada)
• Oriole Park at Camden Yards (Baltimore, Maryland)
• Palace of Auburn Hills (Auburn Hills, Michigan)
• Paul Brown Stadium (Cincinnati, Ohio)
• Ralph Wilson Stadium (Buffalo, New York)
• Robert F. Kennedy Memorial Stadium (Washington, D.C.)
• Rose Garden (Portland, Oregon)
• Seahawks Stadium and Exhibition Center (Seattle, Washington)
• Shea Stadium (Queens, New York)
• SkyDome (Toronto, Ontario, Canada)
• Soldier Field (Chicago, Illinois)
• Spartan Stadium (San Jose, California)
• Sun Devil Stadium (Tempe, Arizona)
• Texas Stadium (Arlington, Texas)
• The Coliseum (Uniondale, New York)
• TSA/Cardinals Multipurpose Facility (Glendale, Arizona)
• Turner Field (Atlanta, Georgia)

The following summarizes venues both with and without naming-rights deals and
that are home to a team from one of the following leagues: MLB, MLS, NBA, NFL, NHL,
and WNBA.

League     No. of venues No. with deals No. without deals
• MLB 30 17 13
• MLS 10   3   7
• NBA 30 22   8
• NFL 32 16 16
• NHL 31 27   4
• WNBA 13   9   4

8.3  Luxury Suites
In an effort to generate extra revenue, team owners who get new stadiums,

increasingly, insist on luxury seating.  With companies paying as much as $350,000
each for access to the luxury boxes, today’s suites can easily represent 50% of a
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team’s profit, according to The Wall Street Journal.   According to Dean Bonham of The
Bonham Group (www.bonham.com), the boxes have become a matter of survival.  They
have changed the way team owners approach the business.

The Wall Street Journal rates the best stadium boxes as follows:
C Washington Redskins (208 suites, $33,000 to $320,000)
C Tampa Bay Buccaneers (164 suites, $55,000 to $95,000)
C Dallas Cowboys (395 suites, $35,000 to $200,000)
C New York Giants (118 suites, $125,000 to $350,000)
C Baltimore Ravens (108 suites, $55,000 to $200,000)

Teams with the worst suites are as follows:
C Denver Broncos (135 suites, $55,000 average)
C San Francisco 49ers ($30,000 to $110,000)
C Kansas City Chiefs (80 suites, $30,000 to $89,000)
C Buffalo Bills (88 suites, $21,000 to $66,000)
C Detroit Lions (98 suites, $22,500 to $35,500)

The success of luxury suite sales in some cities could depend on the economy. 
According to one estimate, nine U.S. markets, including Dallas, Detroit and Tampa-St.
Petersburg, have more suites and skyboxes than large companies to fill them.  In an
economic downturn, the excess luxury seats could go unfilled.  The facilities most
vulnerable are those being built in the next few years, as in Seattle, Minneapolis and
San Francisco.

It is getting increasingly difficult to get corporations to renew leases for luxury
boxes, especially when a city is saturated with at least two premium facilities.   

8.4  Advertising Signage in Stadiums and Arenas
Advertising signage space is sold throughout stadiums and arenas, inside and

out.  In major league baseball, a prime location is behind home plate.  This area is in
constant view of television cameras and is perfect for computer generated ads which
can change to suit any market where the games is being televised.  Teams in the
National Basketball Association sell ads that scroll on computer-controlled courtside
signboards.

8.5  Sports Facility Operations
Publically-owned professional sports facilities are operated as follows:

• Operated by team owner 35 venues
• Operated by municipality 26 venues
• Operated by SMG (www.smgworld.com) 12 venues
• Operated by other private entities   5 venues

http://www.bonham.com
http://www.smgworld.com
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9

ECONOMIC IMPACT OF SPORTS

9.1  Market Assessment
According to Sports Business Journal, the annual U.S. market for sports-related

travel is $44.5 billion, distributed as follows:
• Spectators $40.8 billion
• Colleges $  1.1 billion
• Big Four professional teams $ 295 million
• Other $  2.3 billion

According to the Travel Industry Association of America (www.tia.org), 38% of
American adults, or 75.3 million, attended an organized sports event, competition, or
tournament either as a spectator or participant while traveling 50 miles from home in
the past five years.  Of these, 52.7 million adults, or 70%, took their most recent sports
trip in the past year.  The following are the most popular organized sports event to
watch or participate in while traveling:
• Baseball or softball 33.7 million (17%)
• Football 30.3 million (15%)
• Basketball 18.8 million (9%)
• Auto racing 15.0 million (7%)
• Golf 11.1 million (6%)

9.2  Sports Benefits to the Local Economy
In addition to creating new jobs, new business, and higher property values, well-

managed sports activities improve the quality of life and build community pride.
The impact of professional sports varies by event and by city.  The Charlotte

Convention & Visitors Bureau, for example, estimated $2.5 million in benefits to the
local economy for every Carolina Panthers regular season home game.  The
Convention Visitors Bureau of Greater Cleveland estimated the World Series
generated $53 million for the local economy, including about $21.7 million directly from
the World Series.

