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LETTER OF TRANSMITTAL
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Chairman^ Committee on Commerce^
U.S. Senate^
Washington^ D.C.

Dear Mr. Chairman : I am pleased to transmit herewith tlie Third
Annual Report of the Federal Communications Commission on the
Effect of P.L. 93-107, the sports anti-blackout law, on professional

football, baseball, basketball, and hockey.
I trust this report will be useful to your committee.

Sincerely,

Richard E. Wiley, Chairman.
Enclosure.

(Ill)
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INTRODUCTION

In 1961, the United States Congress granted owners of professional

football, baseball, basketball and hockey teams an exemption from the sanctions

of the antitrust laws, authorizing joint agreements to pool and sell package

rights to telecasts of pro Lossional sporting events. J^/ The legislation also

provided protection for intercollegiate football games from the telecasts of

professional football games. When the American and National Football Leagues

merged in 1966, further protection for non-professional contests from profes-

sional telecasts was added to the law. 2/

The primary premise for permitting ovv'ners to prohibit telecasts

in their home areas — popularly referred to as a "blackout" — v;as to assist

clubs in achieving financial stability. By the early 1970' s, many members of

Congress v;cre convinced that financial stability among professional sports

franchise holders had been achieved.

Legislation passed in 1973 (Public Law 93-107) amended th^-

Communications Act of 1934.3/ Known as tlie "Sports Anti-Blackout L;:u'", P.L.

93-107 provided that if any game of a professional baseball, basketball, foot-

ball, or hockey club was to be televised on a network pursuant to a league

contract and all tickets for seats made available 120 hours (five days) or

more before the scheduled beginning time of tlie gam.e had been sold 72 hours

l_l This exemption \>;as a qualified one, hov%'cver, applying only to agreements

which limited blackouts to the home territory of a member when that club

was playing at home. See Public Law 87-331 § 1, Sept. 30, 1961, 75

Stat. 732.

21 Public Law 89-800, § 6(b)(3), Nov. 8, 1966, 80 Stat. 1515

_3/ See Philip R. Hochberg, "Congress Tackles Sports and Broadcasting",

Western State University Law Review, Vol. 3, No. 2 (Spring, 1976),

pp 223-249
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(three days) or uor^ before, no so-called local blackout agreement preventing

the televising of the game at the same time and in tlie area in which the game

was to be played would have any force or effect. 4^/ Before the enactment of

the anti-blackout law, local television blackouts had been imposed by the

various leagues on the theory that they were necessary to preserve and pro-

mote the live game attendance. The rationale for the legislation, however,

Vv7as that professional sports had benefited from previous antitrust exemptions.

It seemed justifiable that in return for such benefits, the public should be

given the opportunity to view sold-out games of the local team on television.

Congress did acknowledge that the legislation might cause some financial loss

to professional sports business from decreased revenues of parking franchises

and concessionaires due to possible additional "no shows"_5/ at locally

televised games. It was believed, however, that the benefits from local

telecasts of home games would outweigh any potential detrimental effects .6^/

The anti-blackout law was adopted on a three-year trial basis

during which the Federal Communications Commission vv-as to report annually

on the effect of Public Law 93-107 on professional sports. The two preceding

annual reports of the FCC have failed to show any significant injury to pro-

a7 Public Law 9 3-10 7, Sept. 14, 1973, 87 Stat. 350

_5/ "No shows" are defined as patrons who have already purchased tickets for

an event but choose not to attend.

b_l House Report 93-483, 93rd Cong., 1st Sess. (Sept. 11 , 1973)

Senate Report 93-347, 93rd Cong., 1st Sess. (July 26, 1973)
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fessional sports from telecasts of sold-out home games.?/

The following is the Third Annual FCC report to Congress on the

effect of Public Law 93-107 on professional football, baseball, basketball

and hockey.

a'

l_l Report of the Federal Communications Commission: The Effect of Public
Law 93-107, the Sports Anti-Blackout Law, on the Broadcasting of Sold-out
Home Games of Professional Football, Baseball, Basketball and Hockey .

U.S. Government Printing Office, Washington, D.C. , April, 1974.

Second Annual Report of the Federal Communications Comnn'ssion on the

Effect of Public Law 93-107, the Sports Anti-Blackout Law, on the Broad-
casting of Sold-out Home Games of Professional Football, Baseball, Basketball
and Hockey . U.S. Government Printing Office, Washington, D.C, April, 1975.
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I. THE EFFECT OF PUBLIC LAW 93-107 ON PROFESSIONAL FOOTBALL, BASEBALL,
BASKETBALL AND HOCKEY: GENERAL SUMMARY AND CONCLUSIONS

A. Introduction

In a letter dated March 22, 1976, the Honorable John 0. Pastore,

Chairman of the Senate Subcommittee on Communications, requested that the Federal

Communications Comm i ssion provide an "analysis of the effects of the Sports

Anti-Blackout Law during the past full three year period on all four professional

sports which were included in the law."l^/ The results of this analysis are

summarized below. The reader will note that most of the discussion pertains to

professional football. This is simply due to the fact that Public Law 93-107

has had a relatively greater applicability to this sport, than to professional

baseball, basketball or hockey, due primarily to the higher incident of televised

professional football games. Additionally, the National Football League has

provided the Commission with an extensive amount of information on the number of

televised games, ticket sales, live gate attendance and concession revenues,

all of which were necessary to thoroughly assess the effect of the legislation.

A lesser amount of information was available for the other three professional

sports. Consequently, the analysis on each was less extensive.

B. Professional Football

An effort was made to assess the impact of Public Law 93-107 on each

of the 26 member clubs of the National Football League, as well as on the League

as a whole. Four different issues were addressed in the study concerning the

effect of Public Law 93-107 on; (1) the number of locally televised games and

ticket sales; (2) the number of "no shows" at NFL games; (3) revenues earned

1_/ Letter from Senator John 0. Pastore to Richard E. Wiley, Chairman of the
Federal Communications Commission, March 22, 1976.
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from the sale of concessions, stadium parking, and "PRO" magazine; and, (4)

local television audience ratings for NFL games. Summaries of the findings are

provided below.

1. Locally Televised Games and Ticket Sales

Public Law 93-107 has resulted in an increase in local television

coverage of the home games of all but two NFL teams, the New Orleans Saints and

the San Diego Chargers. All other teams have locally televised one or more

home games since the enactment of Public Law 93-107 in 1973.

Prior to that year, member clubs of the NFL blacked out all regular

season home games regardless of whether or not those contests were sold out.

During 1973, the first year in which Public Law 93-107 was in effect, 109 of

the NFL's 182 regular season games were sold out 72 hours in advance and

locally televised, as required by the law, A total of 86 home games was locally

tele-^ised in 1974. Last year, that number declined to 75.

Between 1972 and 1973, total tickets sold to all NFL regular season

games increased by three percent. However, in 1974, the NFL experienced its

first season decrease in ticket sales since 1968, when total sales fell to

10,236,322 which was about five percent below the number of tickets sold to

regular season games in 1973. Last year, ticket sales decreased again, although

by less than one percent.

Lower ticket sales experienced in 1974 and 1975 can largely be

attributed to a decline in season ticket sales during both of those years.

For example, the total number of season tickets sold fell by 6.1 percent in 1974

and decreased again last year by 5.3 percent.
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The NFL believes that the downturn in season ticket sales was a direct

result of locally televised games. The league has consistently argued that fans

are less inclined to purchase season tickets if given the opportunity to watch

home games on television. However, the results of an analysis of season ticket

sales (see Appendix A of this report) indicate that the NFL's fear in this respect

is unfounded. Specifically, the findings demonstrate that the average number of

season tickets sold by NFL teams increased when the number of home games locally

televised during the preceding season also increased as a result of Public Law

93-107.2^/ Thus, it is reasonable to conclude that the NFL's total ticket sales

have not been seriously affected by the Sports Anti-Blackout Law.

2. "No Shows"

Given the NFL's concern that Public Law 93-107 has proven detrimental to

live gate attendance, an effort was made to analyze those factors which influenced

the number of "no shows" experienced by each of the 26 member clubs of the NFL over

the past four seasons. Specifically, the statistical technique employed in this

study permits one to assess whether and to what extent "no shows" were dependent upon:

(1) locally televised games, (2) temperature, (3) the presence of some form of

precipitation, (A) the won-loss records or divisional standings of both home and

visiting teams, and (5) other factors which influenced "no shows" and which were

also peculiar to any of the four seasons under consideration. It should also be

noted, however, that these factors or variables did not account for or "explain" the

total number of "no shows" experienced by each of the teams. However, in most

instances they did account for a relatively large proportion of the variation in the

live gate attendance at a team's home games.

The results of the empirical analyses of the live gate attendance at games

of each of the 26 NFL clubs indicate that four teams — the Atlanta Falcons, the

11 The analysis further demonstrated that season ticket sales were influenced by the
teams' won-loss records in the preceding season as well as the size of the pop-
ulation of the market in which the franchises are located. That is, teams which
won more games in the preceding year, sold more season tickets. Additionally, teams
which played in relatively large cities, generally sold more season tickets than
did teams playing in cities with smaller populations.
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Dallas Cowboys, the Miami Dolphins, and the Los Angeles Rams — experienced a sig-

nificant increase in the number of "no shows" when their games were locally televised.

Furthermore, the analyses show that these increases were principally attributable

to Public Law 93-107. However, it should also be noted that locally televised games

do not account for all "no shows" experienced by these teams. With the exception of

Los Angeles, attendance was also influenced by the weather — that is, a larger number

of ticket holders stayed home when the weather was bad, regardless of whether or not

those games were carried on local television stations.

The relationship between Public Law 93-107 and "no shows" is particularly

notable in the cases of Miami and Atlanta. During the 19 73 season when all seven

of the Dolphins' home games were locally televised, 21 percent of all ticket holders

failed to attend games. In 1974, three games were locally televised. About 21

percent of all ticket holders failed to attend the three televised games while

13 percent did not attend the four non-televised contests. Last year, none of the

team's home games was telecast locally and the percentage of ticket holders who chose

not to attend those games fell to 8.5 percent. Atlanta "no shows" also increased

when home games were locally televised. The blackout was lifted on all seven home

games in both 1973 and 1974. "No shows" were equivalent to 15.8 percent of total

tickets sold in 1973 and 35.7 percent in 1974. Although no home games were locally

televised last year, 19 percent of all tickets sold went unused. It is not readily

apparent why these two particular teams were affected by Public Law 93-107 in this

manner and to this degree.

Although Public Law 93-107 has also influenced "no shows" at Dallas and

Los Angeles, the problem has been of lesser significance in both instances. For exampl(

the Cowboys lifted the blackout on only four home games; televising three in 1973 and

one last year. During the 1973 season, 8.9 percent of all tickets sold for Dallas'

locally televised home games were not used, while 4.9 percent of all ticket holders

failed to attend blacked-out games. In 1975, 5.3 percent of the tickets sold to
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Dallas' single televised home game were not used, whereas 2.4 percent failed

to attend the six non-televised contests. All of these percentages were

below the league averages of 9.7 percent In 197 3 and 8.6 percent in

1975. Los Angeles has locally televised only one home game since 1973. Over

21,000 ticket holders, or 24 percent of the total, failed to attend the

game. The analysis, however, suggested that less than half of the total number

of "no shows" was apparently due to the game being locally televised. While

attendance at other locally televised games could be similarly affected, it is

unlikely that the Rams will be able to sell all 91,000 available seats in the

L.A. Coliseum for many home games. Hence, Public Law 93-107 does not appear

to pose a serious threat to the live gate attendance of this particular franchise.

The number of "no shows" experienced by eight additional NFL teams

— Chicago, Denver, Green Bay, New England, Oakland, Philadelphia, Pittsburgh

and St. Louis — appear to have been indirectly affected by locally televised

games. In each instance, "no shows" significantly increased when the wea'ther

was cold and/or wet. It is conceivable that the fans' unwillingness to attend

games under these conditions could have been influenced by local telecasts.

Specifically, fans appeared to be less inclined to attend games in bad weather

when given the opportunity to see those games on television, than when those

contests were not locally televised. Unfortunately, there is no way to differen-

tiate the effect of weather from that of locally televised games, since that

relationship depends on the fans' preferences to watch the game in person, as

opposed to their unwillingness to sit in a cold and/or wet stadium. An assess-

ment of this type was beyond the scope of the study.

Nevertheless, with the exception of Chicago, and Philadelphia (in 1973),

these teams enjoyed relatively high gate attendance - that is, the percentage of

ticket holders who failed to attend all home games of these seven teams was
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below the league average. V Again, the high number of "no shows" at Chicago

is probably not entirely due to the locally televised games. Many fans would

probably have stayed home in bad weather regardless of whether or not the game

was locally televised. This was particularly evident last year when the average

number of "no shows" at locally televised Bears' games was lower than the number

of "no shows" at blacked-out home games. Consequently, it is reasonable to con-

clude that Public Law 93-107 has not posed a serious threat to the live gate

attendance of those teams which appear to have been indirectly affected by the

legislation.

It should be pointed out that the league has made a greater effort

to accurately record the number of "no shows" subsequent to the enactment of

the Sports Anti-Blackout Law. The 1972 "no shows" figures, therefore, may be

less precise than those figures compiled in subsequent years. If so, the impact

of locally televised games on these teams may be of lesser consequence than the

figures indicate.

1/
Percentage of Tickets Sold to All Home Games

Team Which Were Not Used

1973 1974 IS)75

Chicago (7) 18 4% (6) 25. 9% (2) 16. 5%

Denver (7) 1 6% (7) 4 % (7) 7. 6%

Green Bay* (7) 3 % (7) 4. 5% (7) 8 %

New England (2) 1 5% (5) 6. 8% (2) 3. 4%

Oakland (5) 8 1% (4) 7. 3% (5) 8. 5%

Philadelphia (7) 9 8% (7) 9. 2% (7) 7. 3%

Pittsburgh (8) 6 4% (7) 7. 6% (6) 3. 3%

St. Louis (1) 5 9% (4) 5. 9% (3) 5. 2%

League Average 9 7% 11 % 8. 6%

The figures in parentheses indicate the number of locally televised

home games

.

These figures represent the average percentages of "no shows" for at
home games played in Green Bay and Milwaukee.
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Finally, there is no evidence to suggest that the Sports Anti-

Blackout Law has significantly affected the live gate attendance of the

remaining 14 NFL clubs. This is further evidenced by the fact that the percen-

tage of ticket holders who, in 1975, failed to attend blacked-out games (i.e.,

9.6 percent) exceeded the percentage who failed to attend locally televised

contests (i.e., 7.1 percent).

3. Revenues Earned from Concessions, Parking, and "PRO" Magazine
Sales

To the extent that locally televised games have adversely affected

a team's live gate attendance. Public Law 93-107 has also resulted in a diminution

of revenues earned from concessions and "PRO" magazine sales. However, on the

basis of the results discussed above, these losses do not appear to have been

substantial except in the cases of Miami and Atlanta, during the 1973 and 1974

seasons

.

Parking revenues which usually accrue to Municipal authorities

and are used to finance the operation of stadiums have not been adversely

affected by Public Law 93-107. This is simply because the parking capacity at

nearly all NFL stadia is not large enough to handle all the fans' automobiles

who wish to drive to the game. Even if a team experienced a large number of

"no shows," the demand for stadium parking spaces would very likely exceed the

available supply.

4 . Audience Ratings

NFL telecasts are one of the most, if not the single most, popular

type of programming on television today. On the average, about 30 percent of

all households in markets which support NFL franchises watch their home team's

72-769 O - 76 - 2
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televised games. It is further apparent that most fans clearly prefer to watch

the home team's televised games as opposed to games involving other NFL teams.

This is particularly true when viewers are able to choose between the two. To

illustrate, games involving other teams which were televised at the same time

as were the home team games, but on a different network, were viewed in only 6

or 7 percent of all households in the market as compared with an average 30

percent who watched the home team's televised games. Games of other NFL teams

which were not broadcast at the same time as the home team's games, were viewed

by about 19 percent of all households in all 25 markets which support an NFL

franchise.

These findings are further indicative of the enormous popularity

of professional football when compared to the ratings of other programs. Most

NFL games, of course, are played on Sunday afternoons. Other types of programming

aired by network affiliated television stations during this time are usually

viewed by only 6 or 7 percent of all television households. Prime time pro-

gramming (excluding Monday Night Football) attracts larger audiences. But

even here, the audience tuned into a particular network affiliated station bet-

ween 7:00 and 11:00 p.m. generally averages out to only 20 percent of all house-

holds in the market. In light of the wide audience appeal of telecasts of home

team football games, it can be concluded that Public Law 93-107 has had a

substantial public interest benefit in making significantly more of these

games available to television viewers.

C. Professional Baseball

Public Law 93-107 has had no effect on professional baseball

even though games are televised pursuant to a television contract with the
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NaLioaal Broadcasting Company. NBC carries the Saturday afternoon "Game of

the Keek," 15 mid-season Monday night games, the Ail Star Game, the National

and American League playoff games and the World Series. That contract requires

NBC to locally televise the World Series and the All Star games regardless of

whether or not those games ^cre sold out. Moreover, all of the League's champion-

ship series was locally televised, even though some games were apparently not

sold out 72 hours in advance. As required by the terms of the network contract,

all regular season Saturday afternoon and Monday night televised games were

blacked out in the markets of both home and visiting teams. Public Lav^/ 93-107

has not applied to televised regular season games.

D . Prof ess iona L Basketbal

I

The impact of Public Law 93-107 on professional basketball has

also been minimal. Member clubs of the National Basketball Association play

about 780 games during the course of the season. During the 1973-74 season,

AO games were televised pursuant to a network contract. Of these, 14 were

broadcast in home team territories, although only four were sold out 72

hours in advance and locally televised as required under Public Law 93-107.

During the 1974-75 season, a total of 40 games was again televised, with 20

being aired in the home team's market. However, only seven of the 20 local

telecasts were required under the provisions of the legislation. Information

provided on the 1975-76 season indicated that 2 2 regular season NBA games

were televised, of which eiglit were broadcast in home territories. Only four

of these 22 games were sold out 72 hours in advance and locally televised in

accordance with the legislation.

In conclusion, a very small percentage of NBA games were televised

pursuant to a network contract. Although less one half of these televised
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games were carried in the home team's market, even fewer (about 13 percent)

were required to be locally televised. Moreover, locally televised NBA games

have not resulted in substantial increases in "no shows." For example, "no

shows" at locally televised games during the 1974-75 season averaged out to

about 4 to 5 percent of all tickets sold as compared with 3 percent for non-

televised games. The percentage of ticket holders who failed to attend nationally

televised NBA games during the 1975-76 season averaged out to 5 percent for

blacked-out home games but only 1 percent for telecasts as a result of Public

Law 93-107.

Since the enactment of the Sports Anti-Blackout Law, member clubs

of the American Basketball Association have never locally televised a home game

pursuant to the requirements of the law.

E. Professional Hockey

Previous FCC reports have concluded that Public Law 93-107 has

had minimal impact on the National Hockey League. In preparing this year's

report, the Commission again requested information on: (1) the total number

of NHL games played during the 1975-76 season; (2) the number televised pursuant

to a network contract; (3) the number locally televised either voluntarily or

as required by law; (4) the number of "no shows;" and, (5) concession and parking

revenues. The League did not provide data on "no shows" or concession revenues,

nor did the NHL specify which of the games were locally televised in accordance

with Public Law 93-107 and which were voluntarily televised.

The Commission has received no information from the NHL to change

its original conclusion concerning the minimal economic impact of Public Law 93-107

on the National Hockey League. (Telecasts of World Hockey Association games
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are handled through local arrangements and, therefore. Public Law 93-107 does

not apply to the WHA.)

F. Complaints and Inquiries

The Commission received 14 letters from April, 1975 to April, 1976

alleging violations of the Sports Anti-Blackout Law or raising questions as

to its applicability. From April, 1974 to April 1975, there were 39 letters and

from September, 1973 to April, 1974, there were 20 letters. No records were

kept of complaints and inquiries received by telephone, but there were not a

great number of these and, for the most part, they did not warrant Commission

inquiry or action. The most common type of complaint concerned the territorial

extent of the permissible blackout at football games.

Prior to the enactment of the law, the Commission received over 100

complaints regarding blackouts of professional football games. This year, as

well as last, the Commission failed to receive one letter of complaint regarding

the law's unfairness to the fan or to any team or league. Not one letter requested

that the law be allowed to expire at the end of its three-year life. Instead,

most of the complaints received by the Commission dealt with subjects to which

the law did not apply, i.e., the territorial extent of the blackout, the number

of football games at home. In addition, all of the letters which showed dis-

satisfaction with the law's application requested changes to allow additional

home games to be broadcast within the home territory.
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II. PROFESSIONAL FOOTBALL

A. INTRODUCTION

The objections of the various sports leagues to anti-blackout

legislation have centered on the effect of an increase in "no shows" that

is believed to accompany televised home games. The National Football League

(NFL) is especially concerned that the continued psychological and financial

vitality of their industry depends on live attendance. Additional television

exposure, the NFL argued, would 1) oversaturate the sport and lead to a de-

cline in its popularity; 2) result in financial losses to municipal stadiums

that require tax compensation from concessions, etc., as well as direct

losses to the parking and concession owners themselves (due to "no shows")

;

and, 3) cause a loss of radio revenues to the teams as well as an audience

loss to the stations involved.

The prospect of oversaturation of professional football on television

audiences is a mjaor NFL criticism of Public Law 93-107. The League believes

that enactment of the law has distorted its previously balanced TV policy which

favored restricted exposure of the home team on the local audiences. Since league-

wide network contracts were initiated in 1961, the NFL guaranteed home telecasts

of every away gcime of the local team. In 1966, other telecasts as replacement

games were brought to the local audience if the team was playing at home. Such

a policy "doubled the amount of professional football on network television and

resulted in a greater variety of NFL games being made available to the television



19

-16--^

viewing public."^/ The present average of 74 football telecasts per

season, as well as increased coverage of other sports, is believed by

the NFL to produce an environment of oversaturation. Declining

attendance at pre-season NFL games is blamed on the steady supply of

home telecasts now available to National Football League cities.

The fear of a decline in the popularity of professional football

emanates from conclusions the NFL has reached about fewer sold-out

games and the fear of an increasing number of "no shows." According

to the National Football League, Public Law 93-107 's effect in 1975

was to create the fewest number of sold-out games since 1970, whereas

prior to 1973 the trend was in the opposite direction. This reduction

in the number of sellouts is due to the prospect that the game will be

televised, according to the NFL, and this is progressively eroding fan

interest in buying season tickets.

The NFL believes that the possibility of an increasing number

of "no shows" might result in such "no shows" becoming "non-fans". A

decline in season ticket sales in 1974-75 is given as an example of the

creation of "non-fans." Weather conditions and team standings do not

sufficiently account for "no shows" according to the NFL. As proof

of the increase in "no shows" from home televised games, the NFL

refers to a 100 percent increase in "no shows" from 1972 with 624,686

(when the League was not required to conduct an accurate count of "no

shows") to 1,124,162 in 1974. Thirty-eight percent of these "no

shows" resulted from games involving 14 teams that the NFL considers

\J "Statement of Pete Rozelle, Commissioner, NFL" in Hearings before the
-Subtiammittee on eommonications of the Committee on Interstate and
Foreign Commerce on H.R. 9566 . 94th Cong., 1st Sess. (Sept. 22,
Oct. 29-31, 1975) p.72 -
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to have been in playoff contention in 197A-75.2_/

Furthermore, the financial losses which the National

Football League sees as a possible effect of the Sports Anti-Blackout

Law arise from concession sales and parking fees and revenues from

the sale of radio broadcast rights. The NFL believes that a decline

in concession sales is detrimental to potential revenues of member

clubs and also of public stadium ovmers who require tax compensation

from concessions, as well as causing threatened employment losses

to vendors and others.^/

Finally, a "substantial" impact of the law is viewed on the

sale of radio broadcasting rights. According to the NFL, a two-year

loss of $500,000 in radio revenue as well as an alleged $1.2 million

decrease in advertising to the individual stations is not being offset

by increased television revenues as had earlier been predicted

The NFL says that local telecasts of games have not greatly increased

television ratings since 1973._5/

In summary, while the arguments of the National Football

League are substantially the same as in 1973, the NFL believes that

it has experienced the most harm from the enactment of Public Law

93-107. The past three seasons, moreover, are not considered by the

NFL to be sufficient time to determine the full long-range impact of

the Sports Anti-Blackout Law on professional football.

2./
' Ibid . pp. 70-71

3./ IbidV p". 69

kJ Ibid , p. 73

V Ibid , p. 74
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These NFL claims of injury from the effects of the Sports Anti-

Blackout Law will be analysed in the sections that follow. The subsequent

section will present an overview of locally televised games, ticket sales,

general concession revenues, and television audience ratings of NFL games

played since the enactment of Public Law 93-107 in September of 1973.

Section C will provide analyses of the impact of Public Law 93-107

on each of the 26 member clubs of the NFL. This will be followed by a brief

summary of the Commission's findings and a discussion of the conclusions

based thereon.
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B. THE EFFECT OF PUBLIC-LAW 9 3-107 ON PROFESSIONAL FOOTBALL: AN OVERVIEW
OF NFL TELEVISED GAMES, TICKET SALES, "NO SHOWS," CONCESSION REVENUES
AND 1973-19 75 AUDIENCE RATINGS FOR LOCALLY TELEVISED GAMES.

1. Televised Games: An Overview 19 73-19 75

In 1973, the first season affected by Public Law 93-107, 109 of the

182 regular season games, or 59.9 percent, were locally televised in home team

territories. Since then, the number of home games locally televised pursuant to

the legislation has declined. For example, of the 182 regular season games

.played in 1974, local blackout provisions were lifted on 86 games ,_!/ or 47.3

percent of the total. Last year only 75 games were locally televised which

represents 41.2 percent of the total number of regular season games played .2^/

Additionally, 11 of the 26 NFL teams, or 42 percent, televised

fewer games in 1975 than in 1973. Conversely four teams or 15 percent, tele-

vised more games in 1975 than in 19 73 while the remaining ll teams, or 42 per-

cent of the total, televised the same number of home games in 19 75 as they did

in 1973.

V Two additional games were sold out 72 hours in advance but not locally
televised. The first involved a Cincinnati home game which conflicted
with a World Series game in which the Cincinnati Reds were involved.
The second involved a Jets game which the local station declined to

carry, apparently due to its belief that telecasting a different game

would attract a larger audience.

II In 19 75, three of the New York Giants' games were sold out 72 hours in
advance but were not locally televised. The first two were played on
Saturday afternoons in Shea stadium and were not carried by a network

because both contests conflicted with local college football games. Con-

sequently, Public Law 93-107 did not apply. In the third instance, WCBS
which normally carries the Giants' home games, televised a Jets game

instead. The station was able to do so because WNBC, which normally
televises the Jets' games, opted to carry the World Series.
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Comparing the 1974 and 19 75 seasons, the figures in Table 1 shows that

eight teams televised more games in 1975 than in 1974 while eight teams televised

fewer. Ten teams televised the same number of home games in 1974 as in 1975.

The total number of home games televised by each of the 26 NFL teams

are summarized in Table 1 below. Table 2 provides a breakdown of the number of NFL

teams televising none, one, two, three, four, five, six or all seven home games

during each of the past three seasons.

The figures in Table 1 indicate that four teams - Denver, Green Bay,

Philadelphia, and Washington televised all 21 home games played during home games

played during the same three-year period. Pittsburgh, which had an extra home

game in 1973, televised 21 of 22 home games played during the three years. Two

other teams, Minnesota and Cincinnati, televised 19 and 18^ of each of their 21

games, since the Sports Anti-Blackout Law went into effect.

A total of four teams - Atlanta, Chicago, the New York Jets and Oak-

land televised between 51 and 75 percent of all home games played during the

1973, 1974, and 1975 seasons. Seven teams - Buffalo, Detroit, Kansas City, Miami,

New England, the New York Giants, and Saint Louis televised more than 25 percent

but fewer than 50 percent of all 21 home games, while the remaining eight teams -

Baltimore, Cleveland, Dallas, Houston, Los Angeles, New Orleans, San Diego and

San Francisco - televised fewer than 25 percent of all home games played between

1973 and 1975. Additionally two of these eight teams. New Orleans and San Diego,

did not televise a single home game while Baltimore and Los Angeles televised

only one home game between 1973 and 1975.

Table 2 below gives some indication of the extent to which tele-

vised coverage of NFL home games has changed since 1973. The figures reflect

a downward trend in the number of locally televised home games. For example,

five teams (19.2 percent) did not televise a single home game in 1973, while
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nine (3A.6 percent) and six (23.1 percent) teams failed to do so in 197A and

1975 respectively. Additionally, a total of six teams ( 23 . 1 percent) televised

only one, two or three home games in 1973 compared with three teams (11.5 per-

cent) in 1974 and 11 (42.6 percent) in 1975. During the past three-year period

the number of teams televising between four and six home games stood at six

(23 percent) in 1973, increased to seven (27 percent) in 1974 and decreased to

four (15 percent) in 1973. Finally, a total of --nine teams (35 percent) sold

all and subsequently televised all home games in 19 73 while only seven (27

percent) and five teams (19 percent) did so in 1974 and 19 75 respectively.

While there has been a definite downward trend in the number of

locally televised games over the past three seasons, it must be remembered

that NFL home games were not televised locally prior to the adoption of Public

Law 93-107. As will be demonstrated in a later part of this report, locally

televised home games tend to be far more popular than games not involving the

home team (see Section 5). Thus, Public Law 93-107 has proven beneficial to

professional football fans.

Whether or not the continuation of the Sports Anti-Blackout Legis-

lation proves to be beneficial remains to be seen. If, as the National Foot-

ball League argues, mandatorily televised home games oversaturate the sport,

general interest in football may decline.

However, information provided by the NFL on ticket sales and "no

shows" does not conclusively demonstrate a depreciation of interest in pro-

fessional football. As will be shown later, the analysis of audience ratings

for televised professional football games further indicates the sport is one of

the most popular types of program on television today. Moreover, there is no

evidence that its popularity has diminished since the adoption of Public Law

93-107.
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TABLE 1

Summary of the Number of Home Games
Televised by Individual NFL Teams During

the 1973, 1974 and 1975 Seasons

TEAM 1973 1974 1975

Atlanta 7 7

Baltimore 1

Buffalo 3 4 2

Chicago 7 6 2

Cincinnati 6 7 5

Cleveland 2 1 1

Dallas 3 1
Denver 7 7 7

Detroit 3 3

Green Bay 7 7 7

Houston 1 2

Kansas City 6

Los Angeles 1

Miami 7 3

Minnesota 7 5 7

New England 2 5 2

New Orleans
NY Giants 6 2

NY Jets 4 4 4
Oakland 5 4 5
Philadelphia 7 7 7

Pittsburgh 8 7 6

St. Louis 1 4 3
San Diego
San Francisco 4
Washington 7 7 7

TOTAL l09 86 75
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TABLE 2

Summary of the Number of NFL
Home Games Televised Locally

Between 1973-1975

Home Games Televised Number of Teams

1973 1974 1975

None 5(19.2%) 9(34.6%) 6(23.1%)

One 1 (3.8%) 2 (7.7%) 4(15.4%)

Two 2 (7.7%) (0%) 5(19.2%)

Three 3(11.5%) 1 (3.8%) 2 (7.7%)

Four 2 (7.7%) 4(15.4%) 1 (3.8%)

Five 1 (3.8%) 2 (7.7%) 1 (3.8%)

Six 3(11.5%) 1 (3.8%) 2 (7.7%)

Seven 8(30.8%) 7(26.9%) 5(19.2%)

*Eight 1 (3.8%)

Total Teams 26 26 26

Total Number of Televised
Home Games 109 86 75

*In 1973, the Pittsburgh Steelers played 8 home games, all of which

were televised.

NOTE: The figures in parentheses denote the percentage of all 26 NFL

clubs which televised the specified number of home games during

each of the three years. The percentage may not add to 100% due

to rounding.
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2. Ticket Sales: An Overview 1972-1975

Even though fewer NFL games have been sold out since 19 73, total

ticket sales for the League's 26 member clubs have remained relatively stable

over the four-year period under consideration. Indeed, as the figures in the

table below indicate, total ticket sales increased by 3 percent during 19 73,

the first year of the Sports Anti-Blackout Law, when 109 of the 182 regular

season games were sold out and subsequently televised in home team territor-

ies. In that same year, season ticket sales also increased by 3.8 percent.

Even so, NFL clubs sold a lower percentage of available seats in 1973 than in

1972. As the figures indicate, this occurred because the average seating

capacity for all stadia increased.

In 1974 the NFL experienced its first decline in annual ticket

sales since 1968 when total sales fell by 4.6 percent. Nevertheless, the

10,236,322 tickets sold was still equivalent to approximately 90 percent of

all available seats. Moreover, the drop in total ticket sales is largely

attributable to a 6.1 percent decline in season ticket sales.

Similar circumstances characterized 1975's ticket sales. Again,

the total number of tickets sold decreased, but this time by only .3 percent.

On the other hand, season ticket sales fell by 5.3 percent. It is therefore

likely that total ticket sales in both 1974 and 1975 would not have declined

had the sale of season tickets remained constant.

As noted earlier, the NFL has consistently argued that locally

televised games have adversely affected the number- of "no shows." The

League is also fearful that "no shows" eventually become non-fans and as a

consequence do not buy season tickets. Taking this argument one step

further, it would follow that Public Law 93-107 is responsible for the

recent decline in NFL season ticket sales

.
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Summary of Ticket Sales
For All NFL Teams: 1972-1975

1972 1973 1974 1975

1. Total Tickets Sold 10,455,827 10,730,933 10,236,322 10,207,041
(percentage change
from previous season) (3%) (-4.6%) (-.3%)

2. Average Stadium Capacity 58,355 62,135 62,453 63,249

3. Average Tickets Sold
Per Game
a) All games 56,964* 58,946 56,255 56,083
b) Locally televised games - 59,522 57,023 57,087
c) Non-televised games 56,964* 58,089 55,567 55,379

4. Percentage of Stadium
Capacity Sold
a) All games 97.6%* 94.9% 90.1% 88.7%
b) Non-televised games 97.6%* 89.9% 83.6% 83.0%

5. Total Season Tickets Sold 1,314,485 1,364,780 1,282,218 1,214,106
(percentage change from
previous season) (3.8%) (-6.1%) (-5.3%)

6. Average Number of

Season Tickets Sold
Per Team 50,557 52,491 49,316 46,695

7. Number of Televised Games 109 86 75

* Excludes ticket sales of the Dallas Cowboys and New Orleans Saints.
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Fortunately, the League's argument lends itself to an empirical

analysis which has been performed. A thorough discussion of the manner in

which this was done can be found in Appendix A. Briefly, the analysis of

season ticket sales indicated that Public Law 93-107 has not adversely

affected season tickets sold by all 26 NFL teams. Contrary to the NFL's

position on this issue, the results indicate that season ticket sales

actually increased significantly when fans were able to see locally tele-

vised home games played during the preceding season .

This is not particularly surprising. The more television

exposure a team receives, the greater the interest on the part of the

fans. Moreover, since many people prefer to watch games live, that growing

interest is translated into increased season ticket sales.