A survey by the City of Baltimore found baseball fans spent $52.8 million at bars,
restaurants, and hotels before and after Baltimore Orioles games at Camden Yards.

According to the Atlanta Sports Council, The Atlanta Journal-Constitution and
Sports Business Journal, the economic impact of sports on the City of Atlanta during
the five-year period of 1999 to 2003 was $4.5 billion, distributed as follows:
• Atlanta Motor Speedway (1999-2003) $2.28 billion
• Atlanta Braves (1999-2003) $526 million
• McDonald’s Heritage Bowl (1999-2003) $375 million

http://www.tia.org
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• NFL Super Bowl (2000) $250 million
• SEC Football Championship (1999-2003) $225 million
• Chick-fil-A Peach Bowl (1999-2003) $225 million
• Atlanta Dragway (1999-2003) $196 million
• Atlanta Hawks (1999-2003) $164 million
• Atlanta Football Classic (1999-2003) $  75 million
• Major League Baseball All-Star Game (2000) $  50 million
• SEC Men’s Basketball Tournament (2000, 2002) $  50 million
• NCAA Men’s Basketball Final Four (2002) $  50 million
• Petite LeMans  (1999-2003) $  50 million
• Atlanta Falcons (1999-2003) $  48 million
• Peachtree 10K (1999-2003) $  35 million
• PGA Championship (2001) $  30 million
• The Tour Championship, PGA (2000) $  28 million
• ACC Men’s Basketball Tournament (2001) $  25 million
• NCAA Women’s Basketball Final Four (2003) $  25 million
• Foxhall Cup, equestrian (1999-2003) $  22 million
• Chick-fil-A LPGA Charity Championship (1999-2003) $  18 million
• Nationwide Senior Tour (1999-2003) $  17 million
• BellSouth (PGA), Classic (1999-2003) $  15 million
• NCAA Men’s Basketball South Regional (2001) $  14 million
• USATF Indoor Track and Field Championships (1999-2003) $    8 million
• AT&T (Tennis), Challenge (1999-2003) $    6 million
• Delta Airlines Classic (2000) $    5 million
• USGA Amateur Championship (2001) $     750,000

9.3  Economic Impact of Motor Sports
According to the American Coalition for Entertainment and Sports Sponsorship,

the top 100 motor sports events pump $1.8 billion annually into their local economics. 
The economic impacts in event market areas are as follows:
• North Florida $337.8 million
• Bristol, Tennessee/Charlotte, North Carolina/

   Darlington, South Carolina $183.6 million
• Brooklyn/Detroit, Michigan $156.6 million
• Las Vegas, Nevada $  90.5 million
• Cheyenne/Denver $  88.0 million
• Eastern Pennsylvania $  73.4 million
• Long Beach/Pomona, California $  70.7 million
• Indianapolis, Indiana $  69.4 million
• Seattle/Tri-Cities, Washington $  64.0 million
• Atlanta, Georgia $  58.1 million
• San Antonio, Texas $  57.3 million
• Richmond/Dinwiddie, Virginia $  48.1 million
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• Phoenix, Arizona $  40.4 million
• Dover, Delaware $  38.8 million
• Monterey/Salinas, California $  36.3 million
• Talladega, Alabama $  35.2 million
• Cleveland, Ohio $  28.9 million
• Sonoma, California $  28.8 million
• Columbus/Lexington, Ohio $  26.7 million
• Elkhart Lake/West Allis, Wisconsin $  24.2 million
• South Florida $  23.9 million
• Topeka, Kansas $  19.1 million
• Springfield, Missouri $  18.7 million
• Loudon, New Hampshire $  16.5 million
• Portland, Oregon $  16.4 million
• San Diego, California $  15.0 million
• Honolulu, Hawaii $  15.0 million
• Rapid City, South Dakota $  15.0 million
• Watkins Glen, New York $  14.8 million
• Madison, Indiana $  13.1 million
• Evansville, Indiana $  12.7 million
• Brainerd, Minnesota $  12.0 million
• Ennis/Dallas, Texas $  11.8 million
• Commerce, Georgia $    8.3 million
• Baytown/Houston, Texas $    8.1 million
• Memphis, Tennessee $    7.9 million
• St. Paul, Minnesota $    7.8 million
• Kansas City, Missouri $    5.0 million
• New Orleans, Louisiana $    4.7 million
• Pocatello, Idaho $    3.0 million
• Bozeman, Montana $    2.3 million
• Sikeston, Missouri $    2.1 million
• Dodge City, Kansas $    1.5 million
• Springdale, Arkansas $    1.4 million

9.4  America’s Top Sports Cities
Sports Business Journal (March 7, 2004) ranked America’s best sports cities as

follows:
C Denver, Colorado
C San Francisco-Oakland, California
C New York, New York
C Seattle, Washington
C Phoenix, Arizona
C Green Bay, Wisconsin
C Chicago, Illinois
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C Boston, Massachusetts
C St. Louis, Missouri
C Detroit, Michigan
C Dallas-Ft. Worth, Texas
C Philadelphia, Pennsylvania
C Cleveland, Ohio
C Buffalo, New York
C Cincinnati, Ohio
C Los Angeles, California
C Milwaukee, Wisconsin
C Salt Lake City, Utah
C Memphis, Tennessee
C Houston, Texas
C Indianapolis, Indiana
C Kansas City, Missouri
C Baltimore, Maryland
C Atlanta, Georgia
C Raleigh, North Carolina
C Minneapolis, Minnesota
C Nashville, Tennessee
C Pittsburgh, Pennsylvania
C Miami, Florida
C San Diego, California
C Columbus, Ohio
C San Jose, California
C Sacramento, California
C New Orleans, Louisiana
C Charlotte, North Carolina
C San Antonio, Texas
C Tampa, Florida
C Washington, D.C.
C Portland, Oregon
C Jacksonville, Florida
C Orlando, Florida

According to Sports Business Journal, the following are the most appealing
markets for new sports teams:
• Los Angeles, California
• Philadelphia, Pennsylvania
• Portland, Oregon
• Orlando, Florida
• Houston, Texas
• Charlotte, North Carolina
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• Grand Rapids, Michigan
• Washington, D.C.
• Las Vegas, Nevada
• Rochester, New York

The following are the most overextended sports markets in America:
• Phoenix, Arizona
• Tampa-St. Petersburg, Florida
• Pittsburgh, Pennsylvania
• Kansas City, Missouri
• Denver, Colorado
• Milwaukee, Wisconsin
• Cincinnati, Ohio
• Buffalo, New York
• Indianapolis, Indiana
• Raleigh-Durham, North Carolina

9.5  Marathon Races
More than 215,000 marathoners compete in 91 races in the United States

annually.
The Boston Marathon (April) is the world’s oldest annual marathon.  It was first

run in 1897.  Annual participation is more than 38,000 runners.
The New York City Marathon (November) had a starting field of 30,000 runners,

with approximately 8,500 being local residents.
The Toyota Prius Miami Tropical Marathon, held the last weekend in January,

found success in its second year, as participation doubled to over 10,000 in 2004.  The
Miami event includes both a 26.2-mile marathon and half-marathon.  Held in
conjunction with the 13  annual Susan G. Komen Race for The Cure (West Palmth

Beach), the three events had more than 25,000 runners.  According to race organizers
and The South Florida Sun-Sentinel, the economic impact was $17 million in 2004, with
almost every hotel from Miami to Hallandale beach filled with runners and their families;
75% of the runners were from outside Miami-Dade and Broward counties.  The event
cost almost $1 million to stage.

More than 55,000 athletes run in the annual Peachtree Road Race, held on
Independence Day weekend in Atlanta.  The economic impact is estimated by the
Atlanta Track Club at $10 million.  Most race participants are metro-Atlantans, but
about 10,000 are from other parts of the state and another 7,000 live outside Georgia.

9.6  Baseball Spring Training
A study conducted for the Florida Sports Foundation in 2000 found that spring

training brought $490 million a year into the Florida economy.  A more conservative
survey done for Arizona’s Cactus League Association attributed $120 million in
spending directly to tourists who came to Arizona for the games.  The report further
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found that 60% of the fans attending spring training games in Arizona were tourists,
and more than 90% of those visitors identified baseball as the reason they came to the
region.

According to Sports Business Journal, municipalities paid $18 million in 2003 in
debt service on 24 publically-owned spring training complexes in Florida and Arizona. 
In addition, 14 of the communities lost a combined $8.9 million operating 15 complexes,
another five broke even, and only three showed operating profits.  Still, some research
indicates that these expenditures are more than justified because of their tourism
economic impact.