As expected, season ticket sales were also influenced by the

teams won-loss record during the preceding season. Fans are more likely

to purchase season tickets when the team is winning. The demand for season

tickets was also higher in large cities such as New York, Chicago and Los

Angeles. However, season ticket sales did not prove to be particularly

sensitive to changes in price and/or household income. Again, a more

thorough explanation of the season ticket sales analysis is provided in

Appendix A. Given these findings, it must be concluded that Public Law

93-107 has not adversely affected the sale of season tickets to profession-

al football games. Indeed, the results indicate that the availability of

locally televised home games has increased season ticket sales. Total

ticket sales were not subjected to rigorous empirical analysis. Conse-

quently, is not possible to assess the impact of the legislation on total

sales. However given that a large proportion of a team's tickets are sold

on a seasonal basis, it is unlikely that total ticket sales of most NFL

clubs have been seriously affected by Public Law 93-107.

72-769 O - 76 - 3
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3. "No Shows; An Overview 1972-1975

The National Football League has consistently argued that Public

Law 93-107 has and will continue to adversely affect the live gate attendance

at NFL home games. The league believes that ticket holders are less inclined

to attend games when those contests are televised in the team's home territory.

This is thought to be particularly true in those cities where fans experience

difficulties in getting to the stadium.

At first glance, it appears that there is some merit in this pro-

position. The number of "no shows" at NFL home games has increased since the

adoption of the Sports Anti-Blackout Law. For example, in 1972, the "no shows"

total for all games (excluding those of the Dallas Cowboys and New Orleans

Saints) was 579,294 or an average of 3,447 per game. This was equivalent to

6.1 percent of all seats sold. No home games were locally televised that year.

The adoption of Public Law 93-107 coincided with a large increase in

"no shows" in 1973. As noted previously, the law triggered a lifting of the

blackout on 109 of the NFL's 182 regular season games played in 1973. "No

shows" increased to 1,035,831 1^/, averaging out to 5,691 per game during

the year or 9.7 percent of all tickets sold, which was somewhat higher than

the 1972 averages. However, since no law was in effect in 1972 which had any

bearing on "no shows," the 1972 figure may be less accurate than the figures

for the three years under the legislation.

ll This figure includes "no shows" recorded by Dallas and New Or""

-

teams which did not submit attendance information for
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Moreover, "no shows" at locally televised games averaged out to

5,911 in 1973, as compared to an average of 5,363 for non-televised games.

The percentage of ticket holders who failed to attend home games was also

higher for locally televised contests than for those games which were not

locally televised (i.e., 9.9 percent for locally televised as compared with

9.2 percent for non-televised games).

Live gate attendance at NFL games did not improve in 1974 even

though the number of locally televised games decreased from 109 in 1973 to 86

in 1974. "No shows", including those recorded by Dallas and New Orleans,

increased to 1,124,879 which was equivalent to an 8.6 percent increase from

1973 and a 94 percent increase from 1972 when Dallas and New Orleans were not

included

.

The average number of "no shows" at all locally televised home

games played in 1974 was 6,411 per game. This was slightly higher than the

5,974 ticket holders who, on the average, failed to attend games which were

blacked out in the teams' home territories. There was a negligible difference,

however, in the percentages of ticket holders who failed to attend locally

televised and non-televised home games (i.e., 11.2 percent for locally tele-

vised games as compared to 10.8 percent for non-televised games).

In 1975, live gate attendance at NFL home games increased, as did

the number of blacked-out games. The total number of NFL "no shows" fell to

874,733 which was approximately 22 percent below the 1974 level but 51 percent

above the total number of "no shows" recorded in 1972

.

On the average, 4,806 ticket holders failed to attend the 182 reguli

season NFL games played during the 1975 season. This was equivalent to 8.6
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percent of all seats sold. Attendance at locally televised games also

improved. In fact, there were fewer "no shows" for televised games than
"

for games which were blacked out. On the average, only 4,069 (7.1 percent)

of all ticket holders failed to attend locally televised games, while 5,323

(9.6 percent of the ticket holders) chose not to attend blacked-out games.

To summarize, the figures reported in the table at the end of this

section indicate that "no shows" have increased substantially since the

adoption of Public Law 93-107. On the other hand, last year's live gate

attendance at NFL home games was higher than in the two previous years.

The National Football League believes that both phenomena can be

explained by Public Law 93-107. Specifically, the NFL and its member clubs

contend that decreases in live gate attendance since 1973 can be attributed

to locally televised games. Following the same line of reasoning, the NFL

has pointed out that improved attendance during last year's season simply

reflects the fact that fewer games were locally televised in 1975 than in

1973 or 1974.

Even though "no shows" have increased since the adoption of

Public Law 93-107, it would not be appropriate to attribute those increases

solely to. locally televised games. As will be explained in a later section

of this report, live gate attendance at NFL games may be subject to a number

of different factors. For example, if the weather was cold and wet, one would

reasonably expect a decline in attendance, regardless of whether or not the

game was locally televised.
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The figures in the table below further indicate that other

factors may have a more influential impact on attendance than does local

television coverage of home games. This would certainly appear to be

true with regard to attendance at last year's games, where the average

number of "no shows" at non-televised games exceeded the average number

of "no shows" at locally televised games. Additionally, there were

virtually no differences in the percentage of ticket holders who failed

to attend games during the 1973 and 197A seasons. Both of these

findings suggest that live gate attendance is subject to influential

factors other than Public Law 93-107.

The subsequent section will provide a detailed empirical analysis

of the live gate attendance over the past four years for each of the 26

NFL teams and should provide an accurate assessment of the impact of

Public Law 93-107 on professional football.



34

-31-

Summary of "Ho Shows"
For All NFL Teams: 1972-1975

1972 1973 1974 1975

1. Total Tickets Sold 9,569,988*
(percentage change 10,445,827+
from previous season)

2. Total "No Shows" 579,294*
(percentage change
from previous season)

3. Average Stadium Capacity 58,355

4. Average Tickets Sold
Per Game
a) All games 56,964*
b) Locally televised games
c) Blacked-out games 56,964*

5. Average "No Shows" . . .

Per Game
a) All games 3,447*
b) Locally televised games —

c) Blacked-out games 3,447*

6. Percentage of Seats Sold

Not Showing
a) All games 6.1%*

b) Locally televised games
c) Blacked-out games 6.1%*

10,728,351- 10,237,952 10,207,041
10,730,933+ 10,236,322+ 10,213,193+

(-.3%)(2.7%)

1,035,831

(78.8%)

62,135

58,946
59,521
58.089

5,691
5,911
5.363

9.7%
9.9%
9.2%

(-4.6%)

1,124,879

(8.6%)

62,453

56,252
57,023
55,563

6,181
6,411
5.974

11%
11.2%'

10.8%

874,733

(-22.2%)

63.249

56,083
57,087
55.379

4,806
4,069
5.323

8.6%

7.1%

9.6%

Number of Televised Games 109 86 75

* Excludes Dallas and New Orleans

+ Indicates figure given in NFL annual reports
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4. Revenues From the Sale of Concessions, Parking, and "PRO" Magazine: An

Overview 1972-1975

Unfortunately, it is not possible to provide a meaningful summary

of revenues earned on the sale of concessions, parking and "PRO" magazine. 1/

Much of the information necessary to do so was not made available either by

the National Football League or companies which handle the concession franchises

for the individual teams. 2_l

Morevoer, much of the data that was available from some teams

reflects revenues earned from concession sales at pre-season games as well

as regular season games, whereas other teams reported revenues for regular

season games only. Consequently, meaningful comparisons between seasons - for

all 26 teams - is virtually impossible. However, information on these revenues

reported by NFL clubs is reviewed in a later part of this section which

provides an analysis of the impact of Public Law 93-107 on individual teams.

The Commission also requested that the NFL specify those member

clubs which do and do not share in revenues earned form the sale of concessions

and stadium parking. This information was provided and is reported in the

tables below.

IJ "PRO" magazine is an NFL publication that contains the scorecard for
the particular game, stories and pictures highlighting players and activities,
and local advertisements.

2_l Letters from concessionaires who did respond to the Commission's Inquiry
are contained in Appendix E.
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CLUB REVENUE SHARING FROM CONCESSIONS

CLUB NONE

AFC

Baltimore Colts

Buffalo Bills

Cincinnati Bengals

Cleveland Browns

Denver Broncos X

Houston Oilers X

Kansas City Chiefs

Miami Dolphins

New England Patriots

New York Jets X

Oakland Raiders X

Pittsburgh Steelers X

San Diego Chargers

FOOD

X 20%

X 13 1/2%

X

X approx. 20%

X 42Z

X

X 12 1/2%

YES

BEVERAGE PARKING

X 20% 1/

X 13 1/2%

X 2/

X

X

NO

X approx. 20% 3/ NO

X 42%

X 4/

X 12 1/2%

X 100%

NO

NO

X 10% X 10% X 10%

1^/ May be 30% if lease negotiation makes this retroactive to 1975.

11 33.2% of gross receipts on sale of food and beverages; 33.6% of gross receipts
on sale of alcoholic beverages; 13.2% of gross receipts on tobacco sales and

vending machine sales; 32.2% of gross receipts on sales or rental of all other
products; less 10% this total amount retained by City of Cincinnati.

2/ Cleveland Browns, Inc. does not have any ownership interest in the concession
operation. Concessions, however, are operated by Cleveland Stadium Corp., which
is owned and controlled by Arthur B. Modell who also owns Cleveland Browns, Inc.

kj City of Miami receives 30.5% of the gross revenues from concessions. The con-

cessionaire, Restaurant Associates, participates in 50% of the profit after

payment to the City of Miami and amortization of equipment. The Dolphins
keep the remainder.
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CLUB REVENUE SHARING FROM CONCESSIONS

CLUB NONE YES

NFC FOOD BEVERAGE PARKING

Atlanta Falcons X

Chicago Bears X

Dallas Cowboys X 16 2/3% X 16 2/3% NO

Detroit Lions X

Green Bay Packers X

Los Angeles Rams X 16 2/3% X 16 2/3% X 16 2/3%

Minnesota Vikings X

New Orleans Saints X

New York Giants II X

Philadelphia Eagles X 15% X 15% NO

St. Louis Cardinals X

San Francisco 49ers X

Washington Redskins X

UXhe Giants will share in concession revenues (50/50) once they move to Giants
Stadium. Previously, however, they have not participated in concessions
revenues

.
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5. Audience Ratings; An Overview 1973-1975

In a recent report on the extension of the Sports Anti-Blackout

Law, the Senate Committee on Commerce requested that the FCC study and report

on the impact of Public Law 93-107 on local television audiences and the

potential for greater NFL revenues resulting from future television contracts.!^/

An analysis of audience ratings for local telecasts of NFL games was, therefore,

carried out. Specifically, this analysis compared audience ratings of tele-

casts involving home teams with televised games involving other NFL clubs.

An audience rating refers to the percent of all television house-

holds which are tuned to a given TV station at a given time. Overall, audience

ratings vary depending on the popularity of the program, the time of day,

the day of the week, and the season in which the rating is taken. Typically,

the highest audience ratings occur in the winter during the evening or prime

time hours (i.e., 7:00-11:00 p.m.) in the middle of the week. Moreover,

ratings tend to be somewhat lower on Sunday afternoons, since fewer people

watch television at that time.

To illustrate, prime time audience ratings for network affiliated

stations located in cities which support NFL franchises generally acquire

an average audience rating of about 20 during the prime time hours in the winter

months. This simply means that about 20 out of every 100 households in a

particular market are watching one of the three network affiliated stations

licensed to that market. Similarly, an average of about six or seven out of

l./Senate Report 94-510, 94th Cong., 1st Sess.(Dec. 5, 1975) p. 5.
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every 100 households watch programs aired by a network affiliated station on

any given Sunday afternoon. 2^1 Of course the actual audience figures will

fluctuate with the popularity of different programs. The average ratings

quoted above are simply provided as an indication of the general popularity

of various types of programs other than professional football, which are

broadcast in prime time and on Sunday afternoon.

The figures in the tables below indicate that professional football

games are substantially more popular than other types of television programs.

Furthermore, locally televised home games were also more popular than televised

games involving other NFL teams.

On the average, a home team's locally televised games were viewed by

30 to 35 percent of all households in the team's home territory. 2.1

Moreover when required to choose between watching the home team play

as opposed to televised games involving other NFL clubs, local viewers - by an

average margin of about five to one - watched the home team. h_l

l_l See Arbitron Television Market Summary , New York: American Research Bureau,
Inc. February - March, 1975.

_3/ These percentages are based on local audience ratings for NFL games collected
from the Arbitron Corporation's four-week Fall audience sweeps of 1973, 197A

and 1975. Audience ratings for 25 NFL markets were analyzed. This number
does not coincide with the number of teams because the New York Jets and
Giants as well as the San Francisco Forty-Niners and Oakland Raiders share
markets, while the Green Bay Packers play home games in Green Bay and
Milwaukee both of which represent separate television markets. The figures
presented in the subsequent tables represent average audience ratings for

home and away games played by the home team during each of the four week periods.

Specific dates for Arbitron 's Oct. - Nov. audience sweeps are as follows:

Oct. 24 - Nov. 20, 1973

Oct. 24 - Nov. 19, 1974
Oct. 29 - Nov. 25, 1975

Because ARB ratings are recorded in half-hour segments, it was necessary to

compute an average game figure by summing these half-hour periods and dividing

(V continued and hj on following pages)
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The home club also attracted substantially larger local audiences

than other teams when their games were televised at different times. In those

instances, the average audience ratings for the home team's games exceeded those

of other "non-competing games" by about 50 percent.

Moreover, there is no evidence of oversaturation of the sport. If

this were a problem, it should be reflected in a decline in average audience

ratings particularly for those teams which have locally televised all or nearly

all of their home games. However, this has not been the case. Indeed, as will

be seen in a later part of the analysis, teams which have televised most of their

games tend to achieve higher than normal audience ratings. This further indicates

that a significantly larger number of people watch televised NFL games when those

contests involve a team of local interest.

Finally, it is apparent that NFL football is one of the most-if not

the most-popular type of program on television today. Audience ratings for

Sunday afternoon football games, particularly those involving the home team,

are generally five to six times larger than audience ratings for other types

of programming televised at that time. Differences in audience size also

appear when ratings for prime time programs (excluding Monday night football)

are compared to NFL telecasts, although the magnitude of these differences is

smaller.

V continued
by six or seven (depending on perceived length of the game) . It was
assumed that most games would run three hours and any doubleheaders
were split accordingly, after the first six ratings segments. All ratings
were counted from an on-the-hour origin point with any pre-game segment

(e.g. a 12:30 p.m. rating) excluded. Average figures were computed for

each home and away game involving the local team. Next an average for all the

home and average for all of the away games of the team were calculated. It

was further assumed that American Football Conference teams have their games

carried on NBC while National Football Conference games are broadcast on CBS.

In the case of an interconf erence game, the visiting team's network would

broadcast the contest.
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Consequently , it must be assumed that Public Law 93-107 has proved

to be beneficial to professional football fans in those markets which support

NFL franchises - at least to the extent that the legislation has triggered a

lifting of blackouts on sold out home games.

kj This is reflected in the differences in audience ratings for the home team's

games and those of competing games involving other NFL clubs. If another
NFL game started at the same time as a home team telecast but was aired on

a different station or had ratings for more than half of the segments during

which the local team's telecast occurred, then those other games were defined

as competing games. All other games not involving the local team were defined

as non-competing games. Again, this distinction was made in order to assess

the magnitude of the local viewers' preferences for watching their home team

play as opposed to o'her NFL clubs.
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AUDIENCE RATINGS FOR NFL GAMES
October 24 - November 20, 1973

1973 HOME TEAM OTHER TEAMS

HOME AWAY COMPETING OTHER TIME
HOME MARKET # RATING # RATING # RATING # RATING

AFC

Baltimore 2 23.1 2 4.2 10 16.8
Buffalo 2 45.5 1 30.7 2 10.1 8 22.4
Cincinnati 1 19.1 3 28.6 2 4.9 9 16.1
Cleveland 3 32.3 3 7.8 8 24.5
Denver 1 36.8 3 36.6 3 4.8 7 27.4
Hous ton 3 17 .1 3 17.1 9 23.4
Kansas City 2 34.6 2 37.8 2 7.6 9 19.3
Miami 1 35.7 3 41.0 3 6.4 8 22.9
New England 2 21.0 2 20.3 3 5.6 7 16.9
NY Jets 3 11.6 1 17.9 2 15.9 6 16.8
Oakland 3 20.1* 1 9.8 2 18.9 6 18.2
Pittsburgh 3 36.3 1 40.7 - 10 18.6
San Diego - - 2 27.6 1 17.2 11 22.0

Conference
Average 29 28 10 20.4

NFC

Atlanta 2 36.3 2 30.3 2 5.8 9 18.6
Chicago 2 19.2 2 27.0 2 6.4 8 15 .2

Dallas 2 41.3 2 2.5 10 25.5
Detroit - - 2 27.5 1 4.0 11 17.6
Green Bay 2 41.2 2 45 .4 3 4.4 7 22.7
Milwaukee 2 44.3 2 38.3 4 5.6 8 22.0

Los Angeles 2 31.4 2 6.3 10 20.1
Minnesota 3 37.4 1 45.8 9 17.2
New Orleans 2 47.2 1 4.8 11 25.9
NY Giants 1 14.8 2 17.1 2 8.9 7 17.0
Philadelphia 3 28.6 1 35.7 1 6.7 8 24.4
St. Louis 2 20.4 2 6.5 10 16.7
San Francisco 3 22.7* 2 13.9 7 21.4
Washington 2 34.1 3 44.0 1 4.3 9 22.8

Conference
Average 32 33.9 6.2 20.5

League Totals

:

33 30.5 53 30.9 49 8.1 224 20.5

*Includes one simulcast game carried on CBS November 4, 1973 with Oakland and

San Francisco sharing average rating.
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AUDIENCE RATINGS FOR NFL GAMES

October 24 - November 19, 1974

1974 HOME TEAM OTHER TEAMS

HOME AWAY COMPETING OTHER TIME

HOME MARKET I RATING # RATING I RATING RATING

AFC

Baltimore _ _ 2 25.7 L D . D J.I . u

Buffalo 1 41.3 2 48.4 2 1.3 9 20.1

Cincinnati 2 30.4 2 29.4 3 5.2 7 12.7

Cleveland 1
o
Z 1 ^ QJ J . O 2 5 . 9 20 .

2

Denver 2 41.4 2 35.0 2 3.4 9 22.0

Houston 3 25.1 3 13.5 9 21.7

Kansas City 2 33.

6

1 11.0 11 15.6

Miami 1 34.7 1 35.2 - 11 17.0

New England 3 38.4 1 32.8 1 2.2 8 12.0

NY Jets _ _ 1 11.7 1 10.7 11 14.6

Oakland _ _ 1 19.8 1 3.4 10 17.1

Pittsburgh 2 33.3 2 31.6 1 5.8 10 17.8

San Diego _ _ 2 23.7 2 6.5 10 20.3

Conference
Average 35.6 29.8 6.2 17.3

NFC

Atlanta 1 34.4 3 25.3 1 5.5 11 15.2
Chicago 2 24.3 2 23.9 3 6.1 7 15.2

Dallas - - 2 40.1 1 10.2 11 22.2

Detroit 1 25.2 1 5.8 11 15.9
Green Bay 2 48.3 2 46.0 3 6.7 8 22.2

Milwaukee 2 37.4 2 38.1 3 6.6 8 18.2

Los Angeles 3 25.6 2 5.1 10 16.6
Minnesota 2 32.8 2 38.6 3 8.3 7 16.6
New Orleans 1 39.8 1 2.5 11 22.3

NY Giants 2 18.5 11 13.3
Philadelphia 2 28.7 2 23.0 3 4.6 7 18.2
St. Louis 2 - 32.2 2 34.0 2 3.9 9 16.0
San Francisco 2 19.6 1 10.0 9 16.2
Washington 1 45.3 3 38.3 3 3.8 7 19.6

Conference
Average 35.4 31.1 6.1 17.7

League Totals

:

24 35.5 50 30.5 45 6.2 243 17.5
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AUDIENCE RATINGS FOR NFL GAMES
October 29 - November 25, 1975

1975 HOME TEAM OTHER TEAMS

HOME AWAY COMPETING OTHER TIMES
HOME MARKET RATING # RATING # RATING RATING

AFC

Baltimore - - 2 37.0 2 2.7 9 13.1
Buffalo 2 39.7 1 4.0 11 20.3
Cincinnati 2 34 .

2

2 34 .

8

1 . 3
1 niU

Cleve land 3 24.7 3 6.2 9 19.8

Denver 2 37.6 2 37.1 2 3.6 8 26.6

Houston 2 39.8 2 35.5 2 8.2 9 25.2

Kansas City - _ 2 30.0 1 2.3 11 16.0

Miami _ _ 2 37.3 2 6.8 10 19.4

New England 1 18.1 3 20.0 2 7.7 9 11.9

NY Jets 1 18.1 1 17.8 - 10 14.6
Oakland 1 23.1 2 24.8 1 2.8 10 19.0

Pittsburgh 2 32.7 2 39.0 1 5.5 9 20.3

San Diego _ _ 2 16.5 1 5.8 11 15.8

Conference
Average 29.1 30.3 4.7 18.2

NFC

Atlanta - - 2 21.9 2 8.2 10 17.6
Chicago 1 28,8 2 18.1 1 14.5 10 14.4

Dallas 2 50.5 2 3.3 10 26.3

Detroit 2 29.0 1 3.6 11 15.1
Green Bay 2 44.8 2 45.6 4 4.6 7 21.4
Milwaukee 2 41.7 2 38.7 3 4.2 8 19.7

Los Angeles 2 23.4 1 3.0 10 15.8
Minnesota 2 37.1 2 40.7 2 5.1 8 18.8
New Orleans 1 31.0 1 8.3 11 23.4

NY Giants 2 17.0 1 15.4 1 7.3 8 15.7
Philadelphia 2 26.3 2 21.9 2 6.8 9 17.6
St. Louis 1 29.1 2 25.0 2 3.8 9 18.4
San Francisco 2 15.9 1 8.3 11 20.5
Washington 2 44.4 2 38.6 10 16.7

Conference
Average 33.7 29.7 6.2 18.7

League Totals

:

23 31.4 51 30 39 5.5 250 18.4
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C. THE EFFECT OF PUBLIC LAW 93-107 ON MEMBER CLUBS OF THE NATIONAL FOOTBALL

LEAGUE _ .

1. Introduction

Past analyses of the Sports Anti-Blackout Law have generally con-

cluded that mandatory local television coverage of sold-out home games has not

proved harmful to professional football. The Federal Communications Commis-

sion's First Annual Report on the Sports Anti-Blackout Issue noted that the

legislation appeared "to have a minimal economic impact on the 26 member teams

of the National Football League in its first year of operation." The Report

also maintained that professional football was in no danger of becoming a TV

spectator sport. According to the Commission's First Annual Report, radio

stations were the only parties to be adversely affected by Public Law 93-107.

This, of course, was due to the fact that football fans, when given the oppor-

tunity, preferred to watch a game on television than listen to it on radio.

Consequently, the Commission's First Annual Report concluded that:

the Law's overall effect on the NFL member clubs was
minimal in the first year and this must be weighed
against what many believe to be the substantial benefit
to the public of having available 109 home games that
were locally telecast. J^/

The Commission's Second Annual Report on the effect of Public Law

93-107 provided a far more detailed analysis but, generally, came to the same

conclusions with regard to professional football. Specifically, the Second

Annual Report maintained that mandatory local telecasts of sold-out home games

1^/ Federal Communications Commission, First. Annual FCC Report on the Effect
of Public Law 93-107 , op. cit . p. 35.

72-769 O - 76 - 4
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did not appear to affect materially live attendance and concession sales, although

it did have an adverse impact on the audience ratings of radio stations broad-

casting televised home games. While attendance, concession sales, and subsequent

revenues earned by NFL teams did decline during the 1974 season, this was attri-

butable in large part to the players' strike, which preceded the 1974 season

and presumably alienated fans, and to the generally poor state of the economy

during the fall of 1974.

A third analysis of the impact of Public Law 93-107 was recently performed

by Professors C. Elton Hinshaw and John Siegfried, both of Vanderbilt University.

Their study assessed the effect of the locally televised home games on "no shows"

(i.e., ticket holders who did not attend the game). Their results indicated

that the Sports Anti-Blackout Law did not significantly effect the number of "no

shows" during the 1973 and 1974 seasons. The authors went on to conclude that

live gate attendance was for the most part determined by weather conditions

(i.e. temperature and precipitation), the team's divisional standing, and to some

extent the city in which the home team played. II

Unfortunately, each of the previous studies was done with a scarcity

of data on individual NFL teams. As a consequence, the analyses were constrained to

requiring the assessment of the impact of Public Law 93-107 on all 26 NFL teams

as a whole rather than assessing the impact of the law on individual clubs.

This is troublesome in that the previously reported results were based on the

U C. Elton Hinshaw and John J. Siegfried, "No-Shows" and the Anti-Blackout
Law: An Assessment. Paper to be delivered at Western Economic Association
Conference, June 27, 1976, San Francisco, CA.
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assumption that all home team football fans react similarly to such factors as

weather, temperature, precipitation and the home team's divisional standing

when deciding to purchase a ticket and attend home games. If this assumption

is not true, then subsequent results based thereon will be inaccurate.

For a fair and thorough assessment of the impact of Public Law

93-107 on professional football, each team must be examined separately. While

mandatory local telecasts of home games may not affect the financial and/or

psychological vitality of professional football in general, it may adverse-

ly effect certain teams. The benefits accruing to the public as a result of

locally televised home games, then, must be weighed against the actual and/or

potential harm to selected NFL teams as a consequence of the Sports Anti-

Blackout legislation.

The subsequent section provides a team-by-team analysis of the

impact of the Sports Anti-Blackout Law on locally televised games. Ticket

sales, "no shows", revenues earned from the sale of concessions, parking, and

"PRO" magazine, and television ratings for home and away games, as opposed to

audience ratings for games not involving a team of local interest, will be

analyzed. Before discussing the results of the analyses, however, an explana-

tion of the research methodology employed in the "no shows" analysis is in

order. This entails a discussion of the model used to estimate the impact

of Public Law 93-107 and other factors on the proportion of ticket holders who,

for one reason or another, did not attend NEL games.
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2. Methodology: The Model Used to Assess the Impact of Public Lav 93-107 on
the Number of "No Shows" Experienced by Individual NFL Teams between
1972 and 1975

The Variables .

While there may be a number of factors which influence a ticket

holder's decision on whether or not to attend an NFL game, it is likely that

most decisions will be influenced by a relatively snail number of factors.

Specifically, it can be assumed that the number of "no shows" will be sensitive

to the following considerations:

a. Televised games: According to the NFL, mandatory local

telecasts of home games increase the number of "no shows".

A variable indicating whether or not a game was televised

was incorporated into the model to test the validity of

this argument.

b. Temperature: Ticket holders are assumed to be less

inclined to attend games on a cold day than they would

be if the weather was mild. The variable employed in the

analysis reflects the temperature during the game.

c. Precipitation: Ticket holders are also assumed to be

less inclined to attend a game where it is raining,

sleeting or snowing. The variable utilized in the

analysis indicates the presence or absence of some form

of precipitation during the game.

d. Attractiveness of the home game: Whether or not ticket

holders attend NFL games is expected to depend on the
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perceived attractiveness or "importance" of the game.

For example, fans are expected to be more inclined to

attend games if the home team is haying a winning season

or is in contention for thedivisiona] championship . The

same could be true if the visiting team is having a "good'

year. The attractiveness of the game is measured by both

the won-loss records and the divisional standings of the

contestants. 3/

3 / Consequently, three separate analyses were done on the "no shows" of

each of the 26 NFL tean-s. The first analysis utilizes the "won-loss"
percentage of the home and visiting team as a measure of the attractiveness
of the game. "No shows" are expected to decrease as the percentage "won-
loss" record of the home team and/or the visiting teams increases.

The attractiveness of individual NFL games could also be reflected in

the divisional standing of the hems and/cr the -visiting team. If one team,

particularly the home team, is in contention for the divisional champion-
ship, then "no shows" would be expected to be lower than if one or both
teams had no chance of getting into the playoffs. The second analysis of

"no shows" utilizes the divisional standings of both teams as a surrogate
for the attractiveness of the game.

A third measure of the attractiveness of particular games was also defined.
This was done by simply multiplying the "won-loss" percentages of both
home and visiting teams and incorporating that variable into the model.
This particular measure yields an overall indication of the quality of the
game by reflecting the combined success of both teams. This measure of the
quality of the game was used in the third analysis of the number of "no
shows" experienced by each NFL team.

It was thought necessary to do the three separate analyses since attendance
fluctuations may be more sensitive to divisional standings than to "won-loss'
records. This is particularly true if a team in one division ranks higher
in the divisional standings but has a poorer "won-loss" record than a team
in another division. Additionally, fans in other markets may be more
sensitive to the measure of overall attractiveness of the game than they
are to the home team's or the visiting team's prior victories. If so, this
"quality of the game" variable (i.e., the product of the "won-loss"
percentages of both teams) should prove to be the more relevant determinant
of "no shows".
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e. Season effects: Keeping in mind that subsequent analyses

performed on individual NFL teams are based on home games

played during 1972, 1973, 1974 and 1975 seasons, it is

important to account for variations in "no shows" which

can be attributed to individual seasons. As a result,

each analysis incorporates variables designating whether

or not a game was played in 1973, 1974 or 1975. Inclusion

of these variables allows one to test whether or not "no

shows" were significantly greater, all other things being

equal, during any of the past three seasons than they were

In 1972, the year prior to the implementation of the Sports

Anti-Blackout Law.

Finally, "no shows" were computed as the ratio of "no shows" to total

tickets sold. This measure was used instead of the absolute number of "no shows,"

since it accounts for relative ticket sales differences and, as a result, better

reflects the relative importance of "no shows" to individual teams. To illustrate,

suppose one team sells 70,000 tickets to a game while another only sells 35,000.

If 5,000 of those ticket holders fail to attend both games, the number of "no

shows" will be of greater consequence to the team selling 35,000 seats than to

the team selling 70,000. By defining "no shows" as a percentage of tickets sold,

we are able to measure the relative importance of the impact of Public Law 93-107

_3/ Continued
The "won-loss" percentages and divisional standings for games played during
the first three weeks of the season used in the analysis are the final

"won-loss" percentages and divisional standings from the previous season.

The rationale for those measures is based on the assumption that the fans'

perceptions of expected team success are determined to a large extent by the

teams previous season record, at least for the first three weeks. It was

assumed further that after that time, fans would have a good idea of actual

or potential team performance for the current season and would, accordingly,

make their game attendance decisions.
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on teams which have different seating capacities and which subsequently sell

different numbers of tickets to their home games.

It should be understood that "no shows" will also likely be

influenced by factors other than those defined in the model. For example,

if a team has been eliminated from the playoffs during the latter part of the

season, "no shows" could increase. Attendance may also depend on the month,

day and/or time of the game. Fans may be more inclined to attend games during

the early part of the season. They may also be more willing to attend games

which are played in the early afternoon (i.e. 1:00 p.m.) instead of later in

the day (i.e., 4:00 p.m.). "No shows" could also depend on whether the game

is played on a Monday night.

Strong rivalries or the appearance of superstars such as 0. J.

Simpson, Joe Namath, or Larry Czonka could also affect attendance. Similarly,

"no shows" may depend on how well the team has done in the past. The NFL,

for example, believes that attendance is subject to a certain degree of fan

loyalty which generally results from outstanding performances by the team

and/or selected players in past years.

The situation in Green Bay is illustrative. The Packers under Coach

Vince Lombardi built a virtual dynasty in the NFL during the mid-to late 1960's.

While the team's performance has deteriorated since that time, ticket sales

and attendance remain high which in all probability reflects a certain degree

of loyalty.

Finally, "no shows" could depend on the availability of other types

of entertainment, including other professional sports. Professional baseball.
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basketball and hockey seasons overlap with the professional football season.

Consequently, attendance at football games may be affected by attendance at

other sporting events. Similarly, fans residing in certain' cities may have

more recreational opportunities and, as a consequence, could be less inclined

to attend NFL games.

Unfortunately, most of these factors are highly qualitative in nature

As a result, they could not be quantitatively measured and were therefore not

incorporated into the model. Even so, the methodology employed in the "no

shows" analysis should provide an accurate assessment of the impact of Public

Law 93-107 on live gate attendance at NFL games.

The Data

Data on the number of "no shows", tickets sold, and whether or not

the game was televised were obtained from the National Football League. Data

on temperature and precipitation were also obtained from the NFL. When weather

conditions were not reported by teams, this information was obtained from the

National Weather Service. Data on divisional standings and "won-loss" percen-

tages were obtained from The Sporting News , The New York Times , and The

Washington Post .

The Statistical Technique

Multivariate regression analysis was employed to measure the extent

to which each of these factors influence the percentages of ticket holders who

do not attend games. Briefly, this particular statistical technique permits

one to ascertain whether and to what extent a change in one variable - "no shows

in this instance - is influenced by changes in any or all of the other variables
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(.e., temperature, precipitation, "won-loss" records, etc.) which are included

in the model. The analyses empirically assess the impact the Sports Anti-Blacko

Law has had on the number of "no shows" experienced by each of the 26 NFL clubs

over the three-year duration of the initial legislation.
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AMERICAN FOOTBALL CONFERENCE

BALTIMORE COLTS

BUFFALO BILLS

CINCINNATI BENGALS

CLEVELAND BROWNS

DENVER BRONCOS

HOUSTON OILERS

KANSAS CITY CHIEFS

MIAMI DOLPHINS

NEW ENGLAND PATRIOTS

NEW YORK JETS

OAKLAND RAIDERS

PITTSBURGH STEELERS

SAN DIEGO CHARGERS
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3. The Results of the "No Shows" Analysis for Individual NFL Teams

The American Football Conference

The Baltimore Colts

1. Televised Games and Ticket Sales

Public Law 93-107 does not appear to have significantly affected the

Baltimore Colts. During the three seasons in which the law has been in effect,

only one home game has been locally televised. This, of course, is attributable

to the Colts' failure to sell out home games at least 72 hours in advance.

The Baltimore Stadium seats 60,000 fans. A summary of the Colts'

ticket sales and "no shows" over the past four seasons is provided below. Public

Law 93-107 was not in effect during the 1972 season. That year was included

the sake of a comparison.

Summary of Baltimore Colts
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 60,000 60,000 60,000 60,000

2. Total seats sold
(percentage change from
previous season)

392,320 375,572
(-4.3%) (

269,806
-28.2%)

328,394
(21.5%)

3. Avg. seats sold per game 56,046 53,653 38,544 46,913

4. Season ticket sales
(percentage change from
previous season)

48,315 47,233
(-2%)

32,593
(-31%)

27,377
(-16%)

5. Percentage of games won .357 .286 .143 .714

6. Divisional standing 3 4 5 1

7. Number of televised home
games

1
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It appears that Colts' ticket sales are sensitive to the team's per-

formance. Specifically, the downturn in ticket sales experienced during the 1973

and 1974 seasons coincides with lower divisional standings and poorer won-loss

records. This probably explains the 22 percent increase in ticket sales during the

1975 season when the Colts finished first in their division with a record of 10

wins and 4 losses. 1975 ticket sales would probably have been higher if the

Baltimore fans had more rapidly come to appreciate the team's improvement over

the previous three seasons. This is reflected in the fact that total ticket

sales increased by 22 percent in 1975, even though season ticket sales decreased

by 16 percent. The Colts were only able to sell an average of 39,949 tickets for

each of their first three home games played during the initial 7 weeks of the

1975 season. However, the average number of tickets sold for the following four

home games during the latter half of the season increased to 52,137. Again, this

increase is illustrative of fans willingness to buy tickets if their team is

winning.