9.7  The Secondary Ticket Market
According to USA Today, the annual secondary market for event tickets is

approximately $20 billion.  Online ticket brokers were offering tickets for the 2005
Super Bowl for as high as $5,000.  Ticket scalping regulations and enforcement vary
throughout the United States.  Tour operators circumvent this concern by offering
tickets in conjunctions with sport vacation packages for major events.

The Internet has spawned a new generation of ticket sellers, some of which
never take ownership of tickets, but act as an agent for a buyer and seller.

9.8  Sports-Specialist Travel Agencies
The following are some travel agencies that specialize in sports travel and tours

(source:  Sports Business Journal):
• Creative Sports/Travel (Tampa, Florida; www.creativetravelgroup.com)
• Destination Management (New Orleans, Louisiana; www.bigeasy.com)
• East Town Travel (Milwaukee, Wisconsin; www.easttowntravel.com)
• Esoteric Sports Tours (Houston, Texas; www.goin2travel.com)
• Great Road Trip (Cedarhurst, New York; www.greatroadtrip.com)
• Palms Travel Express (Maui, Hawaii; www.palmstravel.com)
• Roadtrips (Winnipeg, Manitoba, Canada; www.roadtrips.com)
• Sports and Celebrity Tours (Edmonton, Alberta; www.sportsandcelebritytours.com)
• Sports King (Stoneham, Massachusetts; www.sportsking.com)
• Sports Travel and Tours (Hatfield, Massachusetts; www.sportstravelandtours.com)
• Sports World Tours (Portland, Oregon; www.sportsworldtours.com)
• 21  Century Sports Travel (Rancho Cordova, California;st

www.21stcenturysports.qpg.com)
• Universal Sports Travel (Seattle, Washington; www.drocksports.com)

Roadtrips, of Canada, offered the following 2004-2005 sports and event
vacations (prices do not include air fare):
• Super Bowl XXXIX (Jacksonville, Florida; February 3-7, 2005):  $7,865 per person,

double occupancy at the NFL host hotel, lower level sideline seats
• 2005 NFL Pro Bowl (Honolulu, Hawaii; February 11-14):  $1,320 per person,

double occupancy, lower level sideline seats

http://www.creativetravelgroup.com
http://www.bigeasy.com
http://www.easttowntravel.com
http://www.goin2travel.com
http://www.greatroadtrip.com
http://www.palmstravel.com
http://www.roadtrips.com
http://www.sportsandcelebritytours.com
http://www.sportsking.com
http://www.sportstravelandtours.com
http://www.sportsworldtours.com
http://www.21stcenturysports.qpg.com
http://www.drocksports.com
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• 2004 Stanley Cup Finals (games 3 & 4 of Finals; late May 2004):  $2,995 per
person, double occupancy, lower level seats

• 2004 MLB All Star Holiday (Houston, Texas; July 12-14):  $2,295 per person,
double occupancy, lower level box seats

• 2004 World Series (October 22-25):  $3,840 per person, double occupancy, lower
level seats

• 2005 NBA All Star Weekend (Denver, Colorado; February 18-20):  $3,695 per
person, double occupancy, lower level seats

• 2005 NCAA Men’s Final Four (St. Louis, Missouri; April 1-5):  $4,395 per person,
double occupancy, lower level seats

• 2004 Indianapolis 500 (May 28-31):  $1,625 per person, double occupancy,
Paddock Penthouse

• 2005 Daytona 500 (February 11-14):  $1,565 per person, double occupancy,
Roberts/Petty Tower

• 2004 PGA Championship (Kohler, Wisconsin; August 14-16):  $875 per person,
double occupancy, rounds 3 and 4

• 2004 Masters Golf Tournament (Augusta, Georgia; April 4-11):  $7,955 per person,
double occupancy, all 4 rounds

• 2004 Wimbledon Championships (June 26-July 5):  $8,690 per person, double
occupancy, finals package

• 2004 US Open Tennis Championship (Arthur Ashe Stadium, New York City;
September 3-6):  $3,755 per person, double occupancy, both women’s and men’s
finals, loge box

• 2004 Kentucky Derby & Oaks (Churchill Downs, Louisville, Kentucky; April 29-May
2):  $3,095 per person, double occupancy, 3  floor grandstand seatsrd

9.9  Sports Fantasy Vacations
The following are some tour packages that offer travelers the opportunity to

enjoy sports at top venues (source:  USA Today):
• The Chicago White Sox's Batting Practice and Picnic Fantasy Experience (312-

674-5396) gives groups of 10 the chance to swing for the fences at U.S. Cellular
Field.  The outing includes use of the visitor's clubhouse and a visit by a former
player.  The cost is $5,000.

• Backroads (www.backroads.com) offers Tour de France biking tours where
participants ride just hours ahead of the pros then stop to watch the racers pass. 
The five- to nine-day trips are available for all ability levels.  The cost is $3,198 to
$5,298 per person.

• The ESPN Russell Racing School (www.espnrussellracing.com) offers three-day
racing training programs at Infineon Raceway (Sonoma, California), one of the two
road tracks on the NASCAR circuit.  Each student is assigned his or her own race
car for the program, spends hours behind the wheel, and receives feedback from
the school's instructors.  The cost is $2,895.

• San Diego's Next Level Sailing (www.nextlevelsailing.com) rents the Stars &

http://www.backroads.com
http://www.espnrussellracing.com
http://www.nextlevelsailing.com
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Stripes/USA 34, one of several racing boats to bear the legendary Stars & Stripes
name in recent decades, for four-hour private charters.  This version of the boat,
built for seafaring legend Dennis Connor's 1995 America's Cup challenge, is 79
feet long and can hit speeds of up to 18 knots when heading downwind.  The cost
is $1,980 for a four-hour charter.

• The USTA National Tennis Center in Flushing, N.Y. (www.usta.com), home of the
U.S. Open, allows the public access to its courts 11 months a year.  Rates for
outdoor court start at $16 per hour; indoor rates start at $32, and private lessons
start at $77.

• The St. Andrews Links Trust, which manages the famous Old Course at St.
Andrews Links, the frequent home of the British Open Championship, offers the
Old Course Experience (www.oldcourse-experience.com), a package that includes
guaranteed tee times at the Old Course and other St. Andrews courses, lodging,
and some meals.  The cost is $1,867.

    _________________________________________________________________

“A growing number of professional sporting

venues are selling fantasy experiences to regular

Joes looking for a taste of glory.  Just bring your

wallet.  The playgrounds of the pros aren’t

cheap.”

USA Today, 8/13/04
    _________________________________________________________________

http://www.usta.com
http://www.oldcourse-experience.com
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10

THE FUTURE OF SPORTS

10.1  Key Trends
Robin Gunston, chairman of Futures Thinking (www.futurestrust.org.nz),

identified the following key trends that will shape sports in the 21  century:st

• Sports have become an entertainment business.  As a result, stadiums have
become billboards, athletes have become celebrities, and competitions have
become sense-bombarding experiences.

    _________________________________________________________________

“Anyone looking for further evidence that sports

are big business only needs to pick up a local

television guide and look at the sheer variety of

choices available to the viewer: poker, lawn-

mower racing, bungee-jumping, elephant polo,

juggling, and more.  Can this trend go on

forever?  Increasingly, the answer is, ‘no’.” 

Robin Gunston, Chairman
Futures Thinking
The Futurist, 1/05

    _________________________________________________________________
 

• An emerging trend that seems likely to continue is the demise of team sports and
the ascendance of individual sports.  This trend seems closely associated with
changes to work-life balance and the culture of individualism apparent in most of
Generation X.  The serious fitness addict or sporting person is turning more to
individual pursuits – such as triathlons, marathons, the personal fitness regimen at
the gym, and Ironman competitions – to achieve prowess.  

• The majority of team sports, including baseball, basketball, soccer, and rugby, are
in professional leagues and managed as business franchises.  Business owners,
however much they may like a sport or a club, want one thing above all else: a
better-than-normal rate of return on their investment.  

• The trend for sports people to enhance their performance through substances is
not a modern one.  Both coaches and pharmaceutical interests have been trying to
find drugs that avoid detection.

http://www.rkma.com
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• New directions in sports could emerge as a result of the development of high-
technology equipment. 

    _________________________________________________________________

“We may see completely new forms of artificial-

intelligence-based machinery taking over areas

of human activity within the next 20 years. 

Sports are no exception to this trend.”

Robin Gunston, Chairman
Futures Thinking
The Futurist, 1/05

    _________________________________________________________________
 

• Sports are no longer just pastimes.  They are big business.  Over a 20-year period,
there has been a 10,000% increase in sports sponsorship, affecting every possible
sport imaginable.  Without sponsors, there will be no teams or individual superstar
athletes.  

• Another strong influence on the shape of modern sports is the ongoing conflict
between amateurs and professionals.