2. "No Shows": Summary and Analysis

Given that only one of the Colts' home games was televised locally

during the past three seasons, it is unlikely that Public Law 93-107 has had an

effect on the number of "no shows" at Colt games. Nevertheless, an effort has

been made to determine the factors which influenced the number of "no shows."

The figures in the summary table below indicate that the total number

of "no shows" increased from 37,062 in 1972 to 56,977 in 1973 while decreasing

to 36,018 in 1974. Baltimore experienced a precipitous decline in "no shows"

during the 1975 season when only 9,6 23 ticket holders failed to attend home

games during the entire year.
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Summary of "No Shows" For

Baltimore Colts: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 37,062 56,977 36,018 9,623
• (percentage change from (53.7%) (-36.8%) (-73.3%)

previous season)

2. Avg. "No Shows" per game 5,295 8,140 5,145 1,375

3. Avg. number of seats sold 56,046 53,653 38,544 46,913
per game

4. Percentage of seats sold 9.5% 15.2% 13.3% 2.9%

not showing

5. Number of televised games 1

6. Avg. "No Shows" per televised _ _ _ 1,141
game

7. Avg. "No Shows" per 5,295 8,140 5,145 1,415
non-televised game

8. Percentage of games won .357 .286 .143 .715

9. Divisional standing 3 4 5 1

The detailed statistical analysis presented in the subsequent tables

reveals that all variables in the model explained approximately 79 percent of

the variation in Baltimore's "no shows" during the past four seasons. However,

only two variables proved to have a significant impact on the Colts live gate

attendance. Specifically, "no shows" increased significantly in the presence of

some form of precipitation. Additionally, the results indicate that attendance

was significantly lower when fans expected to see a good game (i.e. when both

the home and visiting team were playing well)

.

Finally the results indicate that attendance was significantly higher

in 1975 than in 1972, when all other factors defined in the model were con-

trolled for. This particular finding probably reflects dramatic improvements

in the team's performance. All other factors, including that which indicated
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whether or not the game was televised locally, did not significantly influence

"no shows .

"

On the basis of this analysis, Baltimore ticket holders are more likely

to attend games if it is not raining and if both teams are having good seasons.

They are not likely to be influenced by whether or not the game is televised.

Thus, on the basis of data supplied to the Commission by the NFL, Public Law

93-107 does not appear to have had an impact on the Baltimore franchise.
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RESULTS OF THE REGRESSION ANALYSES OF

BALTIMORE "NO SHOWS": 1972-1975

ruination 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 - ,79012
r( B,19 ) - 8.9A088

Independent Variables

televised Games
Temperature
Precipitation
Home Tean's win-loss Z

Visiting Team's Win-loss 2

1973
-197A

1975
Constant

?tegTess3on Coefficients F Values

,017A9 .123

-.00087 1.701
.13422 16.734*

-.00010 2.867
-.00006 2.572
-.00542 .046

-.00773 .086

-.06706 8.359*

.22470

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = ,77476

F( 7,20 ) = 9.82756*

I-ndPDPnHpnr Van'ablgg P.egreEsior Cocf ficicr.tc F Va]

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974^

1975
Constant

.02156
-.00071

-13207
.01100
.01271
.00673

-.07158

.06997

.163

1.016
17.104*
1.448
2.570
.114

10.460*

l^gression Cpefficients F Values

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = .79405

^( 6,21 ) = 13.49447*

Independent Variable

Televised Games
Temperature
Precipitation
Home V--LZ x Visitor's W-LZ

1974
1975
Constant

.04557 .747

-.00091 2.141

.13007 21.584*

-.21003 4.959*

-.00413 .049

-.06847 12.003*

.19272

* ImLLcates the equation or indepexuient variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking ,

and "PRO" Magazine

The Baltimore franchise receives approximately 20 percent of

total revenues earned from the sale of concessions and stadium parking. All

income from "PRO" magazine sales also accrues to the club.

The Colts have locally televised only one home game during the

past three years. Hence, Public Law 93-107 could have had only a minimal

adverse impact on these revenues. Moreover, concession sales have increased

every year since 1972, even though live gate attendance declined in both 1973

and 1974. "PRO" sales fell in 1974 and then increased in 1975 as live gate

attendance improved.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Baltimore Colts: 1972-1975 II

1972 1973 1974 1975

(7 games) (7 games) (9 games) (7 games)

1. Concessions $ 38,397 $ 47,929 $ 54,794 $ 83,841
(percentage change (24.8%)

from previous season) **

2. "PRO" magazine 56,935 43,597 40,371 51,422
(percentage change (-23.4%)

from previous season) **

3. Parking NA 3,925 5,164 6,165
(percentage change
from previous season) **

4. Total tickets sold 392,320 375,572 269,806* 328,394
(percentage change (-4.3%) (-28.2%) (21.5%)
from previous season)

5. "No Shows" 37,062 56,977 36,018* 9,623
(percentage change (53.7%) (-36.8%) (-73.3%)
from previous season)

6. 'Number of televised 1

home games

NA - Information was Not Available
* - Seven regular season home games only

** - Where no percentage changes appear, data compared is for
different number of games. Therefore, no valid comparison
can be made between seasons.

11 The figures in the Table represent the Colts' share of concession and parking
revenues which is approximately 20 percent of the gross.

I

72-769 O - 76 - 5



62

-59-

4 . Audience Ratings

Football fans in Baltimore, as in the case in nearly all cities which

have NFL franchises, appear to have strong preferences for games involving the

home team as opposed to games which do not. The table below lists audience

rating for Colt games during the 1973, 1974 and 1975 seasons. The ratings used

in this analysis were computed by the Arbitron Corporation and reported in their

annual four week periods running from the latter part of October through the

latter part of November W during each of the three seasons.

Ratings are used to measure the size of the audience watching a par-

ticular program. The figures reported in the subsequent table denote average

audience ratings for the number of games televised during each of the three

measurement periods. For example during the 1973 four week rating period the

Colts played two away games both of which were televised. The average rating

for both games in the Baltimore market was 23.1. Consequently, it can be

inferred that about 23 percent of all households with television sets were

watching these games. Even though the Colts did not have particularly good

seasons in 1973 and 1974, Baltimore's away games attracted a substantially

larger audience than did games not involving the Colts. Additionally, the

differences in ratings between Baltimore's away games and other games tele-

vised at the same time on other channels is a further indication of the

preferences of Baltimore fans.

1/ Specific dates for the Arbitron's Oct-Nov. Audience sweeps are as follows:

Oct. 24-Nov. 29, 1973
Oct. 24-Nov. 19, 1974
Oct. 29-Nov. 25, 1975



63

-60.-

The figures in the table below also suggest that the popularity of

games involving the home team is sensitive to the club's success. Again the

Colts had a very good year in 1975, finishing the season with a 10-4 won-loss

record and a divisional championship. This probably explains why audience ratings

for the Colts away games (played during the audience rating period) increased from

an average of 25.7 in 1974 to 37.0 in 1975. Additionally, Baltimore's success in

1975 should also account for the decline in audience ratings (from 6.6 in 1974

to 2.7 in 1975) of games Involving other teams which compete with televised away

games. It must therefore be concluded that the Colts' games are significantly

more popular with Baltimore fans than are games involving other teams.

Audience Ratings for Baltimore Colts: 1973-1975

Colts Ratings For Other Teams
Home Games Away Games Competing Non-Competing

1973 (0)* - (2) 23.1 (2) 4.2 (10) 16.8
1974 (0) - (2) 25.7 (2) 6.6 (10) 14.0
1975 (0) - (2) 37.0 (2) 2.7 (9) 13.1
Avg.

Ratings (6) 28.6 (6) 4.5 (29) 14.6

*The figures in parentheses represent the number of games played during ARB
sweep

.
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The Buffalo Bills

1, Televised Games and Ticket Sales

Since the adoption of Public Law 93-107 in 1973, nine of Buffalo's 21

home games, or 43 percent of the total, have been televised in the team's home

territory. Three of the nine games were televised during the 1973 season, four in

1974 and two in 1975. In some respects it is surprising that the Bills were able

to sell out this many games 72 hours in advance.

In 1973, the Buffalo franchise moved to a new 80,000-seat stadium,

which by NFL standards is relatively large. Additionally, the population of

the Buffalo metropolitan area is somewhat smaller than populations of other

cities which support NFL franchises.

Nevertheless, the new stadium enabled the Bills to increase

total ticket sales from 309,814 in 1972 to 544,722 in 1973 which is equivalent

to a 76 percent gain. Ticket sales increased another 2 percent in 1974 before

decreasing by 3 percent in 1975. Season ticket sales reflected a similar trend,

increasing by 113 percent in 1973 and by 3 percent in 1974. Last year season

ticket sales fell off by 20 percent. Nevertheless, the Bills were still able

to sell 96 percent of their available seats during the 1975 season.

The intensity of demand for football tickets to the Bills' games

is also unusual in that the team has never won a divisional championship,

although the Bills did make the playoffs in 1974. In any event the figures

below indicate that the financial vitality of professional football in

Buffalo, New York is in danger from Public Law 93-107.
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Summary of Buffalo Bills'
Ticket Sales: 1972-1975

1. Stadium capacity

2. Total seats sold
(percentage change
from previous season)

1972

A5,748

309, 81A

44,259

24,700

1973 *

80,000

544,772
(75.8%)

77,825

52,474
(112.5%)

1974

80,020

555,496
(2.0%)

79,357

54,182
(3.3%)

1975

80,193

537,619
(-3.2%)

76,803

43,184
(-20.3%)

.571

3

3. Avg. seats sold per game

4. Season ticket sales
(percentage change
from previous season)

5. Percentage of games won .286 .643 .643

6. Division standing 4 2 2

7. Number of televised
home games 3 4 2

Buffalo moved to a new larger stadium in 1973

2. "No Shows" : Summary and Analysis

Not surprisingly, the total number of "no shows" at Buffalo games

has increased since the adoption of Public Law 93-107. Again, much of this can

be attributed to the new stadium which nearly doubled the Bills' seating capa-

city. For example, even though the total number of "no shows" increased from

8,310 in 1972 to 17,964 in 1973, the percentage of ticket holders who did not

attend games increased only marginally, from 2.7 percent in 1972 to 3.3 percent

in 1973. Even during 1975, the Bills worst year in terms of "no shows", the

percentage of ticket holders who chose not to attend games amounted to only

5 percent.
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1. Total "No Shows"
(percentage change
from previous season)

2. Average "No Shows"
per game

3. Average number of seats
sold per game

4. Percentage of seats
sold not showing

5. Number of televised
game

6. Average "No Shows" per
televised game

7. Average "No Shows" per
non-televised game

8. Percentage of games won

9. Divisional standing

Summary of "No Shows" For The
Buffalo Bills: 1972-1975

1972

1,187

44.259

2.7%

1,187

.286

4

1973 1974

2,566

2,813

2,381

.643

2

1,721

77,825 79,357

3.3% 2.2%

1,723

1,719

.643

2

1975

8,310 17,964 12,047 27,137
(116%) (-32.9%) (125.3%)

3,877

76,803

5Z

2

1,502

4,827

.571

3

The results of our statistical analysis of the team's live gate

attendance further indicate that Public Law 93-107 did not have a significant

impact on Buffalo's "no shows." That is, the ratio of "no shows" to total

tickets sold did not increase significantly when the Bills' home games were

locally televised. However "no shows" were influenced by temperature and the

divisional standings of both home and visiting teams. Neither result is

surprising. Buffalo fans are simply more likely to stay at home when the

weather is cold. Additionally, the fans are more sensitive to divisional

standings than to won-loss records since the standings have better reflected

the Bills' chances of getting into the playoffs. As noted above, Buffalo



67

•.-64-

was able to make the playoffs In 1974 while winning only nine games. This also

explains why more ticket holders attended games when the visiting team was also

in contention for the divisional championship. Buffalo fans appear to be more

Interested in seeing their team get into the playoffs than they are in the

team's chances of winning a particular game.

All three seasonal variables were also significant when divisional

standings of the home and visiting teams were used to measure the attractive-

ness or quality of the game. This suggests that "no shows" were significantly

higher during the three years in which Public Law 93-107 was in effect than in

1972 when it was not.

However, this does not necessarily indicate that the Sports Anti-

Blackout Law had an adverse impact on attendance. "No shows" were not signi-

ficantly higher when home games were locally televised. The seasonal differences

in "no shows" must therefore be attributed to other influential factors which

are not specifically defined in the model. The team's move into the new stadium

in 1973 could afford one possible explanation. That is, if the Buffalo fans

experienced more problems in getting to the new stadium, as opposed to the old

one, then this could account for the higher ratio of "no shows" to total tickets

sold which the team has experienced since 1973. Again this is simply a hypothesis

explanation. We have no evidence to support or refute its accuracy. However we

are reasonably certain that Public Law 93-107 has not had a deleterious affect

on Buffalo live gate attendance.
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RESULTS OF THE REGRESSION ANALYSES OF
BUFFALO "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 - .5U76
F( 8,19 ) - 2. 51945*

Independent Variables

Televised Games
Temperature
Precipitat ion

Home Tean's win-loss 2

Visiting Team's Win-loss 2

1973
•1974

1975
Constant

Regression Coefficients

-.02714
-.00134
.02658

-.08801
.01291
.03840

.04789

.07776

.10199

1.764^
4.507
1.649
2.839
.109

1.489
1.690
5.142'

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .62154

F( 8,19 ) = 3.900'

Independent Variables

Televised Games
Temperature
Precipitat ion

Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

Regression Copfficioncs

-.02554
-.00151
.01934

.02815
-.00499
,06341
.06941

.09869
-.00699

2.329^
7.331
.976

8.619*

.704
4.922*
4.960*

11.153*

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .44350

r"( 5,22 ) = 3.50653 *

Independent Variable

Televised Games
Temperature
Precipitati on
Home W-L% x Visitor's W-LX
1973^
19 74^

1975
Constant

Regression Coefficients F Values

-.01498

-.00127

.03095
-.02443

.03618

.08870

.675
4.324^

2.402
.244

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking,
and "PRO" Magazine

The Buffalo Bills share in revenues of concessions, "PRO" magazine

and parking though the exact percent of such shares varies (e.g., in 1^73,

conression revenues per game ranged from 56 to 84 percent of the gross receipts).

Because of such variations in the franchise's shares as well as different

figures submitted by the club for the same years (see note , an analysis

of the effect of Public Law 93-107 is particularly difficult. Moreover, the

Bills feel that comparisons between the 1972 and 1973 seasons would be

inaccurate given that the team moved to a larger stadium in 1973. Figures

for the 1972 season, therefore, have not been made available by the Bills.

There is no readily explainable relationship, moreover, between

telecasts as a result of Public Law 93-107 and revenue trends. For example,

while gross revenues for concessions declined from 1973 to 1974 when the

largest number of games (four out of seven) were televised, revenues from

parking and "PRO" magazine sales increased. 1975 concession revenues have

increased even though total "no shows" have also risen for the season and other

revenues have declined.

The impact of Public Law 93-107, therefore, has not been to directly

cause decreases in concessions, parking or "PRO" magazine revenues especially

since the number of telecasts has varied each year.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Buffalo Bills: 1972-1975

I? / / 1 Q 7 T 1974 1975

(10 games)

1. Concessions* $ NA $582,966 $516,593 \l $672,133
(percentage change
from previous season) (-11.4%) (30.1%)

2. "PRO" magazine NA 64,616 74,075 70,430
(percentage change
from previous season) (14.6%) (-4.9%)

3. Parking NA 194,887 200,310 NA
(percentage change
from previous season) (2.8%)

4. Total tickets sold 309,814 544,722 554,496 537,619
(percentage change
from previous season) (75.8%) (2.0%) (-3.2%)

5. "No Shows" 3/ 8,310 17,964 12,047 27,137
(percentage change
from previous season) (116%) (-32.9%) (125.3%)

6. Number of televised 3 4 2

home games

NA - Information was Not Available

* - Gross receipts

\j The Conraiission's Second Annual Report to Congress on the Effect of P.L. 93-107
states that concession revenues for 1974 were $375,261. However, the Buffalo
Bills state that concession revenues for that year were $516,593.

2J There was a substantial increase in the number of higher priced items newly
available in 1975.

"hj Total based on seven home games.
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4. Audience Ratings

As noted earlier, professional football appears to be very popular

in Buffalo. This phenomenon is further reflected in audience ratings for the

Bills' televised games. Over the past three years, locally televised home

games have achieved an average audience rating of 44.1 while away games

attracted an average rating of 41.4. Once again, this indicates that, on the

average, over 40 percent of all households in the Buffalo television market

watched the Bills play when the team's games were televised during the past

three NFL seasons. The magnitude of the Bills' popularity among local

viewers can be appreciated further by comparing these ratings with other types

of entertainment programs. Even the most popular prime time programs usually

achieve audience ratings of only 25 to 30, in the Buffalo. _1/ Consequently,

professional football appears to be the single most popular type of program

among Buffalo viewers.

The figures below further indicate that the Bills' games are

significantly more popular than games involving other teams. The intensity

of demand for the Bills' games is well reflected in the extremely large

differences between the home team's average audience rating and an average

rating of 5.5 for other televised games which were competing (i.e. televised

at the same time but on another station) with televised Buffalo games for the

local audience.

Non-competing games involving other teams achieved a much higher

average audience than did competing games (20.8), but this was still well

below the enormous ratings which accrued to Buffalo's televised home and

II For ratings of other programs in Buffalo market, see: Arbitron Television
Market Summary , Book 3 (New York: American Research Bureau, Inc.
November, 1975) Section 1.
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away games. It must therefore be concluded that citizens in Buffalo and the

surrounding area have benefited greatly by Public Law 93-107. Furthermore,

there is no indication that this situation will change should the Sports

Anti-Blackout Law be reenacted.

Audience Ratings for Buffalo Bills' Games: 1973-1975

Buffalo
Home Games Away Games

1973 (2) 45.5 (1) 30.7

1974 (1) 41.3 (2) 48.4

1975 iO)_ 2 (2)_ 39.7
Avg.

Rating (3) 44.1 (5) 41.4

Other Teams
Competing Non-Competing

(2) 10.1 (8) 22.4

(2) 1.3 (9) 20.1

(1) 4.0 (11) 20.3

(5) 5.5 (28) 20.8
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The Cincinnati Bengals

1. Televised Games and Ticket Sales

Eighteen of the 21 Bengal home games (86 percent) played during the

three seasons since the adoption of Public Law 93-107 have been televised. In this

regard, Public Law 93-107 has substantially increased local television coverage

of the Cincinnati team. Cincinnati's Riverfront Stadium seats approximately

59,754 fans. As the figures in the table below indicate, the Bengals have been

able to consistently sell most of these seats. During the past four years, the

number of tickets sold per game has never fallen below 95 percent of the

stadium's seating capacity.

There was a 1.2 percent decline in total ticket sales during the

1975 season, associated with a 4.0 percent decline in season ticket sales.

(This decrease in season ticket sales probably reflects the team's .500 won-

loss percentage for the 1974 season. Specifically, Cincinnati fans may not

have thai^ht the Bengals would do as well in 1975 as they in fact did and, as

a result, fewer people purchased season tickets before the season began).

Nevertheless, the average number of tickets sold to 1975 home games was equi-

valent to 95 percent of the stadium's capacity. Consequently, even during

1975, the Bengals sold out and subsequently televised five of seven home games.

Generally, however, Cincinnati total ticket sales do not appear

to be highly sensitive to the team's performance. The Bengals were able to

sell more tickets in 1974 when they finished second in their division with a

.500 won-loss record than in 1975 when the Bengals won a berth in the play-

offs, albeit finishing second in the AFC Central Division.

In any event, the figures below indicate that professional football

is quite popular in Cincinnati. Furthermore there is nothing in the analysis

which indicates that this situation will change in the near or more distant

future.
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1. Stadium capacity

2. Total tickets sold
(percentage change
from previous season)

3. Avg. seats sold per game

A. Season ticket sales
(percentage change
from previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised games

-•71-

Summary of Cincinnati Bengals'

Ticket Sales: 1972-1975

1972

56,000

403,616

57,659

53,634

.571

3

1973

59,754

407,500
(1.0%)

58,214

53,610
(0%)

714

1

6

1974

59.754

404,112
(-.8%)

57,730

53,424
(0%)

500

2

7

1975

59,754

399,166
(-1.2%)

57,024

51,310
(-4.0%)

786

2

5

2. "No Shows": Summary and Analysis

The Bengals have experienced rather large increases in the number of

"no shows" over the past three seasons. In 1972 prior to the adoption of the

Sports Anti-Blackout Law, Cincinnati had 21,789 "no shows" which amounted to 5.4

percent of all tickets sold during the season. In 1973, "no shows" increased to

26,059 or 6.4 percent of all seats sold, and increased again in 1974 to 41,084

or 10.2 percent of all tickets sold. Cincinnati had 44,669 "no shows" in 1975

which is equivalent to a 105 percent increase over the number of ticekt holders

failing to attend games in 1972.

The ratio of "no shows" to seats sold has also increased substantially

from a low of 5.4 percent in 1972 to a high of 14,3 percent in 1975. Addition-

ally, in 1973 the average number of "no shows" per televised game was 3,829

compared with 3,085 "no shows" for a single non-televised game. However in

1975 the average number of "no shows" at the two non-televised games was 8,109

compared with an average of 5,691 "no shows" at the five televised games.
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Summary of "No Shows" For The

Cincinnati Bengals: 1972-1975

1. Total "No Shows"
(percentage change

from previous season)

2. Avg. "No Shows" per game

3. Avg. number of seats sold
per game

4. Percentage of seats sold
no showing

5. Number of televised games

6. Avg. "No Shows" per

televised game

7. Avg. "No Shows" per
non-televised games

8. Percentage of games won

9. Divisional standing

1972

21,789

3,113

57,659

5.4%

3,113

.571

3

1973

26,059
(19.6%)

3,723

58,214

6.4%

6

3,829

3,085

.714

1

1974

41,084
(57.7%)

5,869

57,730

10.2%

7

5.869

.500

2

1975

44,669
(8.7%)

6,381

57,024

14.3%

5

5,691

8,109

.786

2

The results of the detailed statistical analysis of Cincinnati "no

shows" indicate that the variables in our model explain approximately 80 per-

cent of the variation or change in the proportion of ticket holders who do not

attend the games. The analysis Indicates that "no shows" do not significantly

increase when home games are televised locally.

The most important determinants of Cincinnati "no shows" are

temperature and the presence of precipitation. In short, a larger number of

ticket holders do not attend games when the weather is cold and/or wet.

The results further indicate that the number of "no shows" during

each of the three years when the Sports Anti-Blackout Law was in effect were

significantly greater than the number of "no shows" in 1972. But, again.
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this cannot be attributed to Public Law 93-107, since the seasonal variations

are independent of changes in "no shows" due to locally televised home games.

It must, therefore, be assumed that factors other than television account for

the seasonal differences in Cincinnati "no shows." There are any number of

possible explanations for this phenomenon, none of which are readily ascertain-

able at this time.

Finally, "no shows" did not prove to be sensitive to Cincinnati's

won-loss records or divisional standings. However, the divisional standing of

the visiting team as well as the multiplicative term reflecting the won-loss

percentage of both teams had a significant impact on "no shows." This suggests

that Cincinnati fans are rather discriminating and more prone to attend games

that involve two well-matched winning teams which are vying for the divisional

championship

.
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RZSULTS OF THE REGRESSION ANALYSES OF
CINCINATI "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 - ,80106
F( 8,19 ) = 9.56320*

Independent Variables

Televised Gaines

Temperature
Precipitation
Home Team's win-loss Z

Visiting Team's Win-loss Z

1973
-1974

1975
Constant

Regression Coefficients

-.02910
-.00157
.09490

-.00003
-.OOOOA
.06929
.09129

.09040

.14295

1.256.
7.263

30.840*

.256

1.790
6.071*
8.253*

7.996*

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
,r2 = .82411

F( 8,19 ) = 11.1270*

Independent Variah]es Regrccsicr. Coef f ioifeiiLi> F Va]

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974

1975
Constant

-.03042

-.00162

.09962

.00407

.01357

.07207

.09022

.08089

.06283

1.659
8.605*

33.898-'

.150
4.966*
7.013*
9.747*
10.156*

Regression Coefficients F Values

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = .80515

^( 7,20 ) = 11.80621*

Independent Variable

Televised Games
Temperature
Precipitation
Home W-LX x Visitor's W-L%
1973
1974
1975
Constant

-.02259
-.00158
.09593

-.05790
.06371
.08437
.08568
.12381

.763
7.878*

35.275*

2.785
5.424
7.875

12.218

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The Independent variable was not forced into the equation due to

an exceedingly low F value

72-769 O - 76 - 6
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3. Revenues Earned from the Sale of Concessions, Parking,

and "PRO" Magazine

The Cincinnati franchise receives approximately one-third of all

revenues earned from the sale of concessions. All parking revenues are

retained by the city. In addition, stadium parking spaces are sold on a

seasonal basis, but when "no shows" occur, spaces are resold after the start of

the game. Therefore, "no shows" have not affected parking revenues. Indeed

they may have increased those revenues, since unused spaces resulting from

"no shows" are resold.

Concession sales increased between 1972 and 1973, even though live

gate attendance (for regular season games) fell. However, concession sales

decreased in 1974 and 1975 as did the Bengals attendance, although the

percentage decline in concession sales over the past two years has been smaller

than the percentage increase in "no shows". This can partially be explained

by the fact that the average concession sales per person increased from $1.08

in 1973 to $1.22 in 1975.

With the exception of the 1973 season, there appears to be a direct

relationship between the sale of "PRO" magazine and live gate attendance.

Nevertheless Public Law 93-107 did not appear to be responsible for these losses.

The decline may simply reflect the fans' lower propensities to buy the magazine

due to its lower perceived value.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Cincinnati Bengals: 1972-1975

1972 1973 1974 1975

1. Concessions 1/ $517,710 $586,770 $580,853 $558,108
(percentage change (13.3%) (-1.0%) (-3.9%)

from previous season)

2. "PRO" magazine 81.691 86,313 66,038 48,951
(percentage change (5.7%) (-23.5%) (-25.9%)
from previous season)

3. Parking 129,528 135,017 132,104 NA
(percentage change (4.2%) (-2.2)

from previous season)

4. Total tickets sold * 403,616 407,500 404,112 399,166
(percentage change (1.0%) (-0.8%) (-1.2%)

from previous season)

5. "No Shows" * 21,789 26,059 41,084 44,669
(percentage change (19.6%) (57.7%) (8.7%)
from previous season)

6. Number of televised 6 7 5

home games

NA - Information was Not Available
* Total for seven home games

ll Figure refers to gross receipts for concessions.
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U. Audience Ratings

Television viewers in Cincinnati prefer to watch the Bengals play as

opposed tc ether teaits. Ac the figures ::.n the tsrle belov indicate, telei*ised

Bengal games vhether played at heme rr avs." attract far larger audiences than do

games net involving the Cincinnati tean. This ts particularly true vhen Bengal

games as veil as games invdving ether teams are televised in the same tuiie

period by different networks.

5pe cif icall7«- , Bengal home and avay games had average audience

ratings of Z~ .~ and 51.5, respectively over the three year p^eriod. Dther NTl

games competing with televised Cincinnati games were only able tc draw an

average rating of 3.5. On the other ha.nd, games not in competition with televise;

Bengal contests achieved an average rating of li.- over the three year period

which is still well below the ratcngs fcr Cincinnati games.

?urthermo re . there is nc indication of oversaturation . The =verage

seasons. Civen tr.e preterence ct Cincinnati viewers err Benga_ games anc the

fact tnat home games nave ceen te_evisec -.oca„y over tne past tnree seasons.

Audience r.atings for Cincinnati Bengals Sames : 1973-1975

Home Cames Awa*" Sames ucnctetir. r

1973 (1) 19.1 (3) 28.6 (2) A-9 (9) 16.1
1974 (2) (2) 29. A (3) 5.2 (7) 12.7
1975 (2) _l_ 31.

B

(1) .1 (11) 1-.5
Avg. (5) 1".5 5C.S (6) 3.0 (26) 14.^
5atin£5
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The Cleveland Browns

1. Televised Games and Ticket Sales

Public Law 93-107 do^s not appear to have had a significant impact

on the Cleveland Browns. Since 1973, Cleveland televised only four of 21 home

games. This reflects the team's problems in selling all available seats at

least 72 hours in advance of game time. For the most part, the Browns' lack of

success in this area probably can be attributed to the team's relatively poor

won-loss record over the past three years and to the fact that the Cleveland

stadium seats a large number of fans— 79,282.

The Browns, in the past, have played well, usually winning a large

percentage of their games and finishing high in the divisional standing. Con-

sequently, the past three seasons have been unusual. In 1973 the Browns won

half of their games and placed third in the Central Division of the AFC. In

197A, their record deteriorated to a .286 won-loss percentage and a fourth

place finish in their division. The Browns fared no better in 1975, finishing

fourth again with a won-loss percentage of .214.

The team's poor showing during the past two seasons is reflected

in ticket sales. During 1974 and 1975 total tickets sales decreased by 10.8

and 12.5 percent, respectively. Season ticket sales also declined by 2 . 3 per-

cent in 1974 and 13.0 percent in 1975. Given that Cleveland fans have tradition-

ally enjoyed winning seasons, the recent downturn in ticket sales is not particu-

larly surprising. Furthermore, since the Browns have only televised four home

games over the past three seasons, the team's recent lack of success in selling

tickets cannot be attributed to Public Law 93-107.
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Summary of Cleveland Browns'

Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 79,282 79,282 79,282 80,165

2. Total seats sold
(percentage change from
previous season)

505,247 520,903
(3.1%)

464,760
(-10.8%)

406,679
(-12.5%)

3. Avg. seats sold per game 72,178 74,415 66,394 58,097

4. Season ticket sales
(percentage change from
previous season)

48,901 49,670
(1.6%)

48,542
(-2.3%)

42,252
(-13%)

5. Percentage of games won .714 .500 .286 .214

6. Divisional standing 2 3 4 4

7. Number of televised
home games

2 1 1

2. "No Shows": Summary and Analysis

Cleveland experienced substantial increases in "no shows" in 1973 and

1974. Between 1972 and 1974 "no shows" increased from 30,094 to 52,666, or by

73.7 percent. However in 1975, the "no shows" declined to 28,177, a decrease

of 46.1 percent. These variations do not appear to be reflected in changes

in the number of locally televised games, won-loss records or divisional standings
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Summary of "No Shows" For

Cleveland Browns: 1972-1975

1972 1973 197A 1975

1. Total "No Shows" 30,094 38,787 52,266 28,177

(percentage change (28.9%) (34.8%) (-46.1%)

from previous season)

2. Avg. "No Shows" per game 4,299 5,541 7,467 4,025

3. Avg. number of seats 72,178 74,415 66,394 58,097

sold per game

4. Percentage of seats sold 6% 7.4% 11.2% 6.9%

not showing

5. Number of televised games 2 11
6. Avg. "No Shows" per - 9,717 2,029 6,848

televised game

7. Avg. "No Shows" per 4,299 3,871 8,373 3,555

non-televised game

8. Percentage of games won .714 .500 .286 .214

9. Divisional standing 2 3 4 4

The results of the statistical analyses also indicate that Cleveland

"no shows" are not particularly sensitive to variables defined in the model.

Taken together, these factors accounted for approximately 37 percent of the

variation of the ratio of "no shows" to total tickets sold. However, none of the

three equations used to estimate the determinants of "no shows" was significant.

The same was true of each of the variables defined in the model. Consequently,

it is apparent that attendance at Browns' home games are influenced by other

factors. However the results do demonstrate that Public Law 93-107 has had no

apparent impact on Cleveland "no shows."
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RESULTS OF THE REGRESSION ANALYSES OF
CLEVELAND "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 ' .35208
F( 7,20 ) - 1.55257

Independent Variables

Televised Games
Temperature
Precipitation
Home Team's win-loss Z

Visiting Teaa's Win-loss Z

1973
•197A

1975
Constant

Regression Coefficients

-.00242

,06350
.00009

-.00009
.04207

.12019

.08584

.14353

F Values

1.556
1.738
.373

1.384
.649

2.762
1.109

Equation 2

The ratio of "no shows" to total tickets sold

F( 7,20 ) = 1.68728

Dependent Variable:
r2 - .37129

Independent Variables

Televised Games
Temperature
Precipitat ion

Home Team's Div. Standing
Visiting Team's -Div. Standing
1973
1974
1975*
Constant

Regression Coefficients F Va lues

.04273 .630

-.00145 .683

.08111 2.836

.02262 1.302

.02741 2.742

.01227 .076

.04370 .794

-.00580

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 - .30338

^( 7,20 ) = 1.24429

Independent Variable Regression Coefficients F Values

Televised Games .02266 .135

Temperature -.00154 .614

Precipitation .07817 2.220

Home W-LX x Visitor's W-L% -.10058 .364

1973 .03123 .317

1974 .05900 1.110

1975 .01063 .029

Constant .14174

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3 . Revenues Earned from the Sale of Concessions, Parking
,

and "PRO" Magazine

The Cleveland Browns share approximately 20 percent of the revenues

from concession sales at their home games. Since 1973, concession sales have

increased while the number of televised games has been minimal. This would

indicate that Public Law 93-107 has not had any adverse impact on concession

sales in Cleveland. Furthermore, the 1975 decrease in total ticket sales

means that concession sales are increasing because of greater consumption on

the part of fans attending the games (from an individual's per game expendi-

ture of $.89 in 1973 to $1.23 in 1975).

Sales of "PRO" magazine, on the other hand, have declined since

1973. No relationship between such revenue losses and televised games,

however, can be determined.
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Revenues Earned form the Sale of Concessions, "PRO" Magazine
and Parking for Cleveland Browns: 1972-1975

1. Concessions 1/ $ 43,139 $ 64,987 $ 93,988 $111,019 2/
(percentage change
from previous season)**

2. "PRO" magazine 86,326 120,013 76,279 71,032
(percentage change
from previous season)**

3. Parking 36,750 NA NA NA
(percentage change
from previous season) **

4. Total tickets sold* 505,247 520,903 464,760 406,679
(percentage change (3.1%) (-10. 8Z) (-12.5%)
from previous season)

5. "No shows"* 30,094 38,787 52,266 28,117
(percentage change (28.9%) (34.8%) (-46.1%)

from previous season

6. Number of televised 2 11
home games

NA - Information was Not Available
* Figures for seven home games
** - Where no percentage changes appear, data compared is for different

number of games. Therefore, no valid comparison can be made
between seasons.

_1/ These figures reflect the Browns' share of revenues only. Total concessions
were approximately five times this amount.