10.2  The Globalization of Professional Sports
The major professional sports leagues have made concerted efforts to attract an

international audience during the early 2000s.  All of the major sports leagues have
played numerous exhibition and pre-season games outside the United States.  Major
League Baseball has played regular season games in Tokyo, Japan, and the National
Football League has played a regular season game in Mexico City, Mexico.

Twenty percent of the NBA's players now come from outside the United States,
representing 35 countries and territories.  This is a marked departure from even eight
years ago when there were just 25 international players from 19 countries.  Broadcasts
of Houston Rockets games in China have drawn more than 100 million viewers
overseas after Yao Ming entered the NBA in 2002.  Some estimates say as many as
300 million of China's 1.3 billion population now play basketball.  If those estimates are
correct, China has more people playing basketball than the entire United States
population. 

Auto racing is also expanding internationally.  The Open Wheel Racing Series is
truly international, with seven of its 16 races in 2004 held outside the United States, in
Mexico, Canada, South Korea, and Australia.  NASCAR has held Busch series races in
Mexico.

The integration of foreign players onto the rosters of professional teams in the
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U.S., as well as playing and broadcasting games internationally will continue to
expand.  Several announcements have been made in this regard.  Four NBA teams will
hold training camps overseas and play preseason games against top European clubs
in both 2006 and 2007.

10.3  The Future of Sports Media
A discussion titled "The Future of Sports Media: Content and Distribution in the

Year 2020,"  part of the 2004 Octagon World Congress of Sports, provided insight from
many of the most recognized leaders in the field.  

Ed Goren,  the president of Fox Sports, has concern that economic issues will
alter the current situation in sports broadcasting.
    _________________________________________________________________

“I think the immediate future for big-time sports

is very healthy.  Down the road there's one issue:

The product couldn't be any better than it is, but

the economics stink.  If leagues are going to try

to continue to require greater and greater

revenue streams from the broadcasts, at some

point, just as what happened with the NBA, the

four networks are going to say, 'We can't afford

you anymore. Go away.'  Then you are going to

be paying.  You're already paying.  You're paying

on your cable bill.  But then take it to the ultimate

extreme: You're paying for it on a pay-per-view

basis just as you pay for a championship fight.”

Ed Goren, President
Fox Sports

    _________________________________________________________________
 

No one is predicting the Super Bowl or World Series soon will be on PPV.  But
such a scenario is not out of the question within a long-range timeframe.  Mr. Goren
points out that in this scenario, “the public's the loser because right now they're getting
this product for free.”
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    _________________________________________________________________

“In 10 or 20 years, professional sports will end

up the way they started: Income will come from

ticket sales.  With one big difference: The

stadium will be worldwide.   Everything will be

pay-per-view.”

David Hill, CEO
Fox Sports TV Group

    _________________________________________________________________

One network, NBC, has already walked away from rich deals with the NFL and
NBA. 
    _________________________________________________________________

“The days of the big guaranteed money coming

from the over-the-air broadcasters are shrinking

and they are shrinking more quickly than

anybody thinks.”

Dick Ebersol, Chairman
NBC Sports

    _________________________________________________________________
 

A move toward fiscal responsibility in sports broadcasting rights deals, however,
is definitely not a certainty.  Fox Sports’ Ed Goren points out that, "In the history of
sports broadcasting there's always another fool to come in and pay more."

10.4  Growth in Niche Sports
A Turnkey Sports poll (www.turnkeysports.com), performed in conjunction with

Sports Business Journal, taken in May 2004, asked 400 senior-level sports industry
executives “Which professional niche sport has the greatest potential for growth?” 
Responses were as follows:
• Lacrosse 29.1%
• Volleyball 18.8%
• Fishing 11.5%
• Rodeo 11.5%
• Bowling   7.9%
• Other 21.2%

http://www.turnkeysports.com
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10.5  The Growth of Lacrosse
A longtime niche sport, lacrosse is the fastest-growing game in the U.S. at every

level.  Lacrosse is North America's oldest sport.  Its origin stretches back to the 15th
century, when Native Americans played matches that lasted days on mile-long fields
and involved hundreds of players.

    _________________________________________________________________

“What's happening today – the surge of interest

in lacrosse among boys and girls, the spread of

the game westward, the seeping of lacrosse into

the culture at large – does share one thing with

its ancient forebear: Lacrosse again looks like a

game with no boundaries.”

Sports Illustrated, 4/23/05
    _________________________________________________________________
 

Lacrosse participation has expanded nationwide from a base that existed five
years ago only in and around Baltimore and parts of New York State and New England. 
In 2005, the number of youth-league players in the U.S. aged 15 and under is
approximately 186,000, according to Sports Illustrated, more than twice what it was in
2001.  The explosion is similar at the high school level, where no other team sport has
anything close to lacrosse's rate of growth.