_2/ Part of the increase in concessions revenue for 1975 is attributed to the

addition of novelty sales. Prior to 1975 novelties were sold by a third
party and the Browns did not share in profits or commissions. Browns'
commissions for novelty sales during 1975 was $9,165.
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4. Audience Ratings

Even though the Browns have had three consecutive poor seasons, their

televised games are still more popular with Cleveland viewers than are games in-

volving other teams. As the figures below indicate, between 1972 and 1975 about

30 percent of all TV households in the Cleveland area tuned into the Browns'

televised games. This compares quite favorably to the average audience rating

of 6.3 for televised games which were competing with the Browns and an average

21.5 for games which did not compete against televised Cleveland games.

While 1975 proved to be Cleveland's worst season, the three tele-

vised away games still drew larger audiences than games involving other NFL

teams. Hence, to the extent that Public Law 93-107 has triggered the lifting

of the Browns' home game blackout policy, the legislation has clearly been

beneficial to Cleveland football fans.

Audience Ratings for the Cleveland Browns: 1973-1975

Browns Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) - (3) 32.3 (2) 7.8 (8) 24.5
1974 (1) 29.5 (2) 35.8 (2) 5.0 (9) 20.2
1975 (01 1 Oi 24^ Ol 6^ _(9)_ 19.8
Avg.

Ratings (1) 29.5 (8) 30.9 (7) 6.3 (26) 21.5
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The Denver Broncos

1. Televised Games and Ticket Sales

As was pointed out earlier, the Denver Broncos have televised all seven

home games played during each of the past three seasons, reflecting continuous

sellouts at least 72 hours in advance of game time. Indeed, between 1972 and

1974, the average number of tickets sold to each home game exceeded the stadium's

capacity. The difference, of course, reflects tickets sold for standing room

only. In 1975 the average number of tickets sold to home games was only 768

short of the stadium's capacity. This was partially due to the team's decision

to hold back an additional 511 complimentary tickets.

As a consequence of the limited supply of seats and the popularity

of professional football in the Denver area, there is an excess demand for

tickets. This accounts for the small variation in ticket sales during the past

four years. Indeed, marginal increases in ticket sales over each of the past

three seasons reflect small increases in seats made available. The same is

true of season tickets. The 2.1 percent increase in 197A was simply due to the

club's offering and subsequent sale of 1,000 additional season tickets.
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Summary of Denver Broncos'
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 50,000 50,000 51,706 52,702

2. Total seats sold 355,693 356,364 356,494 363,525
(percentage change from (.2%) (0%) (2%)

previous season

3. Avg. seats sold per game 50,813 50,909 50,928 51,932

4. Season ticket sales 48,000 48,000 49,000 49,000
(percentage change from (0%) (2.1%) (0%)

previous season)

5. Percentage of games won .357 .500 .500 .429

6. Divisional standing 3 2 2 2

7. Number of televised 7 7 7

home games

2 . "No Shows" : Summary and Analysts

Denver has also experienced a relatively small number of "no shows."

Ticket holders who failed to attend the Broncos' home games in 1972 totaled

12,150, or an average of 1,736 per game. During 1973, when all seven home games

were televised locally, "no shows" actually decreased to 5,615, which averaged

only 802 per game or 1.6 percent of all tickets sold. However, the franchise

has experienced increases in "no shows" during the past two seasons. In 1974

"no shows" increased to 14,420, or 4 percent of all tickets sold. In 1975 the

total number increased again to 27,682, which was equivalent to an average of

3,955 per game or 7.6 percent of all tickets sold.
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Summary of "No Shows" For

Denver Broncos: 1972-1975

1. Total "No Shows"
(percentage change
from previous season)

2. Avg. "No Shows" per
game

3. Avg. number of seats
sold per game

4. Percentage of seats sold

not showing

5. Number of televised games

6. Avg. "No Shows" per
televised game

7. Avg. "No Shows" per
non-televised game

8. Percentage of games won

9. Divisional standing

1972

12,150

1,736

50,813

3.4%

1973

5,615
(-53.8%)

802

50,909

1.6%

1,736

.357

3

-7

802

500

2

1974

14,420
(156.8%)

2,060

50,928

4%

7

2.060

500

2

1975

27,682
(92.0%)

3,955

51,932

7.6%

7

3,955

429

2

It is difficult to assess the impact of Public Law 93-107 on Denver's

"no shows" due to the fact that the Broncos have locally televised all home games

played during the past three seasons. Consequently there has been no variation in

the number of televised games since 1973. Given this situation, the effect of

televised home games on "no shows" may to a certain extent be reflected in other

variables.

For example, although the analysis indicated that locally televised

games did not directly affect the team's live gate attendance, the findings did

conclusively demonstrate that "no shows" were influenced by temperature and pre-

cipitation. Both variables accounted for nearly 60 percent of the variation in

live gate attendance. Not surprisingly, more fans failed to use their tickets
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when the weather was cold and wet, than when the skies were clear and the tempera-

ture mild. This is likely to be true whether or not a home game is locally tele-

vised. However, Denver fans may have become more sensitive to adverse climate

conditions. As a result of Public Law 93-107, that is, they may be more inclined

to stay home when the weather is cold and/or wet if given the opportunity to watch

the game on television. Consequently, Public Law 93-107 may have had an indirect

effect on the Denver's live gate attendance. Nevertheless, the ratio of "no shows"

to total seats sold has been lower than the league's average during each of the

four seasons under consideration. Consequently, it must be assumed that if Public

Law 93-107 has had an effect on the Broncos' attendance, the impact has been

minimal.

Denver "no shows" also proved sensitive to the team's won-loss

record. Again, more ticket holders attended games when the Broncos were winning

than when they were losing. When the won-loss percentage of both teams were

multiplied together and used as a surrogate for the quality or attractiveness of

the game, this variable also proved to be significant, again reflecting the fans'

preferences to see two winning well-matched teams play.

All other variables defined in the model were not significant. Hence,

the differences in Denver's "no shows" could not be attributed to factors peculiar

to any or all of the three seasons since the enactment of the Sports Anti-Blackout

Law.

I
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RESULTS OF THE REGRESSION ANALYSES OF

DENVER "NO SHOWS": 1972-1975

Equation 1

Dependent \

F( 7,20 ) - 8.A2461'

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .7A675

Independent Variables Regression Coefficients F Values

Televised Games .01619 .319

Temperature -.00231
*

29.386*

Precipitation .05274 4.380*

Home Team's win-loss 2 -.00019 3.003

Visiting Team's Win-loss 2 -.00005 1.930

1973
•1974 .02656 1.345

1975 .04616 4.304

Constant .24005

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 - .78296

F( 7,20 ) = 10.302*

Independent Variables

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974

1975
Constant

Regression Coefficients

.03438
-.00246
.05022

.01981

.01341
-.03227

.02634

.05597

.958
37.992*
4.821*

1.519
5.891
2.241

1.604

Equation 3

Dependent Variable: Tne ratio of "no shows" to total ticket sales

r2- .73011

^{ 6,21 ) = 9.424*

Independent Variable

Televised Garnet

Temperature
Precipitation
Home W-LZ x Visitor's W-LZ
1973
1974
1975
Constant

Regression Coefficients

-.00233
.05923

-.14529
-.00408

,01691
.03708
.08110

29.504"
5.587*
4.492*

.030

.455

2.623

* Indicates the equation or independent variable is significant at tne

.05 level of confidence

a. The Independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions. Parking ,

and "PRO" Magazine

The Denver Broncos do not receive a percentage of the revenues

from concessions or parking. Since Denver has not provided sales information

relating to these enterprises, it is impossible to determine Public Law

93-107 's impact on them.

"PRO" magazine sales figures, however, were made available. They

demonstrate an inverse relationship with the figures for "no shows". Specifi-

cally, as the number of "no shows" increased, the sale of "PRO" magazine

has decreased.

.

It is, therefore, possible that Public Law 93-107 could have had

an indirect impact on the sale of "PRO" magazine. That is, if fans are more

prone to stay home in cold weather, partially as a result of the availability

of local television coverage of home games, then- the legislation may have

contributed to the decline in "PRO" sales. Unfortunately this is impossible

to measure since the exact nature of the interrelationships between temperature,

"no shows" and locally televised games is equally impossible to ascertain.

I

72-769 O - 76 - 7
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Revenues Earned from
and Parking

the Sale of

for Denver
Concessions

,

Broncos: 1972

"PRO" Magazine
-1975

1972 1973 1974 1975

1. Concessions
(percentage change
from previous season)

$114,024 $ NA $ NA $ NA

2. "PRO" Magazine
(percentage change
from previous season)

64,545 75,346

(16.7%)

69,997

(-19.0%)

43,173

(-29.2%)

3

.

Pa -rH n o

(percentage change
from previous season)

37,261 NA NA NA

4. Total tickets sold
(percentage change
from previous season)

355,693 356,364

(.2%)

356,494

(0%)

363,525

(2.0%)

5. "No Shows"
(percentage change
from previous season)

12,150 5,615

(-53.8%)

14,420

(156.8%)

27,682

(92.0%)

6. Number of televised 7 7 7

home games

NA - Information was Not Available
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4. Audience Ratings

In addition to selling out all homes games since the addition of

Public Law 93-107, the Denver Broncos' have enjoyed very large television

audiences. Over the three year period the average audience rating for televised

home games was 39 while the team's away games captured an average rating of 36.2.

Furthermore, there has not been a significant decrease in ratings since 1973,

indicating that Denver viewers are not being oversaturated by weekly exposure to

the team's games.

[) ,j As is the case with nearly all home teams, the Broncos consistently

li
attracted a far larger audience than did televised games involving other teams.

This was particularly true of games competing for audience with Denver's televi-

sed games. In those instances, the Broncos outdrew the opposition nearly eight

to one. Even when other televised games were not competing with the home team,

audiences for Broncos' games were still about 60 percent larger than audiences

watching other NFL games. Given the popularity of the Broncos with viewers in

Denver coupled with the fact that all home games have been televised during the

past three years, Public Law 93-107 has been unambiguously beneficial to the

TV viewers in this area of the country.

Audience Ratings for the Denver Broncos: 1973-1975

Broncos Other Teams
Home Games Away Games Competing Non-Competing

1973 (1) 36.8 (3) 36.6 (3) 4.8 (7) 27.4
1974 (2) 41.4 (2) 35.0 (2) 3.4 (9) 22.0
1975 (Xi 37.6 (2) 37.1 ill h± lil 26.6
Avg.

Ratings (5) 39.0 (7) 36.3 (7) 4.1 (24) 25.3
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The Houston Oilers

1. Televised Games and Ticket Sales

Since the adoption of Public Law 93-107, the Houston Oilers have

televised only three home games. Given the relatively small capacity of the i

Houston Astrodome (55,254), the number of sellouts triggering telecasts appears

unusually small. The Oilers sold less than 40,000 tickets per game during the

1972, 1973 and 1974 seasons. Houston experienced a 5.4 percent decline in

ticket sales in 1973 and a 2.7 percent decrease in 1974.

Poor ticket sales in 1972 and 1973 coincided with 1-13 won-loss

records and last place finishes in the AFC Central Division.

The Oilers had a much better season in 1974 finishing third in their

division with a 7-7 record. The 2.7 percent decrease in total ticket sales for

1974 was less drastic than the decline in season ticket sales which fell off by

nearly 20 percent. As will be shown_ in a later part of this report, the

decline in season ticket sales can be attributed to the Oilers' very poor

showing during the preceding season.

The team's improved showing in 1974 was reflected in the 7.1 per-

cent increase in season tickets sold for the 1975 season. An excellent 1975

season record, resulted in a substantial 28.3 percent increase in total

ticket sales. As is the case with most teams, Houston ticket sales appear

to be quite sensitive to the won-loss record of the team.
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Summary of Houston Oilers'

Ticket Sales: 1972-1975

1. Stadium capacity

2. Total seats sold
(percentage change from
previous season)

3. Avg. seats sold per

game

4. Season ticket sales
(percentage change from
previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised
home games

1972

50,000

276,291

39,470

27,460

.071

4

1973

50,000

261,472
(-5.4%)

37,353

30,325
(10.4%)

.071

4

1974

50,000

254,519
(-2.7%)

36,360

24,435
(-19.4%)

.500

3

1

1975

55,254

326,467
(28.3%)

46,638

26,179
(7.1%)

.714

3

2

2. "No Shows": Summary and Analysis

Houston has experienced relatively large numbers of "no shows" over

the past four seasons although the team's improved performance has reversed the

"no shows" trend. In 1972, 36,989 Houston ticket holders failed to attend

games. "No Shows" in that year were equivalent to 13.4 percent of all tickets

sold. The situation worsened in 1973 when "no shows" increased to 50,993 or

19.5 percent of all tickets sold. The situation improved, however, during

the past two seasons. In 1974, "no shows" decreased to 26,666 or by 47.7 per-

cent and declined further to a total of 20,548 "no shows" in 1975. The latter

figure was equivalent to only 6.3 percent of all tickets sold.
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1, Total "No Shows"
(percentage change
from previous season)

2. Avg. "No Shows" per

3. Avg. Number of seats
sold per game

4. Percentage of seats sold
not showing

5. Number of televised games

6. Avg. "No Shows" per
televised game

7. Avg. "No Shows" per
non-televised game

8. Percentage of games won

9. Divisional standing

Summary of "No Shows" For
Houston Oilers: 1972-1975

1972

36,989

5,284

13.4%

5,284

.071

4

1973

50,993
(37.9%)

7,285

1974

26,666
(-47.7%)

3,809

19.5%

7,284

.071

4

10.5%

3,936

.500

3

1975

20,548
(-22.9%)

2.935

39,470 37,353 36,360 46,638

6.3%

1 2

3,050 2,257

3,207

.714

3

The average number of "no shows" at televised home games in 1974

and 1975 were actually lower than the average number of "no shows" for non-

televised games. This indicates that Public Law 93-107 did not impact on the

live gate attendance to Houston home games. This proposition is further

supported by the results of our statistical analysis.

All variables in the model accounted for about 66 percent of the

variation in "no shows." Regardless of the measure used to reflect the

quality of the games, the variable indicating whether or not the game was

televised locally was not significant. It must, therefore, be concluded that

Public Law 93-107 did not adversely affect attendance. Indeed, when divisional
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standings were used to measure the attractiveness of quality of the game, the

televised game coincided with a reduction in the number of "no shows." This

simply reflects the fact that "no shows" were lower for the three games televised

locally during the past two seasons than for non-televised games.

The results also indicate that Oilers live gate attendance was

significantly affected by the quality of the game and, surprisingly, tempera-

ture; that is, decreases in Houston "no shows" were significantly influenced

by improvements in the team's performance over the four year period and by

milder weather. (The latter finding is puzzling in that the Oilers play in a

domed stadium which is kept at a constant 72 . However, temperature used in

the analysis reflects outside conditions. Hence, the Oilers' fans appear to

be less inclined to travel to the stadium when the weather is cold.) The

results of two of the three equations also indicate that season ticket sales

were significantly lower in 1973 than in 1972, but no significant differences

were found between 1972, 1974 and 1975. Given that all of Houston's televi-

sed games were played during the past two seasons, these results lend addi-

tional credence to the conclusion that Public Law 93-107 has not adversely

impacted on attendance to Houston's home games.
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RESULTS OF THE REGRESSION ANALYSES OF

-HOUSTON "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = 0,66375
F( 8,19 ) = A. 68824*

Independent Variables

Televised Games
Temperature
Precipitation
Home Team's win-loss %

Visiting Te^'s Win-loss 7.

1973
•197A

1975
Constant

Regression Coefficients F Value

-.02184 0.185
-.00342 11.906*

-.05832 1.777

-.00037 10.348
-.00001 0.056

.05140 1.951

.04339 1.306

.11303 3.064

.A3978

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = 0.53025

F( 6,21 ) = 3.95079*

Independent Variables Regression Coefficients F Values

-.08628 3.207

-.00223 3.920

.01124 0.051

.04480 4.003

.08277 5.120*

.00909 0.067

.11360

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975*
Constant

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .52750

^( 6,21 ) = 3-90740 *

Independent Variable Regression Coefficients F Values

Televised Games
Temperature
Precipitation
Home W-L% x Visitor's V-VA
1973
1974
1975^
Constant

.01728 O.Of.9

.00274 6.510

.05329 1-138

.21744 3.857

.07264 3.502

.00935 0.070

.34379

* Indicates the equation or independent variable is significant at the

.05 level of coafiuence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking, and
"PRO" Magazine

Decreases in revenues from the sale of concessions at Houston

home games between 1973 and 1974 coincided with an increase in live gate

attendance. Similarly, "PRO" magazine sales declined in 1974 and 1975 while

the Oilers' live gate attendance increased. Hence, there is no apparent rela-

tionship between "no shows" and the sale of concessions and "PRO" magazine.

Public Law 93-107 could not, therefore, have had an adverse impact on these

sources of income. No conclusions can be drawn with regard to parking

revenues to the Houston Oilers due to insufficient data.

Revenues Earned From the Sale of Concessions, "PRO" Magazine
and Parking for Houston Oilers: 1972-1975

1972 1973 1974 1975

1. Concessions $ NA $209,571 $195,832 $• NA
(percentage change (-6.6%)
from previous season)

2. "PRO" magazine NA 47,205 46,000 35,764
(percentage change (-2.6%) (-22.3%)
from previous seasion)

3. Parking NA 138,977 118,772 NA
(percentage change
from previous season)

4. Total tickets sold 276,291 261,472 254,519 326,467
(percentage change (-5.4%) (-2.7%) (28.3%)
from previous season)

5. "No Shows" 36,989 50,993 26,666 20,548
(percentage change (37.9%) (-47.7%) (-22.9%)
from previous season)

6. Number of televised - 12
home games

NA - Information was Not Available
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4. Audience Ratings

Televised Houston games did not prove to be substantially more popu-

lar than other televised NFL games. Over the three year period the average

audience ratings for the Houston's away games was 25.9, while home games in 1975

received a 39.8 audience. Moreover, ratings for Houston games have improved

since 1973. When viewers had to choose between Houston games and others aired

at the same time on another channel, most preferred to watch the home team.

However, other non-competing games were almost as popular as away games of

the Oilers. It must therefore be concluded that while NFL football is not as

popular with Houston viewers as it is with viewers in other cities, fans clearly

place a higher value on the opportunity to watch the Oilers as opposed to other

teams. In that sense Public Law 93-107 probably has proven beneficial to those

residing in the Houston area.

Audience Ratings for Houston Oilers' Games: 1973-1975

Houston Other Teams
Home Games Away Games "Competing Non-Competing

1973 (0) - (3) 17.1 (3) 17.1 (9) 23.4
1974 (0) - (3) 25.1 (3) 13.5 (9) 21.7
1975 S2)_ 39.8 (2) 35.5 (2) 8.2 (9) 25.2
Avg.
Ratings (2) 39.8 (8) 25.9 (8) 12.9 (27) 23.4



103

-100-

The Kansas City Chiefs

1. Televised Games and Ticket Sales

Kansas City locally televised six of seven home games during 1973,

the first year of the Sports Anti-Blackout Law. Since then, all home games have

been blacked-out in the Chiefs' home territory.

Kansas City's stadium seats approximately 78,000 fans. In 1972 the

Chiefs sold a total of 546,124 tickets, an average of 78,017. Ticket sales have

declined since then. Specifically the Chiefs sold an average of 76,984 tickets

per game in 1973 and an average of 73,634 in 1974. Last year ticket sales

declined 14.1 percent to an average of 63,238 per game.

Much of this can be attributed to a downward trend in season ticket

sales over the past three years. Season ticket sales declined to 70,555 in 1973,

or by 3.2 percent. The trend continued in 1974 when only 65,564 season tickets

were sold. Finally the Chiefs experienced a more serious deterioration in season

ticket sales last year when total sales fell to 47,870, a 27 percent decrease

from the previous year.

Undoubtedly, the downward trend in ticket sales during the past two

seasons can be attributed to the team's relatively poor showing. Kansas City

has traditionally enjoyed winning seasons. Consequently, the Chiefs/ third

place finish in the AFC's Western Division in 1974 and 1975 may have been

disappointing to the fans. Hence, they could have been less inclined to pur-

chase tickets - especially season tickets, which for most households represents a

sizable expenditure.
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At first glance, it does not appear that Public Law 93-107 has exacer-

bated the Chiefs' "no shows" problem. After all, 1973 was the only year in which

the law triggered a lifting of the team's home territory blackout policy. Addi-

tionally, the average number of "no shows" at the televised games was substantially

below the 39,314 ticket holders who failed to attend the Chief's single non-

televised game in 1973.

Summary of "No Shows" For
Kansas City Chiefs: 1972-1975

1972 1973 1974 1975

1. Total "no shows" 68,363 93,910 109,940 27,166
(percentage change (37.4%) (17.1%) (-75.3%)
from previous season)

2. Avg. "no shows" per game 9,766 13,416 15,706 3,881

3. Avg. number of seats 78,017 76,984 73,634 63,238
sold per game

4. Percentage of seats 13Z 17Z 21% 6.1%
sold not showing

5. Number of televised games 6

6. Avg. "no shows per - 9,099
televised games

7. Avg. "no shows" per 9,766 39,314 15,705 3,881
non-televised game

8. Percentage of games won .571 .500 .357 .357

9. Divisional standing 2 2 3 3
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571 .500 .357 .357

2 2 3 3

6

Summary of Kansas City
Ticket Sales: 1972-1975

1972 1973 197A 1975

1. Stadium capacity 77,472 77,742 78,000 78,099

2. Total tickets sold 546,124 538,891 515,438 442,663
(percentage change (-1.3%) (-4.4%) (-14.1%)
from previous season)

3. Avg. seats sold per 78,017 76,984 73,634 63,238
game

4. Season ticket sales 72,885 70,555 65,564 47,870
(percentage change (-3.2%) (7.1%) (-27.0%)

from previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised games

2 . "No Shows": Summary and Analysis

With the exception of last year's season, the Chiefs have been

plagued by a relatively large number of "no shows." For example, 68,363

ticket holders failed to attend home games in 1972. This was equivalent to 13

percent of all tickets sold which, incidently, was more than twice the average

percentage of "no shows" to tickets sold for all 26 NFL teams in 1972.

During the first. year of the Sports Anti-Blackout Law, Kansas City

"no shows" increased to 93,910 or to 17 percent of all tickets sold. The situ-

ation worsened in 1974 when "no shows" increased to 109,940, or 21 percent of

all tickets sold. Fortunately for the Chiefs, live gate attendance picked up

last year with "no shows" decreasing to 27,166 which was less than 1 percent of

all seats sold.
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The results of our statistical analysis indicate that Public Law

93-107 has not adversely affected Kansas City's live gate attendance. Indeed,

the findings indicate that the ratio of "no shows" to total tickets sold was

significantly lower when the games were locally televised. Again, this is

indicative of relatively high live gate attendance at the first six home games

in 1973 all of which were carried on local television stations. The 39,314

"no shows" at the last game of 1973 season, which was blacked out, accounted

for 42 percent of the total "no shows" for that year. The lack of interest

in this contest probably reflected the fact that Kansas City was then out of

contention for a berth in the Playoffs.

In any event, the differences in "no shows" at the six televised and

the single non-televised games played during 1973 probably account for the sig-

nificant and positive relationship between live gate attendance and locally

televised home games.

Weather also had a significant influence on attendance. As expected,

more fans stayed home when the weather was cold or wet. The 1973 seasonal vari-

able was also significant and positive, indicating that "no shows" rose in 1973,

independent of the effect of other factors (i.e., televised games and the weather)

which also had a significant impact on "no shows." Unfortunately we have no

reasonable explanation for this seasonal increase in "no shows."

In any event, the analysis conclusively demonstrates that while

Kansas City has experienced relatively large numbers of "no shows" since 1972,

the problem cannot be attributed to Public Law 93-107.
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RESULTS OF THE REGRESSION ANALYSES OF
KANSAS CITY "NO SHOWS": 1972-19 75

Eouacion 1

Dependent Variable: Tne ratio of "no shows" to tota] tickets sold
r2 * .73001
F( 8,19 ) = 6.42160*

Indeoendent Variables

Televised Ganes
Tecperature
Precipitation
Kocie Tean's vin-loss »

Visiting Team's Vin-loss
1973
•197A

1975
Constant

Regression Coefficients F Values

-.23598 5.177*
-.00423 14.247*
.05002 1.007

-.00023 1.662
.00008 1.011

.29990 8.803*

.04889 .892

-.06231 .846

.42131

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .73184

F( 8,19 ) = 6.48170*

Independent Variables ' Regression Coefficients F Values

Televised Gaines -.23313 4.703*

Temperature -.00454 16.787*

Precipitation .08989 3.506

Horae Team's Div. Srancinj; .02752 .410

Visiting Teaic's Div. Standing -.02912_ ^-005^
1973 .30017 7.366

1974 .04<;66 .487

1975 -.03563 .208

Constant. .35AS3

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = .67454

^( 7,20 ) = 5.92164*

Independent Variable Repression Coefficients T Values

Televised Ganes
Temperature
Precipitation
Hone V-L7. x Visitor's V-LZ
1973
1974
1975
Constant

-.23824 4.604*
-.00421 13.613*
.06408 1.644
.05164 .147

.30842 8.163*

.07605 2.050

.00946 .028

.29943

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The Independent variable was not forced Into the equation due to

an exceedingly low F value
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3 . Revenues Earned from the Sale of Concessions, Parking ,

and "PRO" Magazine

Since 1973, the Chiefs have retained 42 percent of the concession

revenues at Arrowhead Stadium. These revenues have Increased since 1972

although six home games of the Chiefs have been televised during the past

three seasons. The impact of Public Law 93-107, therefore, would apply

only to the 1973 season when these telecasts occured.

In 1973, revenues from concessions and parking during the Chiefs'

regular season increased by 7 percent and 1 percent respectively. Thus,

six televised games do not appear to have resulted in a loss of income to

Kansas City from these enterprises.

Moreover, while sales of "PRO" magazine declined in the 1973 season,

they have continued to decline in 1974 and 1975 when no home games were televi-

sed locally. It is therefore not possible to connect revenue losses from the

sale of "PRO" magazine solely to Public Law 93-107. Rather, such declines

would have to be accounted for by other factors.

Given that both parking and concession revenues have increased

since 1973, while "PRO" magazine sales have fallen off steadily, the enactment

of Public Law 93-'.07 has had no detrimental impact on these sources of revenue

for the Kansas City Chiefs.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Kansas City Chiefs: 1972-1975

1972

(7 games)
1973

(7 games)
1974 1975

1. Concessions
(percentage change
from previous seasion)

$395,831 $424,244

(7%)

$563,986

(33%)

$649, 867

(15.2%)

2. "pro" magazine
(percentage change
from previous season)

110, 130 84,242

(-24%)

59,603

(-29.3%)

54 533

(-8.5%)

3. Parking
(percentage change
from previous season)

200,171 201,514

(1%)

271,883

(35%)

NA

4. Total tickets sold*
(percentage change
from previous season)

546,124 538,891

(-1.3%)

515,438

(-4.4%)

442,663

(-14.1%)

5. "No Shows"*
(percentage change
from previous season)

68,363 93,910

(37.4%)

109,940

(17.1%)

27,166

(-75.3%)

6. Number of televised 6
home games

NA - Information was Not Available
* - Total for seven home games

72-769 O - 76 - 8
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4. Audience Ratings

The figures in the subsequent table reflect an annual decline In the

audience ratings for the Chiefs' televised games over the past three years.

Again, this may be indicative of the fans' recent dissatisfaction with the team's

performance.

Nevertheless, even with the recent decline in viewing, it is apparent

that viewers in Kansas City and the surrounding area prefer to watch the Chiefs

when given the opportunity. Home games locally televised in 1973 outdrew compet-

ing televised games involving other teams by a margin of nearly five to one.

Additionally the three year averages Indicate that Kansas City games

attract twice as many viewers as other games which are aired at different times.

Here again, it is apparent that many people are interested in watching NFL games

only if they Involve a team of local interest. Consequently, Public Law 93-107

appears to have been beneficial to residents in the Kansas City area.

Audience Ratings for Kansas City. Chiefs' Games: 1973-1975

Chiefs Other Teams
Home Games Away Games Competing Non-Competing

1973 (2) 34.6 (2) 37.8 (2) 7.6 (9) 19.3
1974 (0) - (2) 33.6 (1) 11.0 (11) 15.6
1975 (0)_ - (2)_ 30.0 (1) 2.3 (11) 16.0
Avg.

Ratings (2) 34.6 (6) 33.8 (4) 7.0 (31) 17.0
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The Miami Dolphins

1. Televised Games and Ticket Sales

Miami televised all seven home games in 1973, the first year of the

Sports Anti-Blackout Legislation. However, only three of seven home games were

televised in 1974, while none was aired in 1975. Total ticket sales declined

in both 1974 and 1975.

For example, the Dolphins sold 544,162 tickets in 1972, or an average

of 77,737 per game (which actually was greater than the Orange Bowl's seating

capacity of 75,385). In 1973, the stadium's capacity was expanded to 80,050

seats of which the Dolphins sold an average of 78,714 per game. The total

ticket sales decreased to 537,418 in 1974, averaging out to 76,774 per game.

The team experienced a more serious decline last year when total sales fell by

9.2 percent to 487,758, or an average of 69,680 per game.

The downturn in ticket sales in 1974 and 1975 can partially be attri-

buted to relatively large decreases in season ticket sales. Between 1973 and

1974 season ticket sales dropped from 74,961 to 67,322 and continued to decline

in 1975 when only 50,000 were sold. Consequently, the Dolphins have experienced

a 28 percent decline in season ticket sales since the enactment of Public Law

93-107. This is somewhat unusual in that the Dolphins have played very well

over the entire four year period, winning their division and the NFL champion-

ship in both 1972 and 1973, while placing first and second in the AFC's Eastern

division during the past two seasons. Perhaps the team's losses in ticket sales

can partially be explained by the loss of Larry Csonka, Paul Warfield and Jim

Kiick to the World Football league in 1974.
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Summary of Miami Dolphins
Ticket Sales: 1972-1975

1. Stadium capacity

2. Total tickets sold
(percentage change
from previous season)

3. Avg. seats sold per
game

4. Season ticket sales
(percentage change
from previous season)

1972

75,385

544,162

77,737

69.303

1973

80,050

551,000
(1.3%)

78,714

74,961
(8.2%)

1974

80,050

537,418
(-2.5%)

76,774

67,322
(-10.2%)

1975

80,050

487,758
(-9.2%)

69,680

50,000
(-25.7%)

5. Percentage of games won 1.000 .857 .786 .714

6. Divisional standing 1112
7. Number of televised games 7 3

2. "No Shows" : Suimnary and Analysis

In addition to declining ticket sales, Miami's live gate attendance

has also fallen off since the adoption of Public Law 93-107. In 1972, the

Dolphins had a total of 20,567 "no shows" which was equivalent to 4 percent of

all tickets sold. During 1973, the first year of the Sports Anti-Blackout Law,

all seven home games were locally televised and "no shows" increased nearly six-

fold to 117,611, or 21 percent of all tickets sold.

The situation improved somewhat in 1974 when only three of seven

home games were televised. "No shows" decreased to 88,131 which was equivalent

to 16.4 percent of all tickets sold. Last year none of the Dolphins' home games

were locally televised and "no shows" fell again to 41,414 or 8.5 percent of all

tickets sold. However, the 1975 figure was still twice the number of "no shows"

experienced in 1972, prior to the adoption of Public Law 93-107.
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it appears that there is a definite correlation between Miami's

"no shows" and locally televised games. The Dolphins had an average of 16,802

"no shows" at home games in 1973, all of which were televised. In 1974, the

average number of "no shows" at televised games was 16,742 compared with 9,476

at non-televised games. Last year, the absence of locally televised games

coincided with a further decline in "no shows" to an average of 5,916 per game.

1.

2.

3.

4.

5.

6.

7.

8.

9.

Summary of "No Shows" For
Miami Dolphins: 1972-1975

1972 1973 1974 1975

Total "No Shows" 20,567 117,611 88,131 41,414
(percentage change (471.8%) (-25.1%) (-53%)
from previous season)

Avg. "No Shows" per 2,938 16,802 12,590 5,916
sold per game

Avg. number of seats 77,737 78,714 76,774 69,680
sold per game

Percentage of seats sold 3.8% 21.3% 16.4% 8.5%
not showing

Number of televised games 7 3

Avg. "No Shows" per 16,802 16,742
televised game

Avg. "No Shows" per 2,938 9,476 5,916
non-televised game

Percentage of games won 1.000 .857 .786 .714

Divisional standing 1112
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The results of our statistical analyses indicate that Public Law

93-107 has adversely affected live gate attendance to the Dolphins' home games.

All variables in the model account for about 80 percent of the variation in "no

shows .

"

Miami "no shows" were influenced by locally televised games. Speci-

fically the results suggest that local television coverage of home games resulted

in a significantly larger number of "no shows" when all other factors were held

constant. It is difficult to explain why the Miami franchise has been so affec-

ted. Perhaps, fans experience problems in getting to the Orange Bowl, where the

Dolphins play. If so, ticket holders would be more inclined to stay at home

if given the opportunity to watch the game on television. The impact of televi-

sion on Miami "no shows" may also be attributable to the distance fans must

drive in order to get to the game. If large numbers of Miami ticket holders

live good distances from the stadium, they may be less inclined to attend games

should thes^ contests be televised. Additionally, since Miami caters to vaca-

tioners from all over the country, the area affords a plentitude of recreational

opportunities which compete with professional football games. This could also

account for the ticket holders' greater propensity to watch home games on tele-

vision. Doing so would certainly consume less time, thereby allowing fans to

partake in other recreational endeavors. Unfortunately, we have no evidence to

confirm any of the above propositions. They are simply offered as possible

explanations for why Public Law 93-107 has adversely affected the live gate

attendance at Miami's home games.

Miami "no shows" were also influenced by the temperature, as well

as the quality of the game. As expected, "no shows" increased when the weather

turned cool. Fans were also more inclined to attend games, when the Dolphins
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were playing a strong opponent. Each of these variables appeared to have an

equal or a greater affect on Miami "no shows" as did Public Law 93-107.
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RESULTS OF THE REGRESSION ANALYSES OF
MIAMI "NO SHOWS": 1972-1975

Dependent Variable: The ratio of "no shovs" to total tickets sold
r2 = 0.80188
F( 8,19 ) - 9.61246*

Independent Variables Reeression Coefficients F Values

Televised Canes .10500 7.557*

Teaperature - .00368 8.490*

Precipitation - .01068 0.093

Honie lean's vin-loss * - .17001 1.594

Visiting Team's V'in-loss * - .10060 3.740

1973 .07123 2.083

•1974 .02637 0.268

1975 .01829 0.203

Constant .52989

Equation 2

Dependent Variable: The ratio of "no shovs" to total tickets sold
r2 « 0.74938

F( 8,19 ) « 7.10166*

Independent Variables- Regression Coefficiencs F Values

Televised Games .09805 4.233

Tenperature
Precipitation
Kosie TeaT.'s Div. Standing
Visiting Team's Div. Standing
1973 .08750 2.350

00433 7.647*
.00426 0.015
-01834 0.667
.00691 0.631

1974
1975
Constant

.04895 1.008

.04010 1.822

,33596

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 •= 0.79450

F( 6,21 ) - 13.53184*

Independent Variable Regression Coefficients F Values

Televised Games • .09981 7.423*

Temperature ' - -00358 8.641

Precipitation ^ - -
^

Hone W-L% x Visitor's W-L2 - . 1^^299 7.262

1973 .08811 3.945

1974 .06021 3.978

1975 .04337 3.025

Constant .37276

* Indicates the equation or independent variable is significant at Che

.05 level of confidence

a. Tlie independent variable was not forced into the equation due to

an exceedingly low F value
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3 , Revenues Earned from the Sale of Concessions, Parking
and "PRO" Magazine

The Miami Dolphins Inc. own all of the concession revenues at the

Orange Bowl stadium. Revenues from Dolphins' contests, therefore, represent

only a small percent of income the team receives from such events as the Orange

Bowl and college football games. At the same time, data received from the

Dolphins is difficult to assess, given that each season's receipts vary as to

the number of games included.

It was demonstrated earlier that the Dolphins have been adversely

affected by the local televising of home games. However in 1973 when all

sevenhhome games were televised, revenues from concessions declined by less

than 1 percent. Sales of "PRO" magazine have also declined since 1972. Since

no Dolphin home games were televised in 1975 while "PRO" sales also fell,

decreases in revenue from this source cannot be attributed to Public Law 93-107.

A decline in parking revenues also occurred from 1972 to 1973, but

the Dolphins do not share in these receipts so information on other seasons was

not available.

In short, while the decline in live gate attendance experienced by

the Dolphins (which has partially resulted from locally televised games) has

undoubtedly resulted in lower concession and "PRO" magazine sales. The fran-

chise is still doing reasonably well with regard to this facet of its financial

operation.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Miami Dolphins: 1972-1975

1972 1973 1974 1975

(7 games) (7 games) (10 games) (7 games)

1. Concessions $350,835 $347,653 $449,973 $524,045 1/

(percentage change (-.9%)

from previous season

2. "PRO" magazine 79,249 65,521 61,858 61,555
(percentage change (-17.3%)

from previous season)

3. Parking 12,714 12,267 NA NA
(percentage change (-3.5%)

from previous season)

4. Total tickets sold* 544,162 551,000 537,418 487,758
(percentage change (1.3%) (-2.5%) (-9.2%)

from previous season)

5. "No shows"* 20,567 117,611 88,131 41,414
(percentage change (471.8%) (-25.1%) (-53%)

from previous season)

6. Number of televised 7 3

home games

NA - Information was Not Available

* Total for seven home games

1/ 20 percent increase in concession prices
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4. Audience Ratings

Even though Public Law 93-107 has resulted in a significant decrease

in live gate attendance at Dolphins' games, Miami residents have clearly bene-

fited by the legislation. Locally televised home games were, on the average,

watched by 35.2 percent of all households in Southern Florida. Away games

achieved an average rating of 38.8 over the three year period.

Miami viewers also prefer to watch the Dolphins as opposed to other

teams. This is reflected in the audience levels for home and away games which

were about 6 times as large as audiences watching other games which were com-

peting with the Dolphins' telecasts. The home team also attracted far larger

audiences than did games involving other teams aired at other times.

Finally, there has been no significant decrease in audience ratings

for the Dolphins' home and/or away games. This suggests that there has been no

oversaturation of the sport or the home team. Had that been the case, audience

ratings would have decreased. It must, therefore, be concluded that Public Law

93-107 has been beneficial as far as Miami's television viewers are concerned.

Audience Ratings for Miami Dolphins' Games: 1973-1975

Dolphins Other Teams
Home Games Away Games Competing Non-Compet jLng

1973 (1) 35.7 (3) 41.0 (3) 6 4 (8) 22.9
1974 (1) 34.7 (1) 35.2 (0) (11) 17.0
1975 m (2) 37.3 (2) 6 8 (2) 19.4
Avg.
Ratings (2) 35.2 (6) 38.8 (5) 6 6 (29) 19.5
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The New England Patriots

1. Televised Games and Ticket Sales

Nine of the 21 home games played by the Patriots since 1973 have been

locally televised, which represents 43 percent of the total. Five of seven home

games were televised in 1974 while two were aired in 1973 and 1975.

Schaefer Stadium in Foxboro, Massachusetts, home of the New England

Patriots, seats some 61,279 fans. The Patriots have sold an average of 94 percent

of the stadium's available seats during each of the past four seasons. Total

ticket sales, however, have fluctuated marginally each year with a 4.1 percent de-

crease in 1973, a 2.8 percent increase in 1974 and a 2.5 percent decline last year

Season ticket sales, on the other hand, declined in 1973 by 12.9 percent and in

1974 by 7.6 percent before showing a 6 percent increase in 1975. While total

sales decreased slightly in the 1975 season, season ticket sales rose by 6 percent

The improved won-loss record of the Patriots in 1974 probably accounted for the

greater season ticket purchases by fans in anticipation of a better 1975 season.

Summary of New England Patriots
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 61,043 61,279 61,279 61,279

2. Total tickets sold
(percentage change
from previous season)

421,243 403,922
(-4.1%)

415,157
(2.8%)

404,847
(-2.5%)

3. Avg. seats sold per game 60,178 57,703 59,308 57,835

4. Season ticket sales
(percentage change
from previous season)

55,007 47,938
(-12.9%)

44,319
(-7.6%)

46,967
(6%)

5. Percentage of games won .214 .357 .500 .214

6. Divisional standing 5 3 3 5

7. Number of televised games 2 5 2
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2 . "No Shows"; Summary and Analysis

While New England "no shows" have fluctuated greatly over the past

three years, the absolute number of ticket holders failing to attend the Patriots'

games has been relatively small. During 1973 when two of seven home games were

locally televised, "no shows" decreased to 6,232 which was 67.8 percent fewer

than the number of "no shows" at games played during the previous season. In

1974 "no shows" increased to 28,396. However, this number was still less than 7

percent of all tickets sold and was also somewhat less than the 11 percent average

experienced by all NFL teams in 1974. "No shows" declined again last year when only

13,892 ticket holders, or 3.4 percent of the total, failed to attend Patriot games.

The average number of Patriot "no shows" at non-televised games during

the 1973 and 1974 seasons was smaller than the average number of "no shows" at

televised games. In 1975 the reverse was true, although the differences between

these averages was relatively small.

Summary of "No Shows" For
New England Patriots: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 19,358 6,232 28,396 13,892
(percentage change (-67.8%) . (355.7%) (-51.1%)
from previous season)

2. Avg. "No Shows" per game 2,765 890 4,057 1,985

3. Avg. number of seats 60,178 57,703 59,308 57,835
sold per game

4. Percentage of seats sold 4.6% 1.5% 6.8% 3.4%
not showing

5. Number of televised games 2 5 2

6. Avg. "No Shows" per 2,183 4,243 526
televised game

7. Avg. "No Shows" per 2,765 373 3,590 2,568
non-televised game

8. Percentage of games won .214 .357 .500 .214

9. Divisional standing 5 3 3 5
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Our statistical analysis indicates that Public Law 93-107 has had lit

tie or no impact on the live gate attendance of New England games even though the

legislation has lifted the blackout on more than 40 percent of the home games

played since 1973.

The analysis did indicate however, that Patriot "no shows" were

significantly affected by the weather. That is, more ticket holders stayed away

from the games when the weather was cold and particularly when it was wet.

Here again, the fans' sensitivity to bad weather' may have been increased by the

opportunity to watch the game on a local television station at least during the

1973 and 1974 seasons.

Finally, the analysis indicates that there were significant changes

in "no shows" between the 1972 and 1973 seasons. Specifically, the ratio of

"no shows" to tickets sold proved to be significantly greater in 1972 than in

1973, when differences attributable to all other factors were taken into con-

sideration. It is not immediately apparent why this happened.
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RESULTS OF THE REGRESSION ANALYSES OF

NEW ENGLAND "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 = .59661

7,20 ) = 4.22568

Independent Variables Regression Coefficients

Televised Games
Tenperature
Precipitation
Home Team's win-loss Z

Visiting Team's Win-loss 2

1973
•1974

1975
Constant

-.00075 3.518

.06498 10.191*

-.00005 2.144
-.00002 .804

-.03585 6.011*

.03313 3.826

-.02223 2.405

.11230

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .58317

F( 8,19 ) = 3.32277*

Independent Variables

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

Regression Coefficients

-.00890
-.00089
.05807

.00390
-.00290
-.03057
.02916

-.01793
.09115

.316

3.921
7.315*

.417

.357
2.980
2.484
1.099

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = .58340

^( 6,21 ) = 4.90138*

Independent Variable Regression Coefficients F Values

Televised Games^
Temperature
Precipitation
Home W-LZ x Visitor's W-L%
1973
1974
1975
Constant

-.00084
.06594

-.04943
-.03203
.02531

-.01980
.10061

4.571*

10.474
1.918^
5.234
2.924
1.982

* Indicates the equation or Independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking,
and "PRO" Magazine

The New England Patriots receive 12.5 percent of concession

revenues but no share of parking receipts. Concession sales have steadily

risen during the past four year period.

Parking revenues, on the other hand, have fluctuated, dropping

slightly in 1973, and then recording a modest rise in 1974. This corresponds

to a similar fluctuation in total ticket sales during those seasons. Ticket

sales dropped again in 1975 but parking data for that year was unavailable.

"PRO" magazine sales increased to $85,983 in 1974 then fell by

nearly 50 percent in 1975. "No shows" for the period fluctuated drastically,

dropping in 1973, rising in 1974 and falling again in 1975.

The diminution in "PRO^'_sales_for_l appear~tp~be

related to "no shows". Similarly, there were five televised games in

1974 but only two in 1975. It is therefore apparent that factors other than

changes in the live gate attendance influenced "PRO" sales. The same con-

clusion is therefore warranted with regard to the impact on Public Law 93-107

on general concession sales.
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Revenues Earned from the Sale of

and Parking for New England
Concessions,
Patriots

:

"PRO" Magazine
1972-1975

1972 1973 1974 1975

1. Concessions
(percentage change
from previous season)

$444,997 $473,062

(6.3%)

$560,431

(18.5%)

$587,775

(4.0%)

2. "PRO" magazine
(percentage change
from previous season)

46,864 72,598

(54.9%)

85,983

(18.4%)

46,219

(-46. 3%)

3. Parking
(percentage change
from previous season)

151,166 132,341

(-12.5%)

142,041

(8.2%)

NA

4. Total tickets sold
(percentage change
from previous season)

421,243 403,922

(-4.1%)

415,157

(2.8%)

404,847

(-2.5%)

5. "No shows"
(percentage change
from previous season)

19,358 6,232

(-67.8%)

28,396

(355.7%) (

13,892

-51.1%)

6. Number of televised 2 5 2

home games

NA - Information was Not Available

72-769 O - 76 - 9
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4. Audience Ratings

Audience ratings for the New England Patriots reflect viewing In the

Boston television market. Even though the Patriots have not played well over

the past three seasons, the team's televised games have drawn sizable audiences

In the Boston area. The average rating for home games played during the past

three seasons was 29.2, while away games received an average rating of 22.2.

This compares favorably with audiences watching other NFL games. Games which

competed with the televised Patriots' contests had an average rating of only

5.7, while non-competing games Involving other teams attracted an average

rating of 13.4. Since Public Law 93-107 has resulted In local telecasts of

nine home games, It Is reasonable to conclude that the legislation has proven

to be beneficial to New England residents.

Audience Ratings for New England Patriots Games: 1973-1975

Patriots Other Teams
Home Games Away Games Competing Non-Competing

1973 (2) 21.0 (2) 20.3 (3) 5.6 (7) 16.9
1974 (3) 38.4 (1) 32.8 (1) 2.2 (8) 12.0
1975 18.1 (3) 20.0 (2) 7.7 (9) 11.9
Avg.
Ratings (6) 29.2 (6) 22.2 (6) 5.7 (24) 13.4
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he New York Jets

1. Televised Games and Ticket Sales

The Jets played six instead of the usual seven home games in 1973,

)f which four were locally televised. In 1974 as well as last year, the Jets

jold out and broadcast four home games in the New York area. The summary of

:he team's ticket sales indicates that they have sold no less than 98 percent

3f the total available seats since the adoption of Public Law 93-107.

Average seats sold per game in 1972 exceeded the stadium's capacity,

Sales fell off slightly in 1973, when the Jets played only six games but the

total tickets sold were still equivalent to 99 percent of capacity. Ticket

sales increased in 1974, but this was probably attributable to the seventh

game. When compared with 1972, ticket sales fell by about 4 percent in 1974.

Last year's sales increased but by less than 1 percent.

Season ticket sales have remained relatively stable, decreasing

by 2.9 percent in 1973 and by 5.3 percent last year. The latter dimunition

Is probably attributable to the team's fourth place finish in the AFC's Eastern

Division in 1974.

Summary of New York Jets
Ticket Sales: 1972-1975

Stadium capacity

1972

60,000

1973

(6 games)

60,000

1974

60,000

1975

60,416

2. Total tickets sold
(percentage change
from previous season

430,442 355,718
(-17.4%)

411,442
(15.7%)

413,103
(.4%)

3. Avg. seats sold per
game

61,492 59,286 58,777 59,015

4. Season ticket sales
(percentage change
from previous season)

58,226 56,500
(-2.9%)

56,500
(0%)

53,500
(-5.3%)

5. Percentage of games won .500 .286 .500 .214

6. Divisional standing 2 4 4 4

7. Number of televised games 4 4 4
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2 . "No Shows"; Summary and Analysis

The Jets have also experienced substantial increases in "no shows"

since the adoption of Public Law 93-107. Between 1972 and 1974, "no shows" in-

creased from 32,597 to 71,865, or from 7.6 percent to 17.5 percent of all

tickets sold. However, the situation improved in 1975, when the Jets' "no

shows" declined to 60,225 which was equivalent to 14.6 percent of all seats

purchased

.

During the 1973 and 1975 seasons, the average number of "no shows"

at locally televised home games was substantially lower than the average number

of ticket holders who failed to attend non-televised home games. In 1974, how-

ever, the reverse was true.

Summary of "No Shows" For
New York Jets: 1972-1975

1972 1973 1974 1975

(6 games)
1. Total "No Shows" 32,597 56,836 71,865 60,225

(percentage change (74.4%) (26.4%) (-16.2%)
from previous season)

2. Avg. "No Shows" per 4,657 9,473 10,266 8,382
game

3. Avg. number of seats 61,492 59,286 58,777 59,015
sold per game

4. Percentage of seats sold 7.6% 16% 17.5% 14.6%
not showing

5. Number of televised games 4 4 4

6. Avg. "No Shows" per 8,568 12,056 6,382
televised game

7. Avg. "No Shows" per 4,657 11,283 7,880 11,566
non-televised game

8. Percentage of games won .500 .286 .500 .214

9. Divisional standing 2 4 4 4
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The results of the statistical analysis, listed in the table below,

indicate that live gate attendance at the New York Jets' home games was not

affected by Public Law 93-107. Specifically, locally televised games did not

result in an increase in "no shows." However, the weather did impact on atten-

dance. "No shows" increased when the weather was wet and/or cold. Furthermore,

it does not appear that locally televised games constitute an important inter-

ceding factor in the fan's decision to attend games when the weather is bad.

Had that been the case, the number of "no shows" at locally televised games

should have been higher than "no shows" at non-televised games. The analysis

does indicate that Jets' fans are becoming more sensitive to the weather when

deciding whether or not to attend games. In all probability, this can be

attributed to the team's relatively poor performance over the past four years.

More precisely. Jets' ticket holders are not as willing to contend with cold,

wet weather when they expect the team to lose.
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RESULTS OF THE REGRESSION ANALYSES OF

NEW YORIC JETS "NO SHOWS": 1972-19 75

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 - .65296
r( 6,20 ) - 6.27180*

Independent Variables Regre

Televised Gaoes
Tenpcrature
Precipl tat ion

Home Tean's win-loss a

Visiting Team's V'in-loss Z

1973
•197A
1975^
Constant

1 Coefficients F Values

.0«016' 1.248
-.00538 13.418*

.12975 9.674*

-.00012 1.007

-.05343 1.262
-.01860 .152

.42006

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .64912

F( 8,18 ) - 4.16237*

Independent Variables

Televised Games
Temperature
Prccipitat i on

Home Tean's Div. Standing
Visiting Tean's Div. Standing
1973
1974
1975
Constant

Regression Coei f ic ients t Vaiues

.02873 .433

-.00549 12.516*

.11838 6.754*
-.00291 .007

-.00322 .067

.00227 .001

.03919 .182

.04526 .246

.36716

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .64854

F( 7,19 ) = 5.00865

Independent Variable

Televised Games
Temperature
Precipitation
Home W-L% x Visitor's W-LX
1973
1974
1975
Constant

Regression Coefficients F Values

.03474
-.00550
.12097

-.02573
-.01157
.02620
.03448
.36108

.646
13.403*
7.993'

.042

.032

.189

.407

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking ,

and "PRO" Magazine

The New York Jets do not share revenues earned from the sales of

concessions, parking or "PRO" magazine. As a result, no information on

parking revenues has been made available by the team.

Concession revenues increased substantially between 1973 and 1975,

even allowing for one less game played in 1973. On the other hand, "PRO" sales

have declined over the past three year period. In both instances, season

variations in revenues did not coincide with changes in live gate attendance

over the four year period. Instead, a variety of other factors, having nothing

to do with Public Law 93-107 apparently contributed to seasonal changes in

the sale of concessions and "PRO" magazine.

Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for New York Jets: 1972-1975

1972 1973 1974 1975

(7 games) (6 games) (7 games) (7 games)

1. Concessions $ NA $361,854 $432,621 $497,224
(percentage change (15.0%)
from previous season)

2. "PRO" magazine 63,635 54,173 49,630 48,363
(percentage change (-14.9%) (-22.0%) (-2.6%)
from previous season)

3. Parking NA NA NA NA
(percentage change
from previous season)

4. Total tickets sold 430,442 355,718 411,442 413,013
(percentage change (-17.4%) (15.7%) (.4%)
from previous season)

5. "No shows" 32,597 56,836 71,865 60,225
(percentage change (74.4%) .(26.4%) (-16.2%)
from previous season)

6. Number of televised 4 4 4
home games

NA - Information was Not Available
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4. Audience Ratings

Unlike most NFL teams, televised Jets' games have not captured a pa

ticularly large proportion of the television audience. For example, the team's

televised home games over the past three years have attracted an average audien

rating of 13.2. Away games on the other hand enjoyed a somewhat higher rating

15.8. Neither of these audiences are particularly large for local team telecas

The Jets' audience ratings are also uncharacteristic since they wer

not substantially larger than the audience ratings for other NFL games telecast

at the same time but on different channels. However, the competing games tele-

vised in 1973 involved the New York Giants, another local team.

Audience ratings in New York are generally lower than in most other

NFL cities. This occurs because the New York market supports a relatively

larger number of stations. Consequently, there are more options for the viewer

to select. This usually results in a higher degree of audience fragmentation a

lower audience ratings.

The size of the television audience watching televised Jets' games

over the past three years, probably reflects the team's poor records. New

York had three consecutive fourth place finishes in the AFC's Eastern Division

since the adoption of Public Law 93-107. Not surprisingly. New York viewers

appear to be less inclined to watch their home team play when that team is

experiencing a losing season.

Audience Ratings for New York Jets Games: 1973-1975

New York Jets Other Teams
Home Games Away Games Competing Non-Competing

1973 (3) 11.6 (1) 17.9 (2) 15.9 (10) 16.8
1974 (0) - (1) 11.7 (1) 10.7 (11) 14.6
1975 18.1 (1) 17.8 (0) ^ (10) 14.6
Avg.

Ratings (4) 13.2 (3) 15.8 (3) 13.3 (31) 15.3
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The Oakland Raiders

1 . Televised Games and Ticket Sales

Since the adoption of Public Law 93-107, the Oakland Raiders have

locally televised 14 of their 21 home games, or 66.6 percent of the total. Of

the seven home games played during each of the past three seasons, five were

locally televised in 1973, four in 1974, and five in 1975.

The Raiders' ticket sales have remained consistently high over the pas

four seasons. Between 1972 and 1973 total ticket sales increased from 367,078 to

390,367, or by 6.3 percent. In 1973, the average number of tickets sold per

game was 55,767, which exceeded the stadium's seating capacity. The difference

apparently reflects tickets sold for standing room only.

Raiders' ticket sales fell by 5.4 percent in 1974 and increased by

a fraction of 1 percent in 1975. However, at no time during the past four

years has the number of total tickets sold fallen below 98 percent of the

stadium's capacity.

Season ticket sales have slightly increased during each of the past

three seasons. Last year, season tickets accounted for 97 percent of all

tickets sold, which reflects the intensity of demand to see the Raiders play.

This figure Is not surprising given that the team has won the AFC's Western

Division championship the last four years In a row. Neither is it surprising

that two-thirds of the Raiders' home games have been locally televised since

the adoption of Public Law 93-107, given that the Raiders have sold approximately

51,000 season tickets for each of the past three seasons.
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Summary of Oakland Raiders
Ticket Sales: 1972-1975

1972 1973 1974 1975

53, 800 54 ,041 54,041 54 ,037

2

.

Total tickets sold
(percentage change
from previous season)

367 ,078 390,367
(6! 3%)

369,465 369, 948

(0.1%)

3. Avg. seats sold per game 52,440 55,767 52,781 52,850

4. Season ticket sales
(percentage change
from previous season)

50,793 50,802
(0%)

50,840
(.1%)

51,107
(.5%)

5. Percentage of games won .714 .643 .857 .786

6. Divisional standing 1 1 1 1

7. Number of televised games 5
.

4 5

2 . "No Shows": Summary and Analysis

The Raiders' live gate attendance has fluctuated over the past four

years. Total "no shows" increased from 21,507 in 1972 to 31,796 in 1973, before

falling to 27,112 in 1974. Last year, "no shows" increased again to 31,598.

However, at no time during the past four years, did the ratio of Oakland's "no

shows" to total tickets sold exceed the league's average. Hence, the Raiders

have had a better attendance record than most teams even though they locally

televised two-thirds of their home games played since the adoption of the

Sports Anti-Blackout Law. Given the team's excellent record, this is not

surprising. Nevertheless, "no shows" have generally been higher at locally

televised games than at non-televised games during each of the past three
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Summary of "No Shows" For
Oakland Raiders: 1972-1975

1. Total "No Shows"
(percentage change

from previous season)

2. Avg. "No Shows" per game

3. Avg. number of seats
sold per game

4. Percentage of seats sold
not showing

5. Number of televised games

6. Avg. "No Shows" per
televised game

7. Avg. "No Shows" per
non-televised game

1972

21,507

3,072

52,4A0

5.9%

3,072

1973

31,796
(47.8%)

4,542

55,767

8.1%

5

6,015

860

1974

27,112
(-14.7%)

3,873

52,781

7.3%

4

4,791

2,650

1975

31,598
(16.6%)

4,514

52,850

8.5%

5

5,231

2,720

8. Percentage of games won

9. Divisional standing

.714 .643 .857 .786

1 1.1 1

The results of our statistical analysis indicate that Public Law

93-107 has not directly affected the live gate attendance at Oakland's locally

televised games. The variable indicating whether or not a home game was tele-

vised was positive but not significant, indicating that attendance was no worse

at locally televised games than at non-televised games, when all other factors

(e.g. weather) were taken into account.

The Raiders' live gate attendance decreased when it rained. Speci-

fically the results indicated that "no shows" increased by about 50 percent when

the weather was wet.

As was the case with other teams, locally televised games could

have exacerbated the adverse effect which precipitation had on "no shows." Fans

may have been less inclined to attend games in wet weather, if given the oppor-

tunity to see the game on television.
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All other factors defined in the model including those variables

which reflected the quality of the game did not have a significant impact on

attendance. The latter finding was not surprising given the consistent

excellence of the team over the past four seasons.
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RZSULTS OF THE REGRESSION ANALYSES OF

OAKLAND "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 - 0.67727
F( 8,19 ) = 4.98419*

Independent Variables Regression Coefficients F Values

Televised Games
Temperature
Precipitation
Home lean's win-loss X

Visiting Team's Win-loss %

1973
•19 74

1975
Constant

02854
-.00152
.08487

-.00021
-.00006
.02124

.06880

.05044

.27515

2.040
1.228

17.284*

2.665
2.352
0.649
3.793
2.333

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = 0.65897

F( 8,19 ) = 4.58916*

Independent Variab les Reeression Copf f i ri pnt^ F Valros

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

.03495
-.00140
.05992
.03442
.00982
.01009

.02859

.02670

.04279

3.029
0.936
5.958*

2.746
1.420
0.144
1.075
0.837

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = 0.63713

F( 7,20 ) = 5.01667*

Independent Variable

Televised Games
Temperature
Precipitation
Home W-L% x Visitor's W-L%
1973
1974
1975
Constant

Regression Coefficients F Values

.03445 2.909

-.00146 1.076

.08454 16.132*

-.10428 4.044

.02288 0.702

.04113 2.103

.03082 1.127

.13771

* Indicates the equation or independent variable is significant at tnc

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concession, Parking ,

and "PRO" Magazine

The Oakland Raiders do not share revenues earned from the sale of

concessions or stadium parking. Even though Public Law 93-107 may have in-

directly affected the team's live gate attendance, subsequent losses of

ancillary revenues did not appear to be serious.

For example, the Raiders experienced their largest number of "no

shows" in 1973 when 31,796 ticket holders failed to attend home games. Never-

theless, the live gate attendance increased during that year since more tickets

were also sold. Concession sales also increased marginally, but parking and

"PRO" sales fell slightly. Comparisons between other seasons are difficult

since the figures for 1974 reflect sales at 11 games and the data for the 1975

season is missing.

In conclusion. Public Law 93-107 could have resulted in lower

concession and parking sales, at least to the limited possible extent that the

law has adversely impacted on the live gate. However, attendance at Raiders'

games has remained consistently high over the past four years. The anti-

blackout legislation, therefore, has probably not imposed an undue financial

hardship on Oakleind's concessionaire, the local parking authority, or the

Raiders' team.



139

•136-

Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Oakland Raiders: 1972-1975

1972 1973 1974 1975

(7 games) (7 games) (11 games) (7 games)

Concessions $411,560 $417,149 $586,856 $ NA
(percentage change (1.4%)

from previous season)

(13 games) (7 games)

2. "PRO" magazine 64,958 66,850 106,803 65,667
(percentage change (-1.4%)

from previous season)

(11 games)

3. Parking 63,522 62,665 94,872 NA
(percentage change (-1.4%)

from previous season)

4. Total tickets sold* 367,078 390,367 369,465 369,948
(percentage change (6.3%) (-5.4%) (0.1%)
from previous season)

5. "No shows"* 21,507 31,796 27,112 31,598
(percentage change (47.8%) (-14.7%) (16.6%)
from previous season)

6. Number of televised 5 4 5

home games

NA - Information was Not Available

* Total for seven home games
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A. Audience Ratings

As the figures in the table below indicate, audience ratings for

Oakland games have risen during each of the past three years. The three year

averages also show that about 20 percent of all homes in the Bay area, includ-

ing San Francisco, watch the Raiders play when their games are televised.

It is further evident that these viewers prefer to see the home

team as opposed to other NFL teams with the possible exception of the San

Francisco Forty-Niners . Ratings for the two competing games televised in 1974

and 1975 averaged only 3.1 percent compared with an average rating of nearly

22 percent for Oakland games aired at the same time but on different networks.

The single competing game in 1973 was unusual since it had a rating of 18.9.

However, that game matched the Forty-Niners against the Rams—both of which

would likely be of interest to viewers in the Bay area.

Games involving teams other than the Raiders, which were aired at

different times also did quite well. However, those ratings include a number

of the Forty-Niners televised contests which would explain the relatively

small differences between the audience for Raiders' games and those for other

NFL teams broadcast at different times.

Audience Ratings For Oakland Raiders Games: 1973-1975

Raiders Other Teams
Home Games Away Games Competing Non-Competing

1973 (3) 20.1* (1) 9.8 (2) 18.9 (6) 18.2
1974 (0) - (1) 19.8 (1) 3.4 (10) 17.1
1975 a)_ 23.1 (2) 24.8 (1) 2.8 (10) 19.0
Avg.
Ratings (4) 21.6 (4) 18.1 (4) 8.4 (26) 18.1

*Includes one simulcast game carried on CBS on November 4, 1973
with Oakland and San Francisco sharing average rating.
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The Pittsburgh Stealers

1. Televised Games and Ticket Sales

The Pittsburgh Steelers have consistently sold all tickets made

available in their home stadium — Three Rivers — since the 1973 adoption of

Public Law 93-107. Consequently the franchise has locally televised 21 of the

22 home games in the last three years. 1_/ Additionally, during each of the past

three seasons, the average number of seats sold per game has been equivalent to

at least 99 percent of the stadium's capacity. Total ticket sales have also

increased since 1973.

Season ticket sales showed their largest increase in 1973 with a

59 percent gain. The Steelers experienced a marginal decrease (0.7 percent) in

season ticket sales in 1974 and an equally marginal increase (0.8 percent) for

the 1975 season. Nevertheless, the rise in last year's season ticket sales

resulted in the largest number of tickets sold during any of the past four

seasons.

The Steelers' success in selling tickets is not surprising. Pitts-

burgh has had a string of four consecutive divisional championships and captured

the NFL championship in both 1974 and 1975. Furthermore, the team has won at

least ten of its 14 games in each of the past four years. Given this remark-

able performance, it would have been unusual had the Steelers' not been able to

sell a^ many tickets as they did.

1/ In 1973 Pittsburgh played eight regular season games all of which were
locally televised. All seven home games were locally televised in 1974,
while the blackout was lifted on six of seven games in 1975.

72-769 O - 76 - 10
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Summary of Pittsburgh Stealers
Ticket Sales: 1972-1975

1. Stadium capacity

1972

50,066

1973

(8 games)
50,066

1974

50,112

1975

50,112

2. Total seats sold
(percentage change from
previous seasons)

335 ,335 397 ,299

(18!5%)

347,228
(-12.6%)

348 ,227

(.3%)

3. Avg. seats sold per game 47,905 49,662 49,604 49,747

4. Season ticket sales
(percentage change from
previous season)

28,159 44,844

(59.3%)

44,531
(-.7%)

44,902
(.8%)

5. Percentage of games won .786 .714 .714 .857

6. Divisional standing 1 1 1 1

7. Number of televised 8 7 6

home games

2. "No Shows": Summary and Analysis

Pittsburgh "no shows" have increased markedly since the adoption of

Public Law 93-107. Between 1972 and 1974, the number of ticket holders who did

not attend games jumped from 5,011 to 26,541, although the 1974 figure was still

only 7.6 percent of total seats sold. Attendance picked up in 1975 when "no

shows" declined to 11,627, which was equivalent to only 3.3 percent of all

tickets purchased.

Even during 1973 when the Steelers averaged 3,199 "no shows" per

game, the team was still well below the average of 5,691 "no shows" for all NFL

games played during the 1973 season.
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Summary of "No Shows" For

Pittsburgh Steelers: 1972-1975

1. Total "No Shows"
(percentage change
from previous season)

2. Avg. "No Shows" per game

3. Avg. number of seats
sold per game

4. Percentage of seats sold

not showing

5. Number of televised games

6. Avg. "No Shows" per

televised game

7. Avg. "No Shows" per
non-televised game

8. Percentage of games won

9. Divisional standing

1972

5,011

716

47,905

1.5Z

716

.786

1

1973

(8 games)
25,591
(410.6%)

3,199

49,662

1974

6.4%

3,199

,714

1

26,541
(3.7%)

3,792

49,604

7.6%

7

3,792

.714

1

1975

11,627
(-56.2%)

1,661

49,747

3.3%

6

1,740

1,190

.857

1

Given that the Steelers have locally televised nearly all home games

since 1973, it is more difficult to assess the impact Public Law 93-107 has had

on the team's live gate attendance. The results of the regression analyses in-

dicate that the legislation did not directly affect attendance. That is, atten-

dance at televised games was not significantly lower than at non-televised games.

However, the statistical analyses show that attendance did prove to be

sensitive to climatic conditions. Specifically, live gate attendance at Pitts-

burgh games decreased when the weather was cold and/or wet. Although this was not

unexpected, weather conditions alone do not afford a reasonable explanation for

seasonal increases in "no shows" during 1973 and 1974, since weather conditions

for those years were not particularly more adverse than in 1972. Consequently,
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it would appear that Stealers' fans may have become less inclined to attend games

in bad weather. This may be partially attributable to television. That is, if

the fans know the game will be broadcast on a local television station, they may

be less inclined to sit in a cold and wet stadium in order to see the game live.

Public Law 93-107, therefore, could have had an indirect adverse impact on the

team's live gate attendance. Unfortunately, given our data, there is no reason-

able way to determine the extent of that effect, nor can one be absolutely

certain that it does in fact exist. Fans could be becoming less inclined to

brave adverse weather conditions in order to see a game, regardless of whether

or not the contest is locally televised. Additionally, the count of "no

shows" could have been less accurate in 1972 than in the latter three years. If

so, then the seasonal differences would probably be less acute than they now

appear. This would tend to obviate the notion that Pittsburgh fans are becoming

more sensitive to weather conditions.
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RESULTS OF THE REGRESSION ANALYSES OF
PITTSBURGH "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 = .71370
F( 8,20 ) - 6.2320A

Independent Variables Regression Coefficients F Va

Televised Games
Temperature
Precipitation
Home Team's win-loss %

Visiting Team's Win-loss 2

1973
•1974

1975
Constant

Equation 2

.04238 1.062
-.00161 10.728*

.06501 11.080*
-.00025 8.678*
-.00003 .482

.03668 .727

.01731 .163

.03418 .817

.27277

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 " .58996

F( 7,21 ) = 4.31642*

Independent Variables Refiression Coefficients F Val

Televised Games -.00384 .007

Temperature -.00136 6.663

Precipitation .06236 7.413*

Home Team's Div. Standing
Visiting Team's Div. Standing .01244 2.663

1973 .02814 .315

1974 .03557 .513

1975 .02165 .243

Constant .05918

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = .61304

^( 7,21 ) = 4.75271*

Independent Variable

Televised Games
Temperature
Precipitation
Home W-L% x Visitor's W-L%
1973
1974
1975
Constant

Regression Coefficients F Values

.00498-

-.00119

.06329
-.08969

.03075

.02987

.02652

.10886

.013
5.372*
8.148*

4.074
.398
.382

.385

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3 . Revenues Earned from the Sale of Concessions, Parking
,

and "PRO" Magazine

A share of the revenues from concessions and parking at Three

Rivers stadium is not retained by the Steelers. While these revenues have

increased since 1973, moreover, all home games of the team have been televised.

Thus, Public Law 93-107 has not resulted in a diminution of concessionaires'

and parking income for the 1972-1974 seasons. However, if the law did have

an indirect impact on attendance, concession and parking revenues may have been

lower than they would have been, if all home games had been blacked out. In

this sense, the concessionaire and parking authority may have suffered a loss.

Sales of "PRO" magazine, however, have declined each season (although

the reported figures represent different numbers of games played each year)

.

r •

Despite better live gate attendance for 1975 (as compared to 1974 "no

shows" figures), sales of "PRO" have also been reduced. A number of factors,

perhaps including Public Law 93-107, could be responsible for th s loss.