ESPN has initiated broadcasting NCAA and Major League Lacrosse (MLL)
games, and NBC aired the All-Star Game of the indoor National Lacrosse League
(NLL) and the NLL Champion's Cup final in May 2005.

MLL will expand to 10 teams in 2006.

10.6  The Decline of The National Hockey League
While other professional sports have survived a labor strikes and lockouts, they

did so when their popularity was at a peak.  Even then, the strikes took a short-range
toll on popularity.  For the National Hockey League, the cancellation of the 2004-2005
season occurred while the popularity was in decline.  An ESPN found the NHL fan base
declined by 4.1% in 2004.

Over the past 10 years, the NHL has seen its popularity in the United States
decline, as it competes for viewers with start-up leagues like the Major League Soccer
and the Women's National Basketball Association.
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    _________________________________________________________________

“Though it is still considered one of the four

major professional sports in the United States,

along with baseball, basketball and football, the

casual fans whose dollars that all sports leagues

look to lure are by every indication tuning out

professional hockey.  A startling illustration of

this fact: according to ratings information

provided by Nielsen Media Research, the

conference finals of the Stanley Cup Playoffs did

not draw a large enough share of a potential

viewing audience to rank in the top 15 sports

programs during the week of May 17-23.  During

the same week, more people watched a regular

season WNBA game between Phoenix and

Connecticut (1.0% of households with a

television) and the Indianapolis 500 time trials

(1.1%).  In the face of these numbers, NBC –

which recently bid for the rights to broadcast

NHL games, along with ESPN – negotiated a

national television contract that stipulates that

the NHL will receive no money until all of NBC's

costs are recouped, after which they share the

revenue equally.  It is by far the smallest national

television contract among the four major sports,

akin to the contract recently signed by the Arena

Football League.”

The Washington Times, 8/25/04
    _________________________________________________________________
 

The NHL lockout and cancellation of the 2004-2005 season will most likely be
devastating for the league’s popularity.

10.7  The Rise of Major League Soccer
RKMA foresees that by 2010, Major League Soccer (MLS) will clearly have

replaced the National Hockey League (NHL) as the fourth major professional sports
league.  With a 4% rise in attendance in 2004 to an average of 15,559 per game, MLS
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had nearly caught up with the NHL’s average game attendance of 16,533.
Despite its current modest following in the U.S., soccer is the number one

spectator sport worldwide.  The most recent World Cup attracted an estimated 40
billion global viewers.

The growth in soccer among American youth has increased steadily throughout
the last decade.  According to the National Sporting Goods Association (www.nsga.org)
13.3 million people age 7 and over participated in soccer in 2004.  For comparison,
15.9 million played baseball, 11.7 million in-line roller skated, and 10.3 million
participated in skateboarding.  The growth in soccer participation is not yet totally
reflected in the MLS fan base, however.  Children generally prefer to play sports rather
than watch, then become spectators as adults after their playing days are over.  It is
only a matter of time until today’s players become future fans of Major League Soccer.

10.8  The Growth of Horse Racing
Increasing interest among young adults is a good predictor of future growth of

any particular sport.  According to Scarborough Sports Marketing
(www.scarborough.com/sports.htm), horse racing has experienced a growth in avidity
among 18-to-24 year-olds.  Horse racing is also the only sport that is virtually equally
enjoyed by both genders; 52% of consumers who are very or somewhat interested in
horse racing are women.

Among spectator sports, horse racing is the fastest growing, with a 5.1%
increase in the fan base in 2004, according to an ESPN Sports Poll.  Horse racing
could become the fourth most popular spectator sport by 2010.  It is currently the sixth
most-popular spectator sport, following baseball, football, basketball, hockey, and auto
racing.  Horse racing trails auto racing in total event attendance by 15%.  The addition
of slot machine gaming at many of the race tracks throughout the U.S. is increasing the
popularity of the sport.

10.9  Women’s Sports
A 2005 poll by Turnkey Sports & Entertainment, conducted in conjunction with

Sports Business Journal, found 66% of sports fans felt women’s sports were stronger in
2005 than five years prior.  It is likely that this trend will continue through 2010.  In
assessing which women’s sports property will most likely enjoy the most success during
the five-year period of 2005-2010, the responses of the sports poll were as follows:
• College basketball 32.8%
• LPGA 25.6%
• Extreme sports 16.6%
• WTA 11.5%
• WNBA   7.7%
• Other   5.8%

The Turnkey fan poll projected 15-year old golfer Michelle Wie and tennis star
Maria Sharapova as having the biggest impact on the sports industry within the 2005-

http://www.nsga.org
http://www.scarborough.com/sports.htm
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2010 timeframe.