While the Sports Anti-Blackout Law may have impacted on revenues

from these sources, it is not likely that the legislation has been responsible

for a large percentage of the change. Indeed these sales, particularly "PRO"

magazine, appear to be dependent on a number of factors other than live gate

attendance.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Pittsburgh Steelers: 1972-1975

1972 1973 1 / 1974 1975

(11 games) (10 games)

1. Concessions $485,103 $436,102 $528,337 $ NA
(percentage change (21.1%)

from previous season)

2. "PRO" magazine 97,155 81,121 75,314 56,944
(percentage change (-7.2%) (-24.4%)

from previous season)

3. Parking 86,747 98,947 100,412 NA
(percentage change (1.5%)
from previous season)

4. Total tickets sold* 335,335 397,299 347,228 348,227
(percentage change (18.5%) (-12.6%) (0.3%)
from previous season)

5. "No shows"* 5,011 25,591 26,541 11,627
(percentage change (410.6%) (3.7%) (-56.2%)

from previous season)

6. Number of televised 8 7 6

home games

NA - Information was Not Available
* - Total for seven home games (eight in 1973).

1/ Played eight regular season home games rather than typical seven home games.
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4. Audience Ratings

The figures in the table below clearly indicate that residents of

Pittsburgh and the surrounding area have viewed telecasts of Steeler games ex-

tensively in the last three years. As noted earlier, the legislation has

triggered a lifting on the blackout of 21 of the Steelers' 22 regular season

home games played during the past three seasons. On the average about 34 per-

cent of all homes in the Pittsburgh market tuned into the Steelers' home games,

while 36 percent watched the team's away games.

Exceedingly large differences between ratings for Pittsburgh games

and ratings for other games aired at the same time are indicative of the fact

that a very large proportion of all viewers^ if given the opportunity^ prefer to

watch the home team play. Viewer preferences are further reflected by the fact

that the Steelers outdrew other non-competing games by almost a two to one

margin.

Thus, the high audience ratings for home team telecasts suggest

that Public Law 93-107 has been in the Pittsburgh fans' best interests.

Audience Ratings for Pittsburgh Steelers Games: 1973-1975

Pittsburgh Other Teams
Home Games Away Games Competing Non-Competing

1973 (3) 36.3 (1) 40.7 (0) - (10) 18.6
1974 (2) 33.3 (2) 31.6 (1) 5.8 (10) 17.8
1975 (21 32.7 (2) 39.0 (1) 5.5 (9) 20.3
Avg.

Rating (7) 34.3 (5) 36.4 (2) 5.7 (29) 18.9
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The San Diego Chargers

1. Televised Games and Ticket Sales

The Sports Anti-Blackout Law has not affected the San Diego Chargers.

Since 1973, when the law was enacted, none of the Chargers' home games has been

sold out and locally televised. The table below also reflects a deterioration in

ticket sales experienced by San Diego since 1972. Both total sales and season

ticket sales have declined each season except for a 9.3 percent increase in

season ticket sales in 1973. The nadir for the four year period was reached

last year when an average of only 32,589 seats were purchased per game. More-

over, season tickets sold in 1975 declined by 24.7 percent to 22,280 which was

less than half of the stadium's capacity.

Summary of San Diego Chargers'
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 50,000 54,572 52,572 52,572

2. Total seats sold
(percentage change from
previous season)

347,349 330,722
(-4.8%)

264,269
(-20.1%)

228,124
(-13.7%:

3. Avg. seats sold per
game

49,621 47,246 37,753 32,589

4. Season ticket sales
(percentage change from
previous season

36,310 39,681
(9.3%)

29,595
(-25.4%)

22,280
(-24.7%)

5. Percentage of games won .286 .143 .357 .143

6. Divisional standing 4 4 3 4

7. Number of televised
home games.
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2. "No Shows" : Summary and Analysis

Even though San Diego has not been particularly successful in selling

tickets In recent years, those who do purchase seats generally use them. The

percentage of ticket holders who chose not to attend San Diego games has been

below the league average during each of the past four seasons.

"No shows" did, however, increase substantially in 1973, the first

year in which the Sports Anti-Blackout Law was in effect. However, even then

only 6.7 percent of all tickets sold were not used. This represents reasonably

good attendance for a team which won only two games and finished last in its

division. Between 1973 and 1974 "no shows" decreased from 22,247 to 14,009 but

Increased again In 1975 to 15,148. Not surprisingly, these fluctuations coincide

with the team's performance. The Chargers improved in 1974 finishing third in the

AFC's Western Division with a 5-7 won-loss record. However, in 1975 as in 1973,

the team won only two games and finished in last place.

Summary of "No Shows" For
San Diego Chargers: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 12,149 22,247 14,009 15,148
(percentage change (83.1%) (-37.0%) (8.1%)
from previous season)

2. Avg. "No Shows" per game 1,736 3,178 2,001 2,164

3. Avg. number of seats 49,621 47,246 37,753 32,589
sold per game

4. Percentage of seats 3.5% 6.7% 5.3% 6.6%
sold not showing

5. Number of televised games

6. Avg. "No Shows" per
televised game

7. Avg. "No Shows" per 1,736 3,178 2,001 2,164
non-televised game

8. Percentage of games won .286 .143 .357 .143

9. Divisional standing 4 4 3 4
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As noted earlier, Public Law 93-107 has not effected the Chargers'

live gate attendance since the blackout has never been lifted on any of the

team's home games. However, attendance was influenced by the weather. "No

shows" increased significantly when the temperature and/or rain fell. Addi-

tionally, ticket holders were more inclined to come to a game when the visiting

team was playing well and in contention for a divisional championship.

The results further indicate that attendance improved (deteriorated) as the

Chargers moved up (down) in the divisional standings. Like most NFL fans, the

Chargers' ticket holders preferred to see their team winning. However, even when

the team vas losing, a markedly higher percentage of ticket holders remained loyal

and continued to attend games.
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RESULTS OF THE REGRESSION ANALYSES OF

SAN DIEGO "NO SHOWS": 1972-1975

Equaticn 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 •= 0.34021
F( 7,20 ) - 15.02348*

Independent Variables

Televised Games

^

Temperature
Precipitation
Home Team's win-loss Z

Visiting Team's Win-loss Z

1973
•1974

1975
Constant

Regression Coefficients

.00098 0.931
-.18290 59.438*

-.00006 5.521*

-.00007 12.632*

.00656 0.261

.00528 0.172

.01288 1.138

.03096

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 - 0.79093

6,21 ) ' 12.24068*

Independent Variables Rpcrc.'-.i nn Coefficier

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974^

1975
Constant

.00063

.18100

.01512

.01136
-.01158

.01741
-.07708

0.415
48.251*
5.147*
8.773*

0.991

2.767

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = 0.79587

F( 6,21 ) = 13.64577*

Independent Variable Regression Coefficients F Values

.00067 0.384

.17942 47.109*

-.16763 11.434

-.00707 0.255

.00334 0.062

.01375 1.094

.02459

Televised Games ^

Temperature
Precipitation
Home W-L% x Visitor's W-L%
1973
1974
1975
Constant

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an eyc<»eHi.n?lv low F value
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3. Revenues Earned from the Sale of Concessions, Parking,
and "PRO" Magazine

The San Diego Chargers retain one-third of concession revenues

but do not share income from stadium parking.

The figures in the table below indicate that revenues from these

sources plus the revenues from "PRO" magazine which accrue to the team are

directly related to attendance. The franchise's problems with both facets

of their operations, however, cannot be attributed to Public Law 93-107, since

the Chargers have never locally televised a home game.

Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for San Diego Chargers: 1972-1975

1972 1973 1974 1975

1. Concessions $390,946 $382,321 NA NA
(percentage change (-0.2%)
from previous season)'

2. "PRO" magazine 127,087 119,779 NA 20,027
(percentage change (-6.1%)

from previous season)

3. Parking 49,809 42,080 41,192 42,824 j,/

(percentage change (-18.4%) (-2.2%) (4.0%)

from previous season

4. Total ticket sold 347,349 330,722 264,269 228,124
(percentage change (-4.8%) (-20.1%) (-13.7%)

from previous season)

5. "No shows" 12,149 22,247 14,009 15,148
(percentage change (83.1%) (-3 7.0%) ( 8.1%)
from previous season)

6. Number of televised -

home games

NA - Information was Not Available

1/ 1975 increase attributed to Monday night game.
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4. Audience Ratings

As noted earlier, none of the San Diego Chargers' home gsimes was

broadcast locally. Audience interest in Charger games, therefore, can only be

measured on the basis of the team's away games which received an average

rating of 22.6. Again, this indicates that about 23 out of every 100 homes

in the San Diego area watched the Chargers play away games.

Games involving other teams aired at different times received a

comparable average audience rating of 19. A. However, when forced to choose

between the Chargers and other teams, San Diego viewers clearly preferred the

home team. Ratings for competing games averaged only 9.6 even though one of these

games (in 1973) involved the Los Angeles Rams and attracted a rating of 17.2.

However, all ratings have declined over the past three years which could indi-

cate that professional football is becoming less popular with the San Diego

television audience. However, this seemingly waning interest in professional

football telecasts cannot be attributed to oversaturation since blackouts of home

games have yet to be lifted in the San Diego area. Indeed, a far better explanation

would be that the viewers in Southern California are becoming less inclined to

watch their home team during losing seasons.

Audience Ratings for San Diego Chargers' Games: 1973-1975

Chargers Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) ~ (2) 27.6 (1) 17.2 (11) 22.0
1974 (0) — (2) 23.7 (2) 6.5 (10) 20.3
1975 (0) — (2) 16.5 (1) 5.8 (11) 15.8
Avg.
Ratings (0) — (6) 22.6 (4) 9.8 (32) 19.4
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NATIONAL FOOTBALL CONFERENCE

ATLANTA FALCONS

CHICAGO BEARS

DALLAS C0\;B0YS

DETROIT LIONS

GREEN BAY PACKERS

LOS AliGELES RAilS

MINNESOTA VICKINGS

NEW ORLEANS SAINTS

NEW YORK GIANTS

PHILADELPHIA EAGLES

SAINT LOUIS CARDINALS

SAN FRANCISCO FORTY-NINERS

WASHINGTON REDSKINS
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The National Football Conference

The Atlanta Falcons

1. Televised Games and Ticket Sales

The effect of Public Law 93-107 on the Atlanta Falcons has been

limited to the 1973 and 1974 seasons since none of the team's 1975 home games

was locally televised. However, all seven home games played during each of

the 1973 and 1974 seasons were aired by local television stations. The legis-

lation, therefore, triggered a lifting of the blackout on two-thirds of all

Falcons' home games played since 1973.

Atlanta Stadium seats approximately 58,850 fans. Whereas the

Falcons were able to sell out the stadium in 1973 and 197A for all home

games, no sellouts were recorded in 1975. Total ticket sales declined

by 14.5 percent in 1975, and season ticket sales declined by 27.9 percent.

It would seem that ticket purchases by Atlanta fans were particularly sensi-

tive to the team's performance. That is, last year's decline in season ticket

sales corresponded to a deterioration of the team's 1974 divisional standing and

won-loss record. Consequently, all ticket sales for 1975 were only 84 percent

of seating capacity while the team's 1972, 1973 and 1974 ticket sales were

equivalent to at least 98 percent of the stadium's seating capacity.
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Summary of Atlanta Falcons
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 58,850 58,850 58,850 58,850

2. Total tickets sold
(percentage change

from previous season)

403,678 406,624
(.7%)

402,393
(-1.0%)

343,977
(-14.5%)

i3. Avg. seats sold per

game
57,668 58,089 57,485 49,140

4. Season ticket sales
(percentage change
from previous season)

49,872 53,037
(6.4%)

53,278
(.5%)

38,426
(-27.9%)

5. Percentage of games won .500 .643 .214 .286

6. Divisional standing 2 2 4 3

Number of televised games3 7 7

2. "No Shows": Summary and Analysis

Variations in Atlanta "no shows" corresponded to the number

of locally televised games. For example, the Falcons had a total of 40,506

"no shows" in 1972 when, of course, no games were carried by television stations

in the team's home territory. During 1973 and 1974 when all home games were

locally televised, "no shows" increased to 64,631 and 143,488 respectively.

The 1973 figure was 15.8 percent of all seats sold, while the 1974 figure was

equivalent to 35.7 percent of total tickets purchased.

The situation improved somewhat in 1975 when "no shows" declined to

65,244, or 19 percent of all tickets sold. As noted, each of the Falcons'

home games was blacked out locally last year.

72-769 O - 76 - 11
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The figures in the table below also Indicate that the average numl

of "no shows" at the Falcons' locally televised games were considerably largei

in 1973 and 1974 than the average number of "no shows" at non-televised games

1972. Consequently, it appears that Public Law 93-107 could have had an advei

impact on the team's live gate attendance during 1973 and 1974.

Summary of "No Shows" For
Atlanta Falcons: 1972-1975

1. Total "no shows"
(percentage change
from previous season)

2. Avg. "no shows" per game

3. Avg. number of seats
sold per game

Percentage of seats
sold not showing

5. Number of televised games

6. Avg. "no shows" per
televised game

Avg. "no shows" per
non-televised game

8. Percentage of games won

9. Divisional standing

1972

40,506

5,787

57,668

102

5,787

.500

2

1973

64,631
(58.9%)

9,194

58,089

15. 8Z

7

9.194

.643

2

1974

143,488
(122%)

20,498

57,485

35.7%

7

20.498

,214

4

1975

65,244
(-54.5%)

9,321

49,140

19.0%

9,321

.286

3
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I

The statistical analysis demonstrates that, Atlanta's increase in

the number of "no shows" in 1973 and 197A was partially attributable to locally

litelevised games. When the won-loss percentages of both teams were multiplied
!v!: !

together and used as a measure of the quality of the game, the televised game

jjvariable was positive and significant. This indicates that fewer ticket holders

attended games when given the opportunity to see it on local television.

Temperature also affected the team's live gate attendance. As

expected, more fans stayed home when the temperature was cold. It is possible

that locally televised games may have also indirectly affected this relation-

ship. Specifically, Atlanta fans may have been more inclined to stay at home

when the weather was cold, if the game was locally televised and particularly

|j

If the team was not having a good season.

Attendance also proved sensitive to the team's won-loss record.

As expected, more fans attended home games when the Falcons were winning.

Finally, the number of "no shows" were significantly higher in 1974 than in

( 1972, when all other factors in the model were taken into account. This

1 suggests that the 197A seasonal increase in "no shows" was attributable to

factors other than those defined in the model. The fuel crisis and the

softness in the general economy during that year are two possible explanations

I for this result.
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RESULTS OF THE REGRESSION ANALYSES OF
ATLANTA "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold

e2 - .86054
F( 7,20 ) - 17.6294* :

'

Independent Variables Regression Coefficients F Value'

Televised Games* .09054 3.719
Temperature -.01108 59.693*
Precipitation .07559 1 .570

Home Team's vin-loss 2 -.35A9A 7.354*
Visiting Team's Win—loss Z -.03223 .179

1973
•1974 .09402 ' 3.250
1975 -.02093 .113
Constant .94534

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 ..81958

F( 7,20 ) - 12.9788*

Independent Variables Regression Coefficients F Values

Televised Cz-si. .0SS96 3.595

Temperature • -.01065 34.719*

Precipitation .06513 .996

Home Team's Div. Standing .04849 2.286
Visiting Team's Div. Standing .00281 .032

1973^
1974 .12127 4.022

1975 .05887 1.038

Constant .59522

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

R2 = .83028

^( 6,21 ) - 17;1221*

Independent Variable Regression Coefficients F Values

Televised Games 3 .11207 5.036*
Temperature -.01115 50.819*
Precipitation .09846 2.495
Home W-LZ x Visitor's W-L2 -.25396 4.141
1973*

1974 .12542 5.449*
1975 .05035 .996
Constant .79531 .886

* Indicates the equation or Independent variable Is significant at the
.05 level of confidence

a. The independent variable was not forced into the equation due to an
exceedingly low F value.

^
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3. Revenues Earned from the Sale of Concessions, Parking,
and "PRO" Magazine

It is impossible to assess the impact of Public Law 93-107 on

the franchise's revenues earned from the sale of concessions and parking

since information for the 1973, 1974 and 1975 seasons was not available.

The sale of "PRO" magazine increased in 1973, even though live

gate attendance declined. Last year, "PRO" sales decreased even though

attendance improved. Consequently, there does not appear to be a consistent

relationship between "PRO" sales and the Falcons' live gate attendance. It

is therefore apparent that a number of factors, including locally televised

games, influenced this source of revenue.

Revenues Earned From the Sale of Concessions, "PRO" Magazine
and Parking for Atlanta Falcons: 1972-1975

1972 1973 1974 1975

1. Concessions $ 38,703 $ NA $ NA $ . NA
(percentage change
from previous season)

2. "PRO" magazine 52,538 84,537 55,516 44,841
(percentage change (60.9%) (-34.3%) (-19.2%)
from previous season)

3. Parking 27,859 NA NA NA
(percentage change
from previous season)

4. Total tickets sold 403,678 406,624 402,393 343,977
(percentage change (.7%) (-1.0%) (-14.5%)
from previous season)

5. "No Shows" 40,506 64,361 143,488 ' 65,244
(percentage change (58.9%) (122%) (-54.5%)
from previous season)

6. Number of televised 7 7
home games

NA - Information was Not Available
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A. Audience Ratings

Since 1973, Atlanta television viewers have consistently preferred

watch Falcons' football games rather than other teams' contests. Although the

1975 ARB sweep did not include a home-game telecast, previous years' ratings

indicate that the most popular football broadcasts in the Atlanta area have bet

the Falcons' home games. Public Law 93-107, therefore, can be seen to have

attracted large audiences to Falcons' telecasts. VHiile also popular, away game

involving the Falcons have not attracted the same degree of audience interest.

However, since 1973 all Atlanta home team audience ratings have decreased.

Audience interest in games involving other NFL teams has fluctuated

In 1975 interest in both competing and non-competing football broadcasts as

measured by these ratings increased. Fewer broadcasts involving the Falcons

coupled with the team's relatively poor showing during this period may have

caused other telecasts to gain a share of the local audience.

Audience Ratings for Atlanta Falcons' Games: 1973-1975

Falcons Other Teams
Home Games Away Games Competing Non-Competinj

1973 (2) 36.3 (2) 30.3 (2) 5.8 (9) 18.

(

1974 (1) 34.4 (3) 25.3 (1) 5.5 (11) 15.:

1975 (0) 7_ (2) 21.9 (2) 8.2 (10) 17.

(

Avg.

Ratings (3) 35.4 (7) 25.8 (5) 6.5 (30) 17.:
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The Chicago Bears

I 1. Televised Games and Ticket Sales

The Chicago Bears have televised 71 percent of all home games played

since the adoption of Public Law 93-107. All seven home'g«imes were broadcast in

the Chicago area during 1973. In 197A six home games were carried locally while

two were locally televised last year.

Ticket sales have remained almost constant over the past four years.

Indeed, the difference in ticket sales between each of the past four seasons has

been less than 1 percent. The Bears sold an average of 55,129 tickets per game

in 1972 and 55,102 in 1973. Ticket sales exceeded the Soldiers' Field seating

capacity during each of these seasons. The stadium's capacity was subsequently

expanded to 55,701 seats and the Bears sold an average of 55,122 tickets per

game In 1974. Last year, ticket sales averaged out to 54,589 per game.

Season ticket sales have also remained relatively stable since 1972.

Sales decreased by a fraction of one percent in 1973, increased by about 5

percent in 1974 before declining 8.7 percent in 1975.

The Bears' success in selling tickets is particularly encouraging

since the team has not won more than four games during any of the last four

years while finishing last in the NFC's Central Division in 1972, 1973 and 1974.

It is further apparent that the Sports Anti-Blackout Law has not affected

ticket sales even though the Bears' have televised a relatively larger propor-

tion of their home games than have most NFL teams.
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Summary of Chicago Bears
Ticket Sales: 1972-1975

1. Stadium capacity

2. Total tickets sold
(percentage change
from previous season)

3. Avg. seats sold per
game

4. Season ticket sales
(percentage change
from previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised games

1972

52,500

385,906

55,129

A9,124

.286

4

1973

52,500

385,715
(0%)

55,102

48,996
(-.3%)

.214

4

7

1974

52,701

385,852
(0%)

55,122

51,525
(5.2%)

.286

4

6

1975

57,455

382,126
(-1%)

54,589

47,070
(-8.7%)

.286

3

2

2. "No Shows": Summary and Analysis

Unlike ticket sales, Chicago "no shows" have fluctuated widely ove:

the past four seasons. "No shows" totaled 24,828 in 1972 while increasing to

71,102 in 1973. Attendance fell again in 1974 when 100,056 ticket holders

failed to attend home games during the course of the season. This was equiva-

lent to nearly 26 percent of all seats sold. While "no shows" decreased to

63,020 in 1975, this figure still amounted to a relatively high proportion

(16.5 percent) of all tickets sold.
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Summary of "No Shows" For
Chicago Bears: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 2A,828 71,102 100,056 63,020
(percentage change (186.4%) (40.7%) (-37%)

from previous season)

2. Avg. "No Shows" per 3,547 10,157 14,294 9,003
game

3. Avg. number of seats 55,129 55,102 55,122 54,589
sold per game

4. Percentage of seats sold 6.4% 18.4% 25.9% 16.5%
not showing

5. Number of televised games 7 6 2

6. Avg. "No Shows" per 10,157 15,498 7,245
televised game

7. Avg. "No Shows" per 3,547 7,068 9,706
non-televised game

8. Percentage of games won .286 .214 .286 .286

9. Divisional standing 4 4 4 3

As the figures above indicate, the average number of "no shows" at

locally televised games was also higher than at non-televised games in 1973 and

1974. Last year the reverse was true. However, the statistical analysis of

"no shows" indicates that these differences cannot be directly attributed to

Public Law 93-107.

The statistical evaluation of the live gate attendance at the Bears'

home games demonstrates that locally televised games did not result in signifi-

cantly higher "no shows" when all other factors defined in the model were taken

into account.

However, temperature, and the quality of the game significantly

affected the number of "no shows." As expected, fewer ticket holders attended

the games in colder weather. However, precipitation did not significantly
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affect the number of shows. Live gate attendance also increased as the Bears

moved up in the divisional standings. It is also probable that locally tele-

vised games facilitated the effect which each of these factors had on the fran-

chise's live gate attendance. That is, ticket holders were apparently less

inclined to attend games in cold weather or when the Bears were expected to

lose, if given the opportunity to watch the game on television. This would at

least partially account for the increase in "no shows" at locally televised

games played during the 1974 and 1975 seasons.

All three season variables were also significant, which suggests

that the model utilized for the analysis is not completely appropriate for

evaluating the number of "no shows" at the Chicago franchise. Interpretation

of these results indicate something specific to each of the past three seasons

differentially affected the number of "no shows." More precisely, "no shows"

were significantly greater since the adoption cf Public Law 93-107 than they

were in 1972. We have no definitive explanation of this phenomenon other than

an apparent general decline in interest in watching the Bears play. This would

appear to be a reasonable explanation given that the team has not played well

over the past four seasons. If the Chicago fans come to habitually expect the

team to lose, then it is reasonable that incentives to attend home games will

diminish.
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RESULTS OF THE REGRESSION ANALYSES OF

CHICAGO "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 - .52924
!"( 8,19 ) - 2.66999*

Independent Variables Regression Coefficients F Values

Televised Games
Temperature
Precipitation
Home Tean's win-loss 2

Visiting Team's Win-loss Z

1973
1974
1975
Constant

-,03160
-,0046A
.07846
.00006

-.00003
.17086
.22026
.20034

.24975

.147
5.007*

1.851
.024

.083
2.057
4.542*

3.456

Equation ."

Dependent Variable: The ratio of "no shows" to total tickets sold
.r2 = .61736

F( 8,19 ) •= 3.83190*

Independent Variables Regression Coefficients F Valnf-.

Televised Games '
-.13822

Precipitation
io-77n 4 462*

Home Team's Div. Standing 'nVaJi 1
"

<?70
Visiting Team's Div. Standing vni^*
IQT^ .31406

llll -28232 9.233;
.21392 9.893*

Constant •
.75112

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .52708

f( 6,21 ) = 3.90075*

Independent Variable

Televised Games
Temperature
Precipitation
Home W-L% x Visitor's W-L%
1973
1974
1975
Constant

Regression Coefficients F Values

-.03096 .156

-.00470 5.847*

.07548 1.944

.16572 2.722

.21923 5.600*

.18787 7.078*

.26217

Indicates the equation or Iridepeudent variable is significant at the
.05 level of confidence

The independent variable was not forced Into the equation due to
an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking and
"PRO" Magazine

Two-thirds of the concession information on the Chicago franchise

was not available. It is therefore impossible to derive any conclusions

concerning the impact of Public Law 93-107 on the Bears' concessions. However,

since the legislation has apparently been indirectly responsible for dimuni-

tions in the Bears' live gate attendance, it is reasonable to assume that the

law has resulted in slightly lower concession sales.

Similar losses are likely to be true with respect to "PRO"

magazine sales, although there was no apparent correlation between the

sale of "PRO" magazine and attendance. Indeed, both revenues from "PRO"

sales and the number of "no shows" increased dramatically in 1973. Similarly,

"PRO'* sales declined in 1974 as did live gate attendance.
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Revenues Earned From the Sale of Concessions, "PRO" Magazine
and Parking for Chicago Bears: 1972-1975

1972 1973 197A 1975

1. Concessions $ NA $ NA $ NA $ NA

(percentage change
from previous season)

2. "PRO" magazine 25,917 112,783 89,A15 90,A29
(percentage change (335.2%) (-20.7%) (1.1%)

from previous season)

3. Parking NA NA NA NA
(percentage change
from previous season)

4. Total tickets sold 385,906 385,715 385,852 382,126
(percentage change • (0%) (0%) (-1.0%)

from previous season)

5. "No Shows" 24,828 71,102 100,056 63,020
(percentage change (186.4%) (40.7%) (-37.0%)

from previous season)

6. Number of televised - 7 6 2

home games

NA - Information was Not Available
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A. Audience Ratings

Audience ratings for professional football games in the Chicago area

demonstrate that viewers prefer to watch Bears' games as opposed to games involv

ing other teams. Chicago's home games have also become increasingly more popula

with Chicago fans over the past three seasons. An average rating of 24.1 was

recorded for home game telecasts along with an audience rating of 23 for the

Bears' away games since 1973.

Both of these figures exceed audience ratings for games involving

other NFL teams which were locally televised. The figures in the table below

indicate that this is particularly true when the Bears' games and those in-

volving other teams are both televised locally in the same time period but on

different networks.

Be that as it may, the popularity of Bears' home games has increased

since 1973. Consequently we must conclude that Public Law 93-107 has provided

a public service to Chicago football fans. It is further apparent that their

preferences for watching the Bears play have been accommodated by the fact

that Public Law 93-107 has triggered a lifting of the blackout on a large pro-

portion of the team's home games played over the past three seasons. In those

instances, Chiacgo games outdrew audiences watching competing contest involving

other teams by a margin of nearly three to one. The difference would have been

somewhat larger had the single competing game in 1975 drawn a smaller audience.

However that particular contes matched the Oakland Raiders and the V.'ashington

Redskins (both of which were in strong contention for their respective divi-

sional championships) and ran an hour longer than the Bears' locally televised

away game. Not surprisingly, many viewers switched stations to watch the

remainder of the Raiders-Redskins contest which significantly increased the
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average rating for that particular game.

Audience Ratings For Chicago Bears' Games: 1973-1975

Bears Other Teams
Home Games Away Games Competing Non-Competing

(2) 19.2 (2) 27.0 (2) 6. A (8) 15.2

(2) 24.3 (2) 23.9 (3) 6.1 (7) 15.2

(1) 28.8 (2) 18.1 (1) 14.5 (10) 14.4

(5) 24.1 (6) 23.0 (6) 9.0 (25) 14.9
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The Dallas Cowboys

1. Televised Games and Ticket Sales

Since the adoption of Public Law 93-107, Dallas has locally televise

a total of four home games. Three were televised in 1973 and one in 1975. Un-

fortunately, data on the Cowboys' total ticket sales or "no shows" for the 1972

season was not available. Consequently it is more difficult to assess the impac

of Public Law 93-107 on this particular franchise.

The Dallas Stadium seats approximately 65,100 fans. The team sold

an average of 60,576 tickets for each of the seven home games played in 1973

Average ticket sales declined to "54,969 in 1974 but increased to 57,803 in 1975.

Information on season ticket sales was available for 1972. The

Cowboys sold a total of 35,256 season tickets during that year. Season ticket

sales increased to 36,053 in 1973 and fell off to 32,297 in 1974. In 1975 the

Cowboys' season ticket sales declined further to a total of 29,000. Last year's

decline can, in all probablity, be attributed to the Cowboys relatively poor

showing in 1974 when the team placed third in its division with an 8-6 won-loss

record. Expectations that the Cowboys would do no better in 1975 would account

for the subsequent decline in last year's season ticket sales. Those expecta-

tions did of course prove to be unfounded; the Cowboys finished second in the

NTC's Central Division and won the national Conference championship before

losing to the Steelers in the Super Bowl.
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Summary of Dallas Cowboys'
Ticket Sales: 1972-1975

1972 1973 1974 1975

L. Stadium capacity 65,000 65,000 65,111 65,101

Z. Total tickets sold

(percentage change
from previous season)

NA 424,030 384,785
(-9.3%)

404,627
(5.2%)

3. Avg. seats sold per game NA 60,576 54,969 57,804

\. Season ticket sales
(percentage change
from previous season)

35,256 36,053
(2.-3Z)

32,297
(10.4%)

29,000
(-10.2%)

S. Percentage of games won .714 .714 .571 .714

s. Divisional standing 2 1 3 2

7. Number of televised games 3 1

NA - Information was Not Available

2 . "No Shows": Summary and Analysis

Dallas "no shows" have decreased since 1973. During the first year

in which the Public Law 93-107 was in effect, three of the seven home games were

televised locally and "no shows" totaled 28,309. All home games were blacked out in

1974, and "no shows" subsequently declined to 19,855 or by nearly 30 percent.

Last year only one game was televised locally, and "no shows" numbered 11,661

for the entire season.

72-769 O - 76 - 12
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Summary of "No Shows" For
Dallas Cowboys: 1972-1975

1. Total "no shows"
(percentage change
from previous season)

2. Avg. "no shows" per
game

3. Avg- number of seats
sold per game

4. Percentage of seats sold
not showing

5. Number of televised games

6. Avg. "no shows" per
televised game

7. Avg. "no shows" per
non-televised game

8. Percentage of games won

9. Divisional standing

1972

NA

MA

NA

NA

NA

NA

.714

2

1973

28,309

4,04A

60,576

6.7Z

3

5,614

2,867

.714

1

1974

19,855
(-29.9%)

2,836

54,969

5.2%

2,836

.571

3

1975

11,661
41.3%)

1,666

57,804

2.9%

1

3,361

1,383

.714

2

NA Information was Not Available

Figures in the table above also indicate that the average number of

"no shows" at the Cowboys' home games was somewhat higher when the games were

locally televised. This of course suggests that Public Law 93-107 had a

deliterious impact on live gate attendance.

. Analysis of Dallas "no shows" demonstrates that this is true.

Specifically, the results indicate that the ratio of "no shows" to total tickets

sold increased significantly when the game was televised, and all other factors

remained constant. Dallas ticket holders were also less inclined to attend games

when the weather turned cold. Precipitation had no effect on attendance presum-

ably due to the fact that nearly all seats are protected from the rain.
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Only one other variable proved to be influencial; namely the won-

loss record of the visiting team. Attendance improved when the Cowboys were

playing a visiting team with a good won-loss record. Again this is indicative

of the fans' appreciation of good football and to some extent reflects the interest

in the Cowboys' strong rivalries with teams such as the Washington Redskins.

We have no definitive evidence to explain the adverse effect which

Public Law 93-107 has had on Dallas live gate attendance. Perhaps fans travel

longer distances to get to the games. If so, they would be less inclined to

drive if they could watch the game on television. Whatever the reason,

Cowboys' attendance appeared to be sensitive to local television coverage and in

that sense Cowboy fans differ with their counterparts in most of the other

cities which support an NFL franchise.
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RESULTS OF THE REGRESSION' ANALYSES OF

DALLAS "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 « .58958

6,14 ) = 3.35190

Independent Variables KeRression Coefficients F Values

Televised Caaes .04514 4.935*

Temperature -.00132 3.688

Precipitation
Home Tean's win-loss Z -.00016 4.741*

Visiting Team's Win-loss Z -.00005 2.142

1973 .02538 1.451

•197^
1975 -.00864 .182

Constant .24785

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
R2 -= .47091

7,13 ) - 1.65293

Independent Variables

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974a

1975
Constant

n Coefficients F Values

.03896 2.759
-.00155 3.784

.00738 .117

.00574 .230

.00262 .168

.01224 .184

-.02948 1.757

.13383

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 - .47712

f( 6,14 ) = 2.12916

Independent Variable Regression Coefficients F Values

Televised Gaines .04529 3.354

Temperature -.00150 3.948

Precipitation .01035 .271

Home K-LZ x Visitor's V-LZ -.03724 .455

1973 .00460 .045

1974 a

1975 -.03449 3.705

Constant .16381

* Indicates the cqu.Ttion or independent variablu in significant 'at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking
and "PRO" Magazine

The Dallas Cowboys retain one-sixth of concession revenues. The

franchise does not share in parking revenues.

It is more difficult to assess the impact of Public Law 93-107

on the Cowboys' concession revenues since data on live gate attendance for

1972 games was not available.

However, it does not appear that the Sports Anti-Blackout Law has

as seriously impacted on concessions sales. This is probably due to the fact

that live gate attendance has remained high even when the team's home games

were locally televised. For example, three of the four games which were

locally televised pursuant to Public Law 93-107 were broadcast in" 1973. How-

ever, concession sales, parking revenues and "PRO" magazine sales were all

higher in 1973 than in 1972. Similarly, revenues from all three sources

decreased in 1974 as did live gate attendance, even though no games were

locally televised and the number of "no shows" decreased. The latter phenomenon

was offset by a greater loss in total ticket sales.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Dallas Cowboys: 1972-1975

1972 1973 1974 1975

1. Concessions $524,322 $563,384 $499,090 $589,818
(percentage change (7.4%) (-11.4%) (18.2%)
from previous season)

2. "PRO" magazine 73,120 111,893 86,303 76,086
(percentage change (51.8%) (-22.4%) (-12.3%)

from previous season)

3. Parking 255,149 283,833 231,685 NA
(percentage change (9.7%) (-18.4%)

from previous season)

4. Total tickets sold NA 424,030 384,785 404,627

(percentage change (-9.3%) (5.2%)

from previous season)

5. "No Shows" NA 28,309 19,855 11,661
(percentage change (-29.9%) (-4.1.3%)

from previous season)

6. Number of televised 3 1

home games

NA - Information was Not Available
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4. Audience Ratings

During the last three NFL seasons, professional football has enjoyed

great popularity among Dallas television viewers. Gaines involving the Dallas

Cowboys have attracted particularly large television audiences. On the

average, 44 in every 100 TV homes in the Dallas area watched the Cowboys' games.

In 1975 away games involving the Dallas team were viewed by about one-half

of all residents in the team's home territory. This figure represents the

largest regular season average television audience rating for any professional

football game since 1973.

Audiences for NFL games in which the Cowboys are not playing have

not been as popular with the Dallas fans. Non-competing games received an

average audience rating of 25 percent, while games broadcast during the same

time period as the Cowboys' games, (i.e., competing games) captured an average

rating of only 5.3. It can, therefore, be concluded that professional football

is quite popular with Dallas viewers, particularly when the Cowboys' games are

being televised.

It is apparent that Public Law 93-107 has proven beneficial to the

citizens of Dallas and the surrounding area. Whether these benefits exceed costs

associated with decreases in attendance, which can be attributed to the law,

is not readily apparent from the information contained in this analysis.

Audience Ratings for Dallas Cowboys Games: 1973-1975

Cowboys Other Teams
Home Games Away Games CompetinR Non-Competing

1973 (0) - (2) 41.3 (2) 2.5 (10) 25.5

1974 (0) - (2) 40.1 (1) 10.2 (11) 22.2
1975 (0) - (2) 50.5 (2) 3.3 (10) 26.3
Avg.
Rating (6) 44 (5) 5.3 (31) 24.7
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The Detroit Lions

1 . Televised Games and Ticket Sales

Since Public Law 93-107 was adopted, the Detroit Lions have locally

televised six, or 28.6 percent, of the 21 games played at home over the past

three seasons. There were no televised games during the 1974 season. Three

games were locally televised in both the 1973 and 1975 seasons. The latter

number is somewhat surprising in that the Lions moved into the new Pontiac

Metropolitan Stadium in 1975 which increased the franchise's seating capa-

city from 52,418 to 80,638.

However, the figures in the summary table below indicate that even

with additional seats, total ticket sales did not fall below an average of 94

percent of the stadium's capacity. This happened despite the fact that season

ticket sales were limited to 50,000 seats in 1975, which was equivalent to

a relatively low 62 percent of the stadium capacity. Season ticket sales con-

stituted 87 percent of stadium capacity in 1973 before dropping to 76 percent

in 1974. Even with the latter decrease, the Lions were still able to sell

94 percent of all available seats.
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Sununary of Detroit Lions'

Ticket Sales: 1972-1975

1. StadiutQ capacity

2. Total seats sold

(percentage change from
previous season)

3. Avg. seats sold per game

A. Season ticket sales
(percentage change from
previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised home
games

1972

54,082

374,053

53,436

44,742

.571

2

1973

52.418

372,675
(-.4%)

53,239

45,560
(1.8%)

.429

2

3

1974

52,418

344,977
(-7.4%)

49,282

40,019
(-12.2%)

.500

2

1975

80,638*

536,662
(55.6%)

76,666

50,000
(24.9%)

.500

2

3

*The Lions moved into the new Pontiac Metropolitan Stadium in 1975

2. "No Shows": Summary and Analysis

During the first year of the Sports Anti-Blackout Law, the Lions'

televised three home games in their home territory and the number of "no shows"

increased by 129 percent to an average of 7,157 per game. There were, however,

a greater number of "no shows" for non-televised games than for games televised

locally. During 1974, none of Detroit's home games were locally televised

and "no shows" fell to 32,289, or by 35.6 percent. The 1974 "no shows" figure

represented 9.3 percent of total seats sold. In 1975, "no shows" increased 7.7

percent overall. However, the percentage of seats sold not showing decreased

to 6.5 percent which was only .6 percent above the 1972 rate.

Furthermore, comparing the percentage of "no shows" for 1973 and

1975, both years in which the blackout was lifted on three home games, the
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average number of seats sold not showing declined from 13.4 percent to 6.5 per-

cent of the average seats sold per game. This significant decrease took place

coincidentally with the Lions' moving into their new stadium. Also, the Lions'

divisional standings remained the same for both years. The 1975 season, there-

fore, represents the least "no shows" impact since 1972 even with three out of

seven home games telecast.

Summary of "No Shows" For
Detroit Lions: 1972-1975

1972 1973 197A 1975

1. Total "No Shows" 21,895 50,102 32,289 3A,776
(percentage change from (128. 8Z) (-35.6%) (7.7%)
previous season)

2. Avg. "No Shows" per game 3,177 7,157 4,613 4,968

3. Avg. number of seats sold 53,436 53,239 49,282 76,666
per game

4. Percentage of seats sold 5.9% 13.4% 9.3% 6.5%
not showing

5. Number of televised games - 3 3

6. Avg. "No Shows" per - 6,169 6,424
televised game

7. Avg. "No Shows" per 3,177 7,899 4,613 3,876
non-televised game

8. Percentage of games won .571 .429 .500 .500

9. Divisional standing 2 2 - 2 2
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The results of the statistical analysis demonstrate that Detroit

"no shows" were influenced by the weather. "No shows" increased when it rained

or snowed. Precipitation was undoubtedly of lesser consequence in 1975 than in

previous years because the team played in a new domed stadium. This partially

accounts for the relative decline in "no shows" last year.

"No shows" were significantly higher in 1973 than in 1972, all

other things being equal. Again, this difference is attributable to factors

peculiar to the 1973 season which were not included in the model. The results

further indicate that fans were less inclined to attend games in the rain.

This appeared to be the case whether or not those games were locally televised.
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RZSULTS OF THE REtTRESSlOf: A^IALYSES OF
DETROIT "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no sbows" to total tickets sold
r2 - .54301
F( 6.21 ) - A. 15087*

Independent Variables

Televised Caoes
Temperature
Precipitation
Hone Teaa's win-loss 2

Visiting Team's Win-loss Z

1973
•197^3

1975
Constant

Kegr^ssion Coefficients

-.01031
-.00079
.05740

-.00005

.06A62

.00903

.12136

F Values

.181

1.588
8.A81*

7.673

.141

Equation 2

Dependent Variable: Tne ratio of "no shows" to total tickets sold

.r2 - .54158

F( 8,19 ) •= 2.80581*

Independent Variables

Televised Clanes

Tcnperature
Precipitot ion

Howe Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

KeRTession Coefficients

-.00479
-.00079
.06044

-.00233
.00461
.07199
.01199
.00756
.08484

.025

1.146
7.718'
.013
.326

4.306
.083

.068

ReRrgsslon Coefficients F Values

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket

r2 = .53247

^( 7,20 ) = 3.25403*

Independent Variable

Televised Games
Temperature
Precipitation
Home K-L% x Visitor's W-L%
1973
1974
1975
Constant

-.00709
-.00077

.05775
-.01751
.06982
.00726
.00628
.09822

.053

1.352^
7.296
.059

5.607*

.072

.050

* Indicates the equation or independent -variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking, and
"PRO" Magazine

The Lions do not share in concession or stadium parking revenues.

Unfortunately, no information was available on these sales for any of the

four years under consideration. Therefore, it was not possible to assess the

impact which Public Law 93-107 may have had on these revenues.

The Lions did provide information on "PRO" sales, although the

1972 figure represents total sales at nine games whereas the remaining

figures are for seven regular season home games only. As might be expected,

"PRO" magazine sales were directly related to attendance. However ,, since

locally televised games did not appear to influence attendance, any decreases

in the sale of concessions or "PRO" magazine cannot be attributed to Public

Law 93-107.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Detroit Lions: 1972-1975

Concessions
(percentage change
from previous season)

1972 1973 1974 1975

(9 games) (7 games) (7 games) (7 games)
$ NA $ NA $ NA $ NA 1/

2. "PRO" magazine 102,758 74,432 61,582 111,383
(percentage change (-7.3%) (80.7%)
from previous season)

3. Parking NA NA NA NA
(percentage change
from previous season)

4. Total tickets sold* 374,053 372,675 344,977 536,662
(percentage change (-.4%) (-7.4%) (55.6%)
from previous season)

5. "No shows" * 21,895 50,102 32,289 34,776
(percentage change (128.8%) (-35.6%) (7.7%)
from previous season)

6. Number of televised 3 3

home games

NA - Information was Not Available

* Total for seven home games

_1/ The team was moved to a new larger stadium in 1975. Therefore, the Lions
report that concession revenues were considerably higher in 1975 than in

previous years.
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A. Audience Ratings

Football telecasts of games involving the Detroit Lions are consider-

ably more popular among television viewers in the Detroit area than are other NFL

games. Specifically, an average of 27 in every 100 homes in the Detroit area

watched the Lions' televised away games over the past three years. The largest

number of football viewers was recorded for 1975 with 29 percent of all tele-

vision households watching Lions' games.

Other NFL games broadcast during the same time period as Detroit away

games were the least popular NFL tele asts with a 4.5 average rating. This would

Indicate that the Lions audiences were about six times as large as those watching

other NFL telecasts aired at the same time but on different networks.

Other NFL games broadcast at different times than the Lions' contests

received an average rating of 16.2. While interest in Lions' games among Detroit

viewers increased in 1975, interest in other teams' games declined overall. Al-

though no measur* of the popularity of home telecasts of Lions' games resulting

from Public Law 93-107 can be shown from the ARB surveys, the ratings for away

games adequately reflect the Detroit fans preferences for watching the Lions

as well as benefits attributable to the legislation.

Audience Ratings for Detroit Lions: 1973-1975

Lions Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) - (2) 27,5 (1) A.O (11) 17.6

1974 (0) - (1) 25.2 (1) 5.8 (11) 15.9
1975 W, _^ <XL 29.0 (1) 3.6 (11) 15.1
Avg.

Ratings - (5) 27.2 (3) A. 5 (33) 16.2
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The Green Bay Packers

1. Televised Games and Ticket Sales

Since 1973, the Green Bay franchise has sold out and subsequently

televised all 21 home games in its home territory. The Packers' success in

selling out home games can partially be attributed to the fact that the team

plays in the two stadia: one located in Green Bay with approxiamtely 55,000

seats, the other at Milwaukee which had a capacity of 47,000 seats from 1972 to

1974, and 52,600 in 1975. 1/ Since the fans in Green Bay and Milwaukee have

the opportunity to see only four and three home games respectively, instead

of the usual seven each year, it follows that the demand for tickets would be

more intense. Additionally, neither stadium is large by NFL standards and, as

a result, the franchise has experienced fewer problems in selling all available

tickets.

The Packers' have consistently sold out the Green Bay stadium since

1972, thus, ticket sales have been virtually constant. In 1975, the franchise ex-

perienced a 10 percent increase in ticket sales at Milwaukee as a result of

expanding that stadium's capacity. Ticket sales at both stadia have averaged no

less than 98 percent of the available seats during each of the past four years.

Especially strong season ticket sales have occurred since 1973. At

the Green Bay stadium, 100 percent of season seats available for purchase during

this period were sold. A 10 percent increase in season tickets sold at Milwaukee

County Stadium resulted from the increasing number of such tickets made available

to fans. Despite relatively poor won-loss records in 1972, demand for tickets to

_!/ The Packers play four home games at Green Bay and the remaining
three at Milwaukee.
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Packers' games remained high throughout 1973-1975. Consequently, it does not

appear that Green Bay fans are particularly sensitive to the team's performance

or the prospects of local telecasts in deciding to purchase Packers' tickets.

However, the fans loyalty may in part reflect the franchise's success during the

late 1960 's when the Packers won three consecutive NFL championships, under

Coach Vince Lombardi. Nevertheless, the Packers could experience future diffi-

culties in ticket sales should the team not improve in the years to come.

Summary of Green Bay Packers
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 1/

at MILWAUKEE*
56,263
47,826

56,263
47,826

56,267
47,826

56,267
52,607

2. Total tickets sold
(percentage change
from previous season)
at MILWAUKEE

220,861

140,441

220,668
(0%)

140,658
(0%)

220,623
(0%)

139,389
(-1%)

220,506
(0%)

153,904
(10%)

3. Avg. seats sold per game
at MILWAUKEE

55,215
46,814

55,167
46,886

55,156
46,463

55,127
51,301

A. Season ticket sales
(percentage change
from previous season)
at MILWAUKEE

54,155

46,699

56,267
(3.9%)

47,826
(6.9%)

56,267
(0%)

47,826
(0%)

56,257
(0%)

52,583
(10%)

5. Percentage of games won .714 .286 .429 .286

6. Divisional standing 1 3 3 4

7. Number of televised games 7 7 7

*Green Bay plays three games at Milwaukee each season

1/ Unless otherwise noted, figures are for Green Bay stadium.

72-769 O - 76 - 13
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2, "No Shows"; Sunnnary and Analysis

The number of "no shows" at Packers' games have consistently increased

since 1972. During that year, some 8,177 ticket holders chose not to attend games

In 1973, when all seven games were locally televised "no shows" increased to

12,614 and rose again in 1974 to 16,559. Last year "no shows" reached an all time

high when 31,961 ticket holders failed to attend the team's seven locally televise

home games. Even so, the latter figure amounted to only 8.5 percent of all ticket

sold which was less than the league's average ratio of "no shows" to total tickets

sold (i.e., 8.6 percent). Additionally, attendance appears to have been much

better at Milwaukee than at Green Bay. For instance, in 1973 "no shows" at games

played in Green Bay were equivalent to 4 percent of all tickets sold, while the

ratio of "no shows" to tickets sold for Milwaukee games came to only 2 percent.

Similar differences were reported in 1974. Last year, 13 percent of all ticket

holders failed to attend the four locally televised games played at Green Bay,

while only 3 percent failed to attend the three games played at Milwaukee which

were also televised. It is not readily apparent why this situation exists.
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Summary of "No Shows" For
Green Bay Packers: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 6,103 9.375 12,190 27,633
(percentage change (54Z) (30Z) (127Z)

from previous season)

at MILWAUKEE 2,074 3,239 4,369 4,328
(56%) (35%) (-1Z)

2. Avg. "No Shows" per game 1,526 2,344 3,048 6,908
at MILWAUKEE 691 1,080 1,456 1,443

3. Avg. number of seats 55,215 55,167 55,156 55,127
sold per game

at MILWAUKEE A6,814 46,886 46,463 51,301

4. Percentage of seats sold 3Z 42 6X 13Z

not showing

at MILWAUKEE IX 21 3Z 3%

5. Number of televised games 7 7 7

6. Avg. "No Shows" per 2,344 3,048 6,908
televised

•
game

at MILWAUKEE 1,080 1,456 1,443

7. Avg. "No Shows" per 1,526
non-televised game
at MILWAUKEE 691

8. Percentage of games won .714 .286 .429 .286

9. Divisional standing 1 3 3 A

However, the statistical analysis of the number of "no shows" at the

Green Bay franchise did not identify a direct relationship between "no shows" and

the televising of home games. Indeed, temperature appeared to be the only factor

in the model which appeared to have a significant impact on "no shows." This par-

ticular variable explained about 50 percent of the variation in the team's live

gate attendance. The variable indicating whether or not the games were televised

was not significant, nor were the three seasonal variables. Both of th6se findings

suggest that television has had no impact on attendance. On the other hand,
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temperatures in Green Bay and Milwaukee have not dropped precipitously since t

adoption of Public Law 93-107. Hence, temperature in and of itself cannot ex-

plain the rather substantial increases in "no shows" over the past three years

However, the results do indicate that fans are becoming more inclined to stay

home when the weather is cold and this could be due to the fact that all of th

Packers' games have been locally televised. Hence, Public Law 93-107 may well

have had an indirect impact on Green Bay attendance, in the sense that the

availability of TV permits fans to see the games (in the comfort of their livi

room) when the weather is particularly cold.
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RESULTS OF THE REGRESS] ON" ANALYSES OF
GREEN BAY "NO SHOV.'S": 1972-1975

Eouation 1

Dependent Varisble; TTie ratio of "no shovs" to total tickets sold

P.2
= .61435

F( 7,20 ) - 4.55159*

Independent Variables Recression Coefficients F Values

Televised Gases .01255 .231

Temperature -.00262 14.917*

Precipitation .00984 .176

Kozie lean's vin-loss "
. 00002 .I/O

Visiting lean's Vin-loss I -.00004 .731

1973^
•1974 .415

1975 . 04346 2 529

Constant . 15514

Eouation 2

Dependent Variable: Tne ratio of "no shovs" to total tickets sold

r2 = .59921

F( 6,21 ) = 5.23280*

Independent Variables Recression Coefficients F Values

Televised Garies .01110 . 181

Teicperature -.00282 20.523*

Precipitation .01363 .358

KoTTie Tesc; s Div, Standing -.00314 .112

Visiting Team's Div. Standing
1973 ^

1974 .01711 .442

17 / J .03966 2.288

Constant . 16343

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 = .59822

r"( 6,21 ) = 5.21127*

Independent Variable Regression Coefficients F Values

Televised Games _
• .00887 .127

Tenperature -.00291 21.755*

Precipitation .01367 .354

Hone V-LX x Visitor's V-LZ .01762 .060

1973^

19 74 .01608 .387

1975 .03862 2.236

Constant .15686

* Indicates the equation or Independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking,
and "PRO" Magazine

The Green Bay franchise does not share In revenues from the sale

of concessions or stadium parking.

It does not appear that increases in "no shows" at Packers' games

have resulted in a serious deterioration in concession sales. For example,

although "no shows" increased by 5A.3 percent in 1973, "PRO" Magazine sales

remained virtually constant. This was probably due to the fact that the number

of "no shows" was equivalent to about 3 percent of the Packers' live gate

attendance.

Decreases in "PRO" sales were more serious in 1974 and 1975 as were

the number of "no shows." However, it would not necessarily follow that the

fall in sales can be wholly attributed tc locally televised games.

As noted previously, Public Law 93-107 may have indirectly influenced

"no shows" at the Packers' home games. That is, fans may have been more inclined

to stay home and watch the game on TV when the weather was cold. If so, the

Sports Anti-Blackout Law could have contributed to a loss of concession and

"PRO" magazine sales.

However, it is unlikely that the legislation was responsible for a

large part of the change. Indeed the figures for "PRO" sales indicate that the

magazine simply has become less popular in recent seasons. No definitive con-

clusions can be drawn with regard to the magnitude of the impact of Public Law

93-107 on concession and parking revenues due to a lack of data for the 1972

and 1975 seasons.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Green Bay Packers: 1972-1975

1972 1973 1974 1975

Concessions $ NA $348,026 $338,092 $ NA
(percentage change (-2.8%)
from previous season)

"PRO" magazine 118,307 117,635 108,202 77,635
(percentage change (0) (-8%) (-78.2%)
from previous season)

Parking NA 53,387 54,143 NA
(percentage change (1.4%)
from previous season)

Total tickets sold 361,302 361,326 360,012 374,410
(percentage change (0) (-0.4%) (4%)

from previous season)

"No shows" 8,177 12,614 16,559 31,961
(percentage change (54.3%) (31.3%) (93%)

from previous season)

Number of televised 7 7 7

home games

NA - Information was Not Available
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A. Audience Ratings

Since the Green Bay Packers play their home games In two cities, both

the Green Bay and Milwaukee area audience ratings were measured to ascertain the

popularity of Packers' games among home fans. It is readily apparent that in both

these cities television viewers prefer to watch Packers' games than other NFL

contests, especially when a Packers' game is telecast at the same time as another

NFL game. In those instances the competing games attract an average of only five

in every 100 viewers, where as about AO to A5 percent of all households in

Milwaukee and Green Bay watch the Packers play when the games were televised.

NFL games involving teams other than Green Bay which did not compete with the

Packers' games for television audiences received an average rating of 20 in

Milwaukee and 22 in Green Bay. Furthermore, the Packers' audience ratings have

remained high over the past three years indicating an absence of oversaturation.

Given the popularity of the Packers televised games combined with the fact that

Public Law 93-107 has triggered a lifting of the blackout on all home games

played since 1973, it must be concluded that Public Law 93-107 has been highly

beneficial to viewers residing in the team's home territories.

Audience Ratings for Green Bay Packers: 1973-1975

Packers Other Teams
Home Games Away Games Competing Non--Competing

Green Bay
1973 (2) A1.2 (2) A5.A (3) A.

A

(7) 22.7

197A (2) A8.3 (2) A6.0 (3) 6.7 (8) 22.2

1975 (2) AA.8 ill A5.6 A.

6

21.

A

Avg.
Ratings (6) AA.8 (6) A5.7 (10) 5.2 (22) 22.1

Milwaukee
1973 (2) AA.3 (2) 38.3 (A) 5.6 (8) 22.0

197A (2) 37.

A

(2) 38.1 (3) 6.6 (8) 18.2

1975 (2) A1.7 (2) 38.7 (3) A.

2

(8) 19. 7

Avg.
Ratings (6) Al.l (6) 38.

A

(10) 5.5 (2A) 20.0
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The Los Angeles Rams

1. Televised Games and Ticket Sales

The Los Angeles Rams televised only one home game since the adoption

of Public Law 93-107 in 1973. This is not surprising considering that Los

Angeles Coliseum has a larger-than-normal seating capacity. Furthermore, the

Coliseum's Capacity was increased in 1974 from 79,281 to 92,000.

Ticket sales, on the other hand, have remained relatively constant.

Increasing from 473,919 in 1972 to 510,923 in 1973, or by 7.8 percent. Ticket

sales decreased in 1974 to 501,753 while dropping to 470,867 in 1975. Hence

there was less than a 1 percent difference between ticket sales in 1975 and in

1972, the year prior to the adoption of Public Law 93-107. The Rams' season

ticket sales have also remained relatively stable over the past four years:

50,037 in 1972, 45,917 in 1973 and 46,251 in 1974. Although last year's season

ticket sales increased to 47,413, this figure was only slightly more than half

of the Coliseum's capacity.

Given the consistency in ticket sales over the past four years

coupled with the expansion of the Coliseum's capacity, it is not surprising

that the ratio of the average number of tickets sold per game to the total

nxnnb^r of available seats decreased from 89 percent in 1972 to 74 percent in 1975.

The latter phenomenon also explains why the Rams have been required to locally

televise only one home game since 1973. Consequently it must be assumed that

Public Law 93-107 has not adversely impacted on the team's total ticket sales.
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Summary of Los Angeles
Ticket Sales: 1972-1975

1. Stadium capacity

2. Total tickets sold
(percentage change
from previous season)

3. Avg. seats sold per game

4. Season ticket sales
(percentage change
from previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised games

1972

76,000

473,914

67,702

50,037

.429

3

1973

79,281

510,923
(7.2%)

72,989

45,917
(-8.22)

.857

1

1974

92,000

501,744
(-1.8Z)

71.679

46.251
(.7Z)

714

1

1975

91,038

470,867
(-6.2%)

67,267

47,413
(2.5%)

.857

1

1

2 . "No Shows": Summary and Analysis

With the exception of one single locally televised game in 1975, live

gate attendance at Los Angeles' home games has remained relatively high. For

example, 31,393, or 6.6 percent of all tickets sold during the 1972 season, were

not used. In 1973 "no shows" decreased substantially to 18,950 or 3.6 percent of

all tickets sold. "No shows" increased in 1974 to 34,159, or 6.8 percent of all

tickets sold. However, neither of these changes in live gate attendance can be

attributed to Public Law 93-107 since none of the team's home games was locally

televised. The franchise experienced its largest decline in attendance last

year with total "no shows" numbering 54,441 or 11.6 percent of total tickets

sold.
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Summary of "No Shows" For

Los Angeles Rams: 1972-1975

1972 1973 197A 1975

L. Total "no shows" 31,397 18,457 34,159 54,441
(percentage change (-41.2%) (85.1%) (59.4%)

from previous season)

2. Avg. "no shows" per game 4,485 2,636 4,880 7,777

3. Avg. number of seats sold 67,702 72,989 71,679 67,267

per game

4. Percentage of seats sold 6.6% 3.6% 6.8% 11.6%

not showing

5. Number of televised games 1

S. Avg. "no shows" per
televised game 21,649

7. Avg. "no shows" per
non-televised game 4,485 2,656 4,880 5,465

B. Percentage of games won .429 .857 .714 .857

9. Divisional standing 3 111
The figures in the table indicate that the increase in "no shows"

for 1975 can largely be attributed to the 21,649 ticket holders who failed to

attend Los Angeles' single locally televised game. The results of our analysis

further demonstrate that the poor attendance of this game was partially attri-

butable to the fact that the game was broadcast in the team's home territory.

It is uncertain that attendance at other Los Angeles games would have been

similarly affected had those games been locally televised. Given the enormous

seating capacity of the Coliseum, however, it is unlikely that Public Law

93-107 will require the Rams to locally televise many home games in the near

or distant future.
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With the exception of a significant seasonal difference between 1972

and 1973, no other factors defined in the model appeared to influence Los Angeles

"no shows." The absence of an effect attributable to weather is not surprising

in that the autumn months in Southern California are generally warm and dry.

I
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KESULTS OF .THE REGRESSION A?:aLYSES OF

IXS ANCZLES "NO SUOWS": 1572-1975

Eovation 1

DepeTident Variable: Tne ratio of "tio shows" to total tickets sold
T.^ ' .69467

'^i 7,20 ) - 6.50033

ludecende-nt Variables Jtecression Coefficients F Values

Televised Cases .20121 22.093*

Teznjcrar ure -.00040 -324
^ . . .aPrecipitation
Hone Team's win-loss * -.05123 .727

Visiting Teaa's Vin-loss Z -.04938 2.088

1973 -.01846 .725

•1S74 .00829 • .189

1975 .01742 .555

Constant .15166

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
,k2 " ,68308

^( 6,21 ) = 7.54362*

Independent Variables Recression Coefficients F Values

Televised Ganes ,19704 29.781*

Temperature -.00036 .272

Precipii azion -.00500 .019
Hotae Tear.'s Div. Standing .01315 1.637
Visiting Teani's Div, Standing .00892 2.742^
1973 -.03687 5.788
1974 ^

1975 ^

Constant .05912

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 - .69786

^( 6,21 ) = 8,80407*

Inderendcnt Variable Repression Coefficients F Values

Televised Games .20900 24.009*

Tenperature -.00037 .290

Precipitati on ^

Voce V-L% X Visitor's V-LZ -.07420 3.451

1973 -.02064 1.389

1974 .00681 .161

1975 .01299 • 509

Constant .11572

* Indicates the equation or independent variable is significant at tne

.05 level of confidence

a. The independent vari-able vas not forced into the equation due to

an exceedingly low 7 value
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3. Revenues Earned from the Sale of Concessions, Parking
and "PRO" Magazine

The Los Angeles Rams retain one-sixth of the total revenues earned

from the sale of concessions and stadium parking. It is difficult to analyze

trends in these revenues due to the fact that the figures reflect sales for

a different number of games each year.

It does not appear that Public Law 93-107 was responsible for

variations in those revenues listed below, because the Rams have televised onl

one home game pursuant to Public Law 93-107. Moreover, given the seating

capacity of the Coliseum and the subsequent likelihood that most future

home games will be blacked out, an extension of the legislation does not

appear to represent a serious threat to concessions, parking, or "PRO"

magazine sales.



203

-200-

Revenues Earned from the Sale of Concessions, "PRO" Magazine

and Parking for Los Angeles Rams: 1972-1973

1972 1973 i97A 1975

(7 games) (10 games) (11 games) (10 games)

1. Concessions 1/ $516,124 $634,232 $930,408 $887,2141/
(percentage change (23%)

from previous season)

2. "PRO" Magazine 74,292 79,024 133,169 80,346

(percentage change (6%)

from previous season)

3. Parking 73,999 70,536 125,914 NA

(percentage change (-5%)

from previous season)

4. Total tickets sold* 473,914 510,923 501,744 470,867

(percentage change (7.2%) (-1.8%) (-6.2%)

from previous season)

5. "No shows"* 31,396 18,450 34,159 54,441

(percentage change (-41.2%) (85.1%) (59.4%)

from previous season)

6. Number of televised 1

home games

NA - Information was Not Available

* Total for seven home games

1^/ Gross receipts

II An April 27, 1976 letter from the Los
indicates that rather than decreasing
increased by an amount similar to the

Angeles Memorial Coliseum Commission,
from 1974 to 1975, concession revenues
increase from 1973 to 1974.
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4. Audience Ratings

Television viewers in Los Angeles prefer to watch the Rams rather

than other NFL teams. For example, only five in every 100 area TV households

watched other games when Los Angeles games were carried at the same time. The

Rams' away games included in this survey, however were seen in 27 of every 100

TV homes in the Los Angeles area. The figures in the subsequent table also

indicate Los Angeles' audience ratings were higher than the ratings of other

non-competing games. Finally it appears that television audiences for NFL

broadcasts in the Los Angeles area have been declining since 1973. While

interest in the Rams' games remains stronger than interest in other games, the

magnitude of these audiences have also decreased. An explanation of this trend

is not readily apparent.

Audience Ratings for Los Angeles Rams: 1973-1975

Rams _ Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) - (2) 31.4 (2) 6.3 (10) 20.1

1974 (0) - (3) 25.6 (2) 5.1 (10) 16.6

1975 (0) - (2) 23.4 (1) 3.0 (10) 15.8

Avg.
Ratings (7) 26.8 (5) 4.8 (30) 17.5
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The Minnesota Vikings

1. Televised Games and Ticket Sales

Public Law 93-107 has had a substantial impact on the number of locally

televised Viking games. All seven home games were broadcast in the team's home

territory in both 1973 and 1975. Five of seven home games were televised locally

in 1974.

This, of course, reflects the Vikings' consistent success in selling

all or nearly all available tickets. Minnesota's stadium seats approximately

48,000 fans which is well below the League's average. Over the past four years.

Viking ticket sales have averaged out to more than 47,000 per game. This in-

cludes approximately 41,500 season tickets sold during each of the past four

seasons under consideration. Both total and season ticket sales have remained

almost constant since 1972 even thought most home games have been televised

locally since 1973.

This is not surprising in that the Vikings have won the NFC's

Central Division championship during each of the past three years, finishing

with a 12-2 won-loss record in 1973, a 10-4 record in 1974 and another 12-2

season last year. Given the excellence of the team's performance, the relative-

ly small stadium seating capacity and the enthusiasm of the fans, it is under-

standable that Minnesota has not encountered any serious problems with regard

to ticket sales.

72-769 O - 76 - 14
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Summary of Minnesota Vikings'
Ticket Sales: 1972-1975

1. Stadium capacity

2. Total seats sold

(percentage change from
previous season)

3. Avg. seats sold per game

4. Season ticket sales
(percentage change from
previous season)

5. Percentage of games won

6. Divisional standing

7. Number of televised home
games

1972

47,693

329,037

47,005

41,984

.500

3

1973

47,693

331,898
(.9%)

47,414

41,500
(-1.2%)

857

1

7

1974

48,503

332,503
(.2%)

47,500

41,500
(0%)

.714

1

5

1975

48,446

333,802

(.4%)

47,686

41,500
(0%)

.857

1

7

2 . "No Shows": Summary and Analysis

Minnesota has not experienced serious attendance problems since the

adoption of Public Law 93-107, even though most of their games have been tele-

vised locally. Only 10,393 ticket holders (3.2 percent of all seats sold) failed

to attend games in 1972. This number declined in 1973 to 8,293 and again in 1974

to 7,949. The latter figure is equivalent to 2.4 percent of total tickets sold.

"No shows" did increase to a four-year high of 15,786 in 1975, but this was still

less than 4.7 percent of total attendance.

The figures below further suggest that "no shows" were not particu-

larly affected by Public Law 93-107. That is, attendance at televised games did

not appear to differ markedly from attendance at non-televised games.
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RESULTS OF THE REGRESSION ANALYSES OF

MINNESOTA "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 = .61546
F( 7,20 ) - 4.57296*

Independent Variables

Televised Ganes
Temperature
Precipitation
Home Tean's win-loss 2*
Visiting Team's Win-loss 2

1973
•1974

1975
Constant

Regression Coefficients F Values

.02379 1.592
-.00110 18.100
.02795 2.306

-.00003 2.626
-.02246 1.027
-.02126 • 1.327
-.00856 .136

.09202

Equation 2

Dependent Variable: The ratio of "no shovs" to total tickets sold

r2 = .61013

f( 8,19 ) = 3.71680*

Ir.deper.Jcr.t Variables ncKrcssion Cccfficlcncs F Vc

Televised Gaines

Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

.02247 1.340
-.00117 19.683*

.03438 3.133

.00127 .038

.00547 1.853
-.02063 .750

-.01718 .635

-.00508 .038

.06428

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .61537

F( 7^20 ) = 4.57124*

Indenendent Variable

Televised Games
Temperature
Precipitation
Home V-L% x Visitor'

1973
1974
1975
Constant

W-LZ

Regression Coefficients F Values

.02232
-.00109
.02671

-.03055
-.01700
-.01650
-.00204
.08606

1.422
17.302*
2.096
2.620
.605

.859

.008

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. Tlie independent variable wns not forced into the equation due to

an exceedingly low F value
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Summary of "No Shows" For

Minnesota Vikings: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 10,393 8,293 7,949 15,786
(previous change from (-20.2%) (-4.2%) (98.6%)
previous season)

2. Average "No Shows" per game 1,485 1,185 1,136 2,255

3. Avg. number of seats sold 47,005 47,414 47,500 47,686
per game

4. Percentage of seats sold 3.2% 2.5% 2.4% 4.7%
not showing

5. Number of televised games 7 5 7

6. Avg. "No Shows" per televised 1,185 1,218 2,255
game

7. Avg. "No Shows" per 1,485 930
non-televised game

8. Percentage of games won .500 .857 .714 .857

9. Divisional standing 3 1 11
The conclusion was further evidenced by the statistical analysis.

Specifically, the findings clearly indicate that "no shows" did not increase

significantly when games were locally televised. As a result, it can be con-

cluded that Public Law 93-107 did not directly affect live gate attendance at

Minnesota's home games.

However, attendance was influenced by the weather. As expected,

"no shows" increased when the temperature was cold. All other variables defined

in the model did not significantly impact on the Vikings' live gate attendance

However, Viking fans may have become more inclined to stay home when the weathei

is cold, knowing that the game will be locally televised. Yet, this does not

appear likely since attendance at nearly all of the games has remained high.

Consequently, we must conclude that the impact of Public Law 93-107 on the

team's live gate attendance has been very minimal, if it has had any effect
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at all. Again this is probably due to the fact that television is not an ideal

substitute for seeing a game in person - especially when the team has played as

outstandingly as this perennial NFL powerhouse.



210

-Z07-

3. Revenues Earned from the Sale of Concession, Parking
,

and "PRO" Magazine

The Minnesota Vikings receive no share of concession or parking

revenues. Receipts from these two enterprises remained relatively constant

from 1972 through 1974. The 28 percent increase in concessions from 1972

to 1973 was due to a 20 percent price increase.

During the same period, the number of "no shows" steadily decreased.

However, in 1975 "no shows" jumped nearly 100 percent to 15,786. Unfortunately,

concession and parking data for this year was not provided. Thus, whether

this increase had an impact on revenues cannot be determined.

"PRO" magazine sales increased in 1973 to $71,197. Since then, "PRO"

sales have steadily dropped - to a low of $54,015 in 1975. "No shows" fell in

1973 and 19 74 but rose again in 1975 while total ticket sales remained constant.