10.10  Declining Youth Sports Participation
The declining participation by youth in sports and recreation is cause for

concern, both for the future health of today’s younger generation and growth of the
sports business.

For many American youths today, playing sports video games have replaced
participating in the sports themselves.  Sales of sports video games were more than
$1.2 billion in 2004, according to The NPD Group (www.npd.com), an increase from
slightly less than $900 million in 2000.  For comparison, combined equipment spending
for baseball & softball, basketball, football, hockey and ice skating, tennis, soccer,
water skiing, volleyball, racquetball, and lacrosse was $1.4 billion in 2004, according to
the National Sporting Goods Association (NSGA, www.nsga.org).

    _________________________________________________________________

“Overall participation is flat to down, which is

probably the biggest challenge facing the

industry today.  We’ve lost millions of

participants in the core team sports over the

years.”

Tom Cove, President
SGMA International
DSN Retailing Today, 2/7/05

    _________________________________________________________________
 

In addition, a shift has taken place so that today more youngsters play team
sports in an organized setting than in a casual setting, or “pickup” games.  A full 30% of
children ages 6-to-17 don’t participate in team sports at all, according to SGMA
International (www.sgma.com).

Dramatic increases in the popularity of extreme sports during the late 1990s led
some analysts to predict that extreme sports would become the major spectator and
participant sport of the 21  century.  The growth in the popularity of extreme sports,st

however, has slowed.  The number of inline skaters, for example, fell 11% in 2004 to
19.2 million, according to SGMA International.  While the number of skateboard
participants increased 15% in 2004, this growth was still significantly less than that of a
few years ago.  Among extreme sports, the fastest growing is paintball, with
participation increasing 28% in 2004 to 9.4 million people, according to the NSGA.

http://www.npd.com
http://www.nsga.org
http://www.sgma.com
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MARKET RESOURCES

ACNielsen, 770 Broadway, New York, NY 10003.  (646) 654-5000. 
(www.acnielsen.com)

IEG Sponsorship Report, 640 North Lacily, Suite 600, Chicago, IL 60610.  
(312) 944-1727.  (www.sponsorship.com)

NPD Group, 900 West Shore Road, Port Washington, NY 11050.  (516) 625-0700. 
(www.npd.com) 

National Sporting Goods Association, Lake Center Plaza Building, 1699 Wall Street,
Mt. Prospect, IL 60056.  (847) 439-4000.  (www.nsga.org).  

Richard K. Miller & Associates, 4132 Atlanta Highway, Suite 110-366, Loganville, GA
30052.  (770) 416-0006.  (www.rkma.com) 

SGMA International [formerly the Sporting Goods Manufacturers Association], 1150
17  Street NW, Suite 407, Washington, DC 20036.  (202) 775-1762.  (www.sgma.com)th

Scarborough Sports Marketing, 770 Broadway, New York, NY 10003.  (646) 654-8400. 
(www.scarborough.com/sports.htm).

Sports Business Journal, 112 South Tryon Street, Suite 1600, Charlotte, NC 28284. 
(704) 371-3100.  (www.sportsbusinessjournal.com)

TMS Media Intelligence, 100 Park Avenue, 4  Floor, New York, NY 10017.  th

(212) 991-6000.  (www.tms-mi.com)

TNS Sports, 2 Pickwick Plaza, Greenwich, CT 06830.  (203) 618-8621. 
(www.tns-glboal.com)

Team Marketing Report, 660 West Grand Avenue, Suite 100E, Chicago, IL 60610. 
(312) 829-7060.  (www.teammarketing.com) 

The Licensing Letter, EPM Communications, Inc., 160 Mercer St., 3  Floor, New York,rd

NY 10012.  (212) 941-0099.  (www.epmcom.com)

Turnkey Sports & Entertainment, 9 Tanner Street, Suite 8, Haddonfield, NJ 08033. 
(856) 685-1450.  (www.turnkeysports.com)

http://www.acnielsen.com
http://www.sponsorship.com
http://www.npd.com
http://www.nsga.org
http://www.rkma.com
http://www.sgma.com
http://www.scarborough.com/sports.htm
http://www.sportsbusinessjournal.com
http://www.tms-mi.com
http://www.tns-glboal.com
http://www.teammarketing.com
http://www.epmcom.com
http://www.turnkeysports.com
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