Thus, no significant relationship seems to exist between the number of "no shows"

and "PRO" revenues. Even if this were the case, losses in all probability,

could not be attributed to Public Law 93-107.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Minnesota Vikings: 1972-1975

1972 1973 1974 1975

1. Concessions $255,260 $327,020 $327,733 $ NA
(percentage change (28.1%) ( .21)

from previous season)

2. "PRO" magazine 60,358 71,197 60,164 54,015
(percentage change (18%) (-15.5%) (-10.2%)
from previous season)

3. Parking 113,755 117,361 117,981 NA
(percentage change (3.2%) (0.5%)
from previous season)

4. Total tickets sold 329,037 331,898 332,503 333,802
(percentage change (.9%) ( .2%) ( .4%)

from previous season)

5. "No shows" 10,393 8,293 7,949 15,786
(percentage change (-20.2%) (-4.2%) (98.6%)
from previous season)

6. Number of televised '0 7 5 7

home games

NA - Information was Not Available

j
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4. Audience Ratings

The Minnesota Vikings enjoy great popularity among television viewers

in the Minneapolis area. On the average, about 39 in every 100 television house-

holds have been watching Viking telecasts since 1973. Home games broadcast as a

result of Public Law 93-107 have received an average audience rating of 35.8

while away games reached 42.2 percent of all television households.

Competing NFL games telecast during a locally televised Vikings'

game attracted much smaller audiences, recording an average rating of only 6.7.

Non-competing NTL games involving other teams attracted an average of 17.5 out

of every 100 television households. 1975 ratings increased for Vikings' games

as well as other teams contests (except those competing with local team broad-

casts) .

Professional football telecasts are maintaining their popularity

in the Minneapolis area, therefore, with an expressed preference from the

viewers for those games in which the Vikings participate. Thus, Public Law

93-107 would appear to be beneficial to the public in the Minneapolis area.

Audience Ratings for Minnesota Vikings: 1973-1975

Vikings Other Teams
Home Games Away Games Competing Non-Competing

1973 (3) 37.4 (1) 45.8 (0) - (9) 17.2

1974 (2) 32.8 (2) 38.6 (3) 8.3 (7) 16.6

1975 (21 37.1 (2) 40.7 (2) 5.1 (8) 18.8
Avg.

Ratings (7) 35.8 (5) 42.2 (5) 6.7 (24) 17.5
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The New Orleans Saints

1. Televised Games and Ticket Sales

Since the adoption of Public Law 93-107, none of the Saints' home

games has been locally televised. Consequently, the law has had no impact on the

New Orleans franchise. The team's lack of success in selling out home games

partially can be attributed to their stadium's relatively large capacities of

81,000 for the Sugar Bowl between 1972-74 and 74,700 for the Superdome in 1975.

The Saints' ticket sales have remained relatively stable over the

past three years and have also exceeded the league average. Nevertheless,

average tickets sold per game have fallen far short of the total available.

While 1973 proved to be the Saints' best year with an average of 63,587 tickets

sold per game, this number still amounted to less than 80 percent of the

stadium's capacity.

Season ticket sales have also decreased during each of the past

three years: from 53,319 in 1972 to only 46,000 in 1975. This is not partic-

ularly surprising since the Saints have had four consecutive losing seasons.

In any event, the waning Interest cannot be attributed to Public Law 93-107

since the law has never triggered a lifting of the team's local television

blackout policy on home games.
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Sunmary of New Orleans
Ticket' Sales: 1972-1975

1972 1973 197A 1975

1. Stadium capacity 80,997 80,997 80,997 74,704

2. Total tickets sold
(percentage change
from previous season)

NA 4A5,108 444,590
(-.12)

389,209
(-12.52)

3. Avg. seats sold per
game

HA 63,587 63,513 55,601

4. Season ticket sales
(percentage change
from previous season)

53,319 50,005
(-6.22)

49,252
(-1.52)

46,000
(-6.62)

5. Percentage of games won .143 .357 .357 .143

6. Divisional standing 4 3 3 A

7. Number of televised games

KA - Information was Not Available

2. "No Shows": Sunmary and Analysis

i Since data on live gate attendance in 1972 was not available, we have

"no shows" figures for only the past three seasons. Nevertheless, those figures
4

indicate that an increasing niiaber of ticketholders failed to attend home games

between 1973 and 1975. However, since none of the team's home games has been

locally televised, the decline in attendance cannot be attributed to Public Law

93-107.

From 1973 to 1975 total "no shows" increased from 48,619 to 76,945.

Last year's increase constituted the largest seasonal decline in live gate

attendance when the number of "no shows" averaged out to an exceedingly high

19. E percent of all tickets sold. The 1975 season also marked the year in which

Kew Orleans moved into a new domed stadium.
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Sunmary of "No Shows" For
New Orleans Saints: 1972-1975

1972 1973 1974 1975

1. Total "no shows" NA A8,619 59,132 76,945
(percentage change (21.6%) (30.12)

from previous season)

2. Average "no shows" per NA 6,946 8,447 10,992
game

3. Avg. number of seats NA 63,587 63,513 55,601
sold per game

4. Percentage of seats sold - 10. 9Z 13.32 19.82

not showing

5. Number of televised games -

6. Avg. "no shows" per - - - -

televised game

7. Avg. "no shows" per - 6,946 8,447 10,992
non-televised game

8. Percentage of games won .143 .357 .357 .143

9. Divisional standing 4 3 3 4

NA - Information was Not Available

Given that local telecasts have no application in the New Orleans

case, other factors must have been responsible for the rise in "no shows"

since 1973. The results of the statistical analyses confirm this proposition.

Our findings indicate that "no shows" were particularly sensitive tc temperature.

Not surprisingly, "no shows" increased when the weather turned cold. Additionally,

attendance increased with improvements in the team's performance, as reflected by

their won-loss record. All other variables in the model did not appear to have a

significant impact on the team's attendance. The model explained less than half

of the variation of the Saints' "no shows." It is therefore apparent that the

Saints' live gate attendance was influenced by factors other than those defined

in \.he empirical model. We have no reasonable explanation for this phenomenon.
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RESULTS OF THE REGRESSION ANALYSES OF

NEW ORLEANS "NO SHOWS" : 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 " .47458
F( 5-, 15 ) = 2.7097

Independent Variables

Televised Games*
Temperature
Precipitation ^

Home Tean's win-loss Z

Visiting Team's Win-loss Z

1973 a

•1974

1975
Constant

Regression Coefficients F Values

-.00378 6.459*

-.48800 4.802*
.05811 .389

.02818 .375

.00998 .039

.50353

Equation 2

Dependent Variajle: The ratio of "no shows" to total tickets sold
R2 .32924

!( 5i is ) « 1.4725'

Independent Variables Regression Coefficients F Values

Televised Games ^

Temperature
Precipitation *

Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974a

1975
Constant

-.00332

-.01757

.01954

-.01553
.04606
.39529

3.724

.318

.819

.056
3.724

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

R2 " -.38536

^( 3... 17 ) •= 3.55281*

Independent Variable Regression Coefficients F Values

Televised Games^ - '

Temperature -.00327 4.686*
Precipitation^
Home W-LZ x Visitor's W-LZ -.33987 2.508
1973 -.02928 .327
1974* -.00878 .027
1975
Constant .45265

* Indicates the equation or independent variable is significant at the

.05 level of confidence

a. The Independent variable was not forced into the equation due to

an exceedingly low- F value
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3. Revenues Earned from the Sale of Concessions, Parking .

and "PRO" Magazine

Between 1972 and 1974 the Saints retained 10 percent of concession

revenues. Last year the team did not share. Furthermore New Orleans has never

retained a percentage of parking revenues, although they do, of course, keep

revenues earned from the sale of "PRO" magazine.

Since the enactment of Public Law 93-107 in 1973, the Saints have

not locally televised any home games. The legislation, therefore, has had

absolutely no effect on the sale of concessions, "PRO" magazine, or stadium

parking at the New Orleans franchise.
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Revenues Eamed from the Sale of Concessions, "PRO" Magazine
and Parking for New Orleans Saints: 1972-1975

1972 1973 1974 1975

1. Concessions $247,330 $284,734 $317,729 $ NA
(percentage change (13.2%) (11.6%)
from previous season)

2 "PRO" magazine 45,422 36,272 42,259 34,153
(percentage change (-25.2%) (-11.8%) (-19.2%)

from previous season)

3. Parking NA NA NA NA
(percentage change
from previous season)

4. Total tickets sold NA 445,108 444,590 389,209
(percentage change (- .1%) (-12.5%)

from previous season)

5. "No Shows" NA 48,619 59,132 76,945
(percentage change (21.6%) (30.1%)

from previous season)

6. Number of televised
home games

NA - Information was Not Available
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4. Audience Ratings

Even though the franchise has yet to experience a winning season,

football telecasts of New Orleans Saints' games are more frequently watched by

viewers In the New Orleans area than are other NFL games. Over the three-year

period, an average of 39 out of every 100 television households watched Saints'

televised games. However, the team's audience ratings did decrease in both 1974

and 1975. In all probability, this can be attributed to the team's poor won-loss

record.

Nevertheless, the Saints' televised games outdrew audiences watching

competing telecasts involving other NFL teams by a margin of nearly 8 to 1. Non-

competing games acquired an average 24 rating which was also considerably below

the audience ratings for the home team.

Since no blackout lifts of home games as a result of P.L. 93-107 have

occurred in New Orleans, there can be no impact of the law on television audiences

there. However, it is clear that residents in Southern Louisiana prefer to watch

the Saints play when given the opportunity.

Audience Ratings for New Orleans Saints' Games: 1973-1975

Saints Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) - (2) 47.2 (1) 4.8 (11) 25.9
1974 (0) - (1) 39.8 (1) 2.5 (11) 22.8
1975 (0) - (1) 31.0 (1) 8.3 (11) 23.4
Avg.

Ratings (0) - (4) 39.3 (3) 5.2 (33) 24
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The New York Giants

1. Televised Games and Ticket Sales

The New York Giants have locally televised eight of 21 home games o

38 percent, since the enactment of Public Law 93-107. Six of these games were

televised In 1973 and two were televised in 1975. 1^1 Additionally, these tele-

casts resulted from sellouts at three different stadia which the Giants have

used since 1972.

In 1972 and for the first two games of 1973, the franchise played

Yankee Stadium which had a seating capacity of 63,350 in 1972 and 64,892 in

1973. During the latter part of 1973 and all of the 1974 season, the Giants

played at the Yale Bowl in New Haven, Conn, which held approximately 70,000

fans. Shea Stadium became home base for the Giants in 1975 with a seating

capacity of approximately 60,400. These changes in stadia make an analysis of

the effects of Public Law 93-107 on the Giants' franchise more difficult. On

the basis of available ticket data, however, lifting the blackout on home games

does not appear to have adversely affected the team's ticket sales.

Average ticket sales to the Giants' home games were approximately

62,700 in 1972, 67,000 in 1973, 53,300 in 1974 and 59,300 in 1975. These

figures represent at least 98 percent of their respective stadia's capacities

with the exception of only 75 percent sales in 1974. Total sales increased in

1973 and 1975 while decreasing by 21 percent in 1974 when the Giants played

their home games in New Haven. The latter decrease is probably indicative of

greater problems in getting to the Yale Bowl.

Season ticket sales followed nearly the same pattern as total ticket

sales except that the percentage changes in annual sales were somewhat larger.

37 Sec Footnote 2 Page 19
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For example, season sales fell by 8 percent in 1973 and 2A percent in 1974 which

corresponded with the team's move to the Yale Bowl. When the franchise returned

to New York in 1975, season ticket sales increased 36 percent. Again, it is

probable that fans experienced greater transportation problems when the Giants

were playing in New Haven and as a consequence, many appeared to be less inclined

to purchase season tickets in 1973 and 1974. Moreover, the absence of televised

games for 1974 as compared to 1975 confirms fans' preferences to purchase tickets

when the team plays in New York.

Additionally, the New York Giants have not had a winning season

since the passage of Public Law 93-107. In all probability, this also contributed

to the losses in season ticket and total ticket sales for 1973 and 1974. Results

reported in the following section suggest that the team's performance has affected

live gate attendance. Therefore, it is also likely that poor performances as well

as the location of the games have affected the sale of Giants' tickets more than

any effect of Public Law 93-107.

Summary of New York Giants
Ticket Sales: 1972-1975

1972 1973 1974 1975

1, Stadium capacity 63,350 64,892*
70,200*

70,874 60,416

2. Total tickets sold
(percentage change
from previous season)

438,669 470,273
(7.2%) (

373,096
-20.7%)

414,808
(11.2%)

3. Avg. seats sold per game 62,667 67,182 53,298 59,258

4. Season ticket sales
(percentage change
from previous season)

57,214 52,686
(-7.9%) (

40,007
-24.1%)

54,294
(35.7%)

5. Percentage of games won .571 .143 .143 .357

5. Divisional standing 3 5 5 4

7. Number of televised games 6 2

*The Giants used 2 stadia in the 1973 season: Yankee and Yale.

72-769 O - 76 - 15
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2. "No Shows": Summary and Analysis

The New York Giants have experienced substantial increases in the

number of "no shows" since the implementation of the Sports Anti-Blackout Law.

Between 1972 and 1973 "no shows" more than doubled, increasing from 26,881 to

59,991. These were equivalent to 6.1 percent and 12.8 percent of the total

tickets sold during each of the respective seasons. Total "no shows" remained

nearly constant in 1974 although the percentage of ticket holders who chose not

to attend games increased to 16 percent. Last year, the absolute number of "no

shows" increased to 62,836 while the ratio of "no shows" to total tickets sold

fell to 15.1 percent. Again the seemingly contradictory trends in the absolute

number of "no shows" and the ratio of "no shows" to ticket sales reflect the

differences in seating capacities of the three stadia used by the Giants since

1972.

Moreover, it would not be appropriate to attribute increases in "no

shows" experienced after 1972 to Public Law 93-107. A comparison of average "no

shows" demonstrates that live gate attendance at locally televised games exceeded

attendance at games which were blacked out in the team's home territory. Specifi-

cally, the Giants had an average of 7,551 "no shows" for the six locally. televi-

sed 1973 contests with 14,688 "no shows" for the single blacked-out game. The

result held in 1975 when about twice as many ticket holders failed to attend

blacked-out home games as opposed to those which were locally televised. Hence,

it does not appear that Public Law 93-107 has impacted on the live gate attendance

ath the Giants' home games.
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Summary of "No Shows" For
New York Giants: 1972-1975

1. Total "No Shows"
(percentage change
from previous season)

2. Avg. "No Shows" per game

3. Avg. number of seats
sold per game

A. Percentage of seats sold

not showing

5. Number of televised games

6. Avg. "No Shows" per
televised games

7. Avg. "No Shows" per
non-televised game

8. Percentage of gases won

9. Divisional standing

1972

26,881

3,840

62,667

6.1Z

3,840

.571

3

1973

59,991
(123.2%)

8,570

67,182

12.8%

6

7,551

14,688

.143

5

1974

59,759
(-.4%)

8,537

53,298

16.0%

8,537

.143

5

1975

62,836
(5.2%)

8,977

59,258

15.1%

2

4,930

10,595

.357

4

The statistical analysis confirms this proposition. That is, our

findings indicate that the number of Giants' "no shows" did not significantly

increase when home games were locally televised, all other things being equal.

However, the number of "no shows" was influenced by the weather and the quality

of the game. As was the case with most other teams, the number of "no shows"

Increased when the weather was cold and wet. Conversely, attendance improved when

the fans expected a game with two well-matched teams, as reflected by the won-loss

percentages of each.
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RESULTS OF THE REGRESSION ANALYSES OF

NEW YORK. .GIANTS "NO SHOWS": 1972-1975

Equation 1

Dependenc Variable: The ratio of "no shows" to total tickets sold
r2 - ,58187

8,19 ) • 3.30510*

Independent Variables Regression Coefficients F Values

Televised Games .02124 .092
Tenperat ure -.00242 2.917
Precipitation ,19254 10.275*
Home Teao s uin-loss a -.00023 1.538
Visiting Tearo's Win-loss % -.00009 2.385
1973 .01507 .031
•197^ .04394 .328
1975 .04364 .494
Constant .33773

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold

F( 7,20 ) •= 3.52160*

Tp'lp^pni^r-T Variables Reerecfiion Co? f f i c: ept

s

F Val'je?

Televised Games ^

Tempera t ur e -.00265 4.740*

Precipitati on .17164 8.708*

Home Team's Div. Standing .02014 .385

Visiting Team's Div. Standing .01837 1.833

1973 .04453 .644

1974 .07878 .952

1975 .06928 1.498

Constant .07866

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 •= .59679

^( 7,20 ) = 4.22888*

Indeoendent Variable Repression Coefficients F Values

Televised Games .01741 .068
Temperature -.00297 6.571*

Precipitation .20036 11.859*
Home V-L7. x Visitor's V-L7. -.28606 4.383*

1973 .01118 .019

1974 .06936 1.693
1975 .05696 1.182
Constant .28269

'* Indicates the equation or independent variable is significant at the

,05 level of confidence

a. The independent variable wa s not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking
,

and "PRO" Magazine

The New York Giants do not share in concession or parking revenues.

The figures In the table below Indicate that concession sales have fluctuated

widely over the past four years, decreasing by 25.5 percent In 1973 and by

33.8 percent in 1974, before increasing by 94.3% percent in 1975. The diminu-

tion In 1973 and 1975 was probably due, in part, to the rather dramatic increase

in "no shows" In 1973 and falling ticket sales during the 1974 season. However,

the rather dramatic recovery In concession sales last year did not coincide

with a similar Improvement in attendance. Additional revenues were apparently

due to rising consumption and prices for concessions.

"PRO" magazine sales did not prove to do particularly sensitive to

"no shows". For example "PRO" sales Increased in 1973, even though live gate

attendance declined. The reverse was true last year. Consequently, it does

not appear that Public Law 93-107 has had a significant adverse impact on

revenues earned from the sale of concessions and "PRO" magazine at the Giants'

home games.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for New York Giants: 1972-1975

1. Concessions
(percentage change
from previous season)

1972

$488,918

1973

$364,045

(-25.5%)

1974

$240,981

(-33.8%)

1975

$480,172

(99.3%)

2. "PRO" magazine
(percentage change
from previous season)

80,086 90,752

(13.3%)

73,681

(-18.8%)

69,430

(-5.8%)

3. Parking
(percentage change
from previous season)

42,000 NA NA NA

4. Total tickets sold
(percentage change
from previous season)

438,669 470,273

(7.2%)

373.096

(-20.7%)

414,808

(11.2%)

5. "No Shows"
(percentage change
from previous season)

26,881 59,991

(123.2%)

59,753

(- .4%)

62,836

(5.2%)

6. Number of televised 6 2

home games

NA - Information was Not Available
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4 . Audience Ratings

The results reported in the table below indicate that professional

football is relatively less popular with New Yorkers than it is with viewers

In other parts of the country. On the average, local telecasts of New York

Giants' games were viewed In about 16 of every 100 households in the New York

area.

As others however, New Yorkers do prefer to watch their home team as

opposed to other NFL clubs. Games involving other teams which were broadcast on

different channel at the same time as a Giants' telecast, received an average

audience rating of 8.1. On the other hand, games which did not directly

compete with the Giants received a 15.3 audience rating.

Consequently, it appears that the fans' interest in telecasts of

Giants' games is not particularly accuce. Average racings for contests not

Involving the Giants were of similar magnitude to those for Giants' home games

telecasts. This indicates that all N7L broadcasts have attracted basically

the same size of audience with lower percentages for telecasts opposite Giants'

games. Additionally, since the New York market offers many options for televi-

sion viewers, the comparatively small football-viewing audience is not surpris-

ingly, especially in light of the fact that the Giants have not had a winning

season since 1973.

Audience Ratings For New York Giants: 1973-1975

Giants Other Teams
Home Games Away Games Competing Non-Competing

1973 (1) 14.8 (2) 17.1 (2) 8.9 (7) 17.0
1974 (0) - (2) 18.5 (0) - (11) 13.3
1975 Ui 17.0 (1) 15.4 (1) 7.3 (8) 15.7
Avg.

Ratings (3) 14.8 (5) 17.0 (3) 8.1 (26) 15.3
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The Philadelphia Eagles

1. Televised Games and Ticket Sales

The Philadelphia Eagles have sold out and locally televised all

home games since the enactment of Public Law 93-107. The average number of

tickets sold for each game over the past four years has been equivalent to at

least 98 percent of the stadium's capacity. Additionally, the Eagles' ticket

sales have varied less than 1 percent since 1973, which again reflects the

team's success in selling practically all available seats.

Season ticket sales in this period have been equally stable, flue

tuating by less than 1 percent over the past three years. At the same time,

yeiirly sales of some 64,000 season tickets guaranteed that at least 98 percer

of the available seats were sold before the season began.

It is, therefore readily apparent that despite mixed performances

!

by the Eagles since 1972, there is still a high demand for the Eagles' ticket

Summary of Philadelphia Eagles
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 65,000 65,000 65,954 66,095

2. Total tickets sold
(percentage change
from previous season)

455,013 453,082 456,502
(-.4%) (.8%)

455,555
(-.2%)

3. Avg. seats sold per game 65,002 64,726 65,215 65,079

4. Season ticket sales
(percentage change
from previous season)

64,106 64,001
(-.2%)

64,361
(.6%)

64,300
(-.1%)

,

5. Percentage of games won .143 .357 .500 .286

6. Divisional standing 5 3 4 5

7. Number of televised games 7 7 7
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2 . "No Shows": Summary and Analysis

Like most teams, the Eagles experienced a decline in live gate atten-

dance during the first year of the Sports Anti-Blackout Law. However, attendance

improved in both 1974 and 1975. In this regard, Public Law 93-107 does not appear

to have had a deleterious effect on the Philadelphia Eagles.

As of 1975, only about 7.3 percent of ticket holders to Eagles' games

chose not to attend. Total "no shows" have declined from a 1973 high of 44,417

to 33,075 this past season. Average "no shows" have similarly decreased to 4,725

per game. Successful ticket sales and decreasing "no shows" have insured the

Philadelphia Eagles the live attendance which the NFL considers vital.

Summary of "No Shows" For
Philadelphia Eagles: 1972-1975

1972 1973 1974 1975

1. Total "no shows" 31,000 44,417 42,032 33,075
(percentage change (43.3%) (-5.4%) (-21.3%)
from previous season)

2. Avg. "no shows" per game 4,429 6,345 6,005 4,725

3. Avg. number of seats 65,002 64,726 65,215 65,079
sold per game

4. Percentage of seats sold 6.8% 9.8% 9.2% 7.3%
not showing

5. Number of televised games 7 7 7

6. Avg. "no shows" per 6,345 6,005 4,725
televised game

7. Avg. "no shows" per 4,429 0.0
non-televised game

8. Percentage of games won .143 .357 .500 .286

9. Divisional standing 5 3 4 5
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Since all of the Philadelphia Eagles' home games were televised

during the period that Public Law 93-107 has been in force, the results of the

statistical analysis provided in the table below are more difficult to evaluate

- at least with regard to the impact of the law. The analysis does provide,

however, a representation of those factors which did and did not influence the

number of "no shows" experienced by the Philadelphia franchise. Specifically,

temperature and precipitation were the only variables which had a direct

influence on the Eagles' live gate attendance. As expected, more ticket holders

stayed home when the weather was cold and Apr wet. Here again, their sensitivity

to the weather may partially be attributable' to television. That is, fans may

be less inclined to attend games in cold weather knowing full well that the

contest will be locally televised. However, the relationship between attendance

and temperature may have been as equally strong had none of the games been tele-

vised. -That, of course, depends solely on the individual fan's desire to see

the game in person, coupled with his propensity to sit in a cold stadium. Un-

fortunately, an analysis of such behavior is beyond the scope of this study.
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RESULTS OF THE REGRESSION ANALYSES OF
PHILADELPHIA "NO SHOWS": 1972-1975

E<)uatlon 1

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 •= .60147
F( 7,20 ) « 4.31209*

Independent Variables

Televised GameS°

Temperature
Precipitation
Home Team's win-loss Z

Visiting Team's Vin-loss 7.

1973
'1974

1975
Constant

Regression Coefficients F Values

-.00434 7.790*

.17220 13.985*

-.00005 .145
-.00008 1.075
.04239 .722

.03011 .279

.08482 2.778

.30933

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .58689

F( 7,20 ) - 4.05900*

Independent Variables Regression Coefficients F Va]

1974

1975
Constant -26029

Televised Games ~ ~

Temperature -.00441 7.105*

Precipitation .17461 12.951

Home Team's Div. Standing -.00522 .036

Visiting Team's Div. Standing .00637 .215

1973 .04393 .744

.01659 .102

.08677 2.464

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .58920

^( 6,21 ) = 5.01999*

Independent Variable

Televised Games^
Temperature
Precipitation
Home V-L7. x Visitor's W-L%

1973
1974
1975
Constant

Regression Coefficients F Values

-.00427 7.698*

.17679 15.130*

-.13942 .483

.04744 .950

.03429 .427

.08385 ' 2.773

.26658

*. Indicates the cqr.:stion or Independent variable is significant at the

.05 level of confidence

a. The independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parklne ,

and "PRO" Magazine

The Philadelphia Eagles retain 15 percent of all concession sales

but do not share in stadium parking revenues. As noted, the club's live gate

attendance may have been indirectly affected by Public Law 93-107. Moreover,

Eagles' concession sales appear to correlate with live gate attendance. Hence,

the legislation could have impacted on this source of income, although the

losses which resulted from local telecasts would be relatively small. The

same could be said of "PRO" magazine sales.

Parking did not appear to be particularly sensitive to live pate atten-

dance. This probably reflects a limited number of available parking spaces

at the stadium. If so, the parking authority would have no trouble selling

those spacer, even if the games were not sold out.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for Philadelphia Eagles: 1972-1975

1972 1973 197A 1975

(9 games) (8 games) (9 games) (9 games)

1. Concessions $432,699 $38A,373 $342,227 $497,386
(percentage change (45.3%)
from previous season)

2. "PRO" magazine 63,448 78,932 65,292 53,847
(percentage change (-17.5%)

from previous season)

3. Parking 50,666 51,362 69,588 NA
(percentage change
from previous season)

4. Total tickets sold* 455,013 453,082 456,502 455,555
(percentage change (- .4%) ( .8%) (- .2%)

from previous season)

5. "No shov/s"* 31,000 44,417 42,032 33,075
(percentage change (43.3%) (-5.4%) (-21.3%)
from previous season)

6. Number of televised 7 7 7

home games

NA - Information was Not Available
* - Total for seven home games
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4. Audience Ratings

Television viewers In Philadelphia clearly prefer to watch the Eagles

play as opposed to other teams. Audiences for Eagles' games have on the average

consisted of approximately 27 out of every 100 homes. As In other NFL cities,

when viewers are given a choice of an Eagles game or another NFL contest televised

during the same time period, more people choose to watch the home team. Conse-

quently, other NFL games which competed with the Eagles' telecasts reached

audiences of only six in every 100 television homes — less than one-fourth of

the persons who chose to view the home team.

When other NFL games were broadcast in different time periods, the

average audience for those games was 20.1 percent which is indicative of the

popularity of professional football in the Philadelphia area.

Furthermore, the consistantly high ratings for locally televised

home games (27.9 average rating) suggests the absence of any degree of over-

saturation in the Philadelphia market.

Audience Ratings for Philadelphia Eagles Games: 1973-1975

Eagles Other Teams
Home Games Away Games Competing Non-Competing

1973 (3) 28.6 (1) 35.7 (1) 6.7 (8) 2A.A

1974 (2) 29.7 (2) 23.0 (3) A. 6 (7) 18.2

1975 (21 26.3 (2) 21.9 (2) 6.8 (9) 17.6

Avg.

Ratings (7) 27.9 (5) 26.9 (6) 6.0 (24) 20.1
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The St. Louis Cardinals

1. Televised Games and Ticket Sales

The St. Louis Cardinals televised only eight of 21 home games or

38 percent, since the enactment of Public Law 93-107. One home game was

locally televised in 1973, four in 1974 and three in 1975. Throughout the

past four years, the average number of tickets sold per game has never

dropped below 92 percent of the seating capacity of Busch Stadium's — where

the Cardinals play.

Total tickets sold for the four year period remained relatively

constant. On the average, 48,955 fans purchased seats to Cardinal games in

1973, the peak year. This figure ebbed in 197A when 48,351 tickets were

sold per game. Last year, an average of 47,676 seats were sold for home

games, representing 92 percent of the seating capacity. The later per-

centage was lower than in 1973 when 98 percent of the available tickets were

sold. However, this decrease was partially attributable to the increase in

the seating capacity of Busch Stadium from 49,818 in 1973 to 51,342 in 1975.

Season ticket sales fell from 41,332 in 1972 to 37,516 in 1975,

a drop of about 10 percent. However, as previously mentioned, total ticket

sales remained constant while half of the home games played during the last

two years were locally televised. This, indicates that ticket sales have

probably been far more sensitive to the team's recent improvement than to

Public Law 93-107.
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Summary of St. Louis Cardinals
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity «9,818 49,818 51,186 51,342

2. Total seats sold
(percentage change
from previous season)

337,545 342,685
(1.5%)

338,459
(-1.2%)

333,521
(-1.5%)

3. Avg. seats sold per
game

48,221 48,955 48,351 47,646

A. Season ticket sales
(percentage change
from previous season

41,332 40,672
(-1.6%)

39,006
(-4.1%)

37,516
(-3.8%)

5. Percentage of games won .286 .286 .714 .786

6. Divisional standing 4 4 1 1

7. Number of televised games 1 4 3

2. "No Shows": Suimnarv and Analvsis

Public Law 93-107 cannot be shown to have had a negative effect on

the St. Louis franchise. Indeed "no shows" at Cardinal games have continually

declined since 1972, with a total of 38,808 Cardinal ticket holders who chose

not to attend games. This figure dropped by 48 percent to 20,091 in 1973. The

downward trend continued through 1975 when there were only 17,314 ticket holder

who failed to attend games. The percentage of seats sold not showing has like-

wise declined from 11.5 percent in 1972 to 5 percent in 1975.



237

-23A-

Although total "no shows" at Cardinal games have declined,

average "no shows" at locally televised games have increased since 1973.

Given that more games were broadcast in 197A and 1975, prospects of

television coverage could have influenced such increases.

"No shows" for non-televised games have, on the other hand,

declined from 2,977 in 1973 to 1,235 in 1975. Thus, only in the first

year of Public Law 93-107 's existence did the number of ticket holders

not attending blacked-out games exceed the number who failed to attend

televised games.

Summary of "No Shows" For
St. Louis Cardinals: 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 38,808 20,091 20,088 17,314
(percentage change (-48,2%) (0%) (-13.8%)
from previous season)

2. Avg. "No Shows" per 5,544 2,870 2,830 2,473
game

3. Avg. number of seats 48,221 48,955 48,351 47,646
sold per game

4. Percentage of seats 11.5% 5.9% 5.9% 5.2%
sold not showing

5. Number of televised games 14 3

6. Avg. "No Shows" per - 2,228 3,507 4,125
televised game

7. Avg. "No Shows" per 5,544 2,977 2,020 1,235
non-televised game

8. Percentage of games won .286 .286 .714 .786

9. Divisional standing 4 4 11

72-769 O - 76 - 16
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However, the statistical analyses of St. Louis "no shows" indicate

that Public Law 93-107 did not directly affect the number of "no shows." Indeed

temperature was the only variable which significantly influenced attendance at

the Cardinals' home games. While "no shows" increased in colder weather, locall

televised games may have strengthened this relationship. Again, St. Louis fans

could have become less inclined to attend games when the temperature fell,

given the opportunity to watch the game on television. This would seem to be

reflected in the fact that "no shows" at locally televised Cardinal games were

generally higher than at blacked-out games. Consequently, Public Law 93-107

could have had an indirect impact on the franchise's live gate attendance.

Again, it is not possible to conclusively demonstrate the extent of the impact

or, for that matter, its existence, because it is uncertain whether fans take

availability of home games on local television stations into consideration when

deciding whether or not to attend games when the weather is cold. Perhaps they

would not attend in any case. On the other hand, watching a locally televised

game in the comfort of one's living room may be a perfectly adequate substitute

for sitting in cold weather in order to see a game live.

Even if the inferred indirect relationship between Public Law

93-107 and "no shows" were demonstratable , the impact would in all probability

be minimal. Although the Cardinals televised three home games last year, the

percentage of ticket holders who failed to attend games was still below the

league average. Additionally, attendance has improved since 1973 even though

more home games were televised during the past two years.
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RESULTS OF THE REGRESSION ANALYSES OF

ST. LOUIS "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 » .72670
F( 8,19 ) - 6.31505*

Independent Variables Reeresslon Coefficients F \'z

Televised Games
Temperature
Precipitation
Home Team's win-loss Z

Visiting Team's Win-loss Z

1973
•1974

1975
Constant .29536

.06943 3.800
,00252 23.559*

.05303 1.113
-.00013 3.380
-.00007 2.665
-.01721 .A78
-.02136 • .480
-.02134 .609

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = 73022

F( 8,19 ) = 6.42837*

Independent Variables

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

ReRression Coefficient s

.05323
-.00265
.07346
.02041
.01280

-.01658
-.02835
-.02071
.11209

3.397
25.896*
2.277
3.422
3.221
.452
.883
.546

Regression Coefficients T Values

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales
r2 •= .70057

F( 7,20 ) = 6.68494*

Independent Variable

Televised Games
Temperature
Precipitation
Home W-L% x Visitor's W-L%
1973
1974
1975
Constant

.04951 2.276

-.00257 23.581*

.05077 .938

-.12207 2.325
-.02116 .710

-.03731 1.756
-.03335 1.633

.24010

* Indicates the equation or independent variable is significant at the

,05 level of coniidence

a. The Independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions. Parking,
and "PRO" Magazine

The St. Louis Cardinals do not share concession or parking revenues.

The figures in the table below indicate that concession sales have increased

annually since 1972. "PRO" magazine sales, on the other hand, have fluctuated

widely over the four year period. Unfortunately, data on parking revenues was

available for 1972 and 1973 only.

It Is difficult to draw any conclusions concerning the effect of "no

shows" on these revenues. There does appear to be a direct relationship between

concession sales and live gate attendance. The same relationship appears to be true

with regard to "PRO" sales.

In any event, the number of "no shows" during each of the past three years

has been substantially lower than in 1972. This, does not necessarily imply

that Public Law 93-107 has had no impact on concession sales. As noted above,

the legislation could have had an indirect Impact on live gate attendance,

although the figures suggest that the magnitude of this effect was probably

minimal, if it existed at all. Consequently, the Sports Anti-Blackout Law has

seemingly not resulted in serious losses in revenues to the St. Louis Cardinals

from the sale of concessions, parking and "PRO" magazine.
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Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for St. Louis Cardinals: 1972-1975

1972 1973 1974 1975

1. Concessions J,/ $344,687 $389,339 $392,057 $432,460
(percentage change (15.6%) (10. 3Z)

from previous season)

2. "PRO" magazine 67,165 36,810 62,419 II ll.lkl
(percentage change (.45%) (70%) (-16.3%)
from previous season)

3. Parking 57,796 64,613 NA NA
(percentage change (11.8%)
from previous season)

4. Total tickets sold 337,545 342,685 338,459 333,521
(percentage change (1.5%) (-1.2%) (-1.5%)

from previous season)

5. "No shows" 38,808 20,091 20,033 17,314
(percentage change ''(-48.2%) (0%) (-13.8%)
from previous season)

6. Number of televised 1 A 3

home games

NA - Information was Not Available

_1/ The figures used were supplied by the Civic Center Redevelopment Corporation
(in charge of concessions). The Cardinals did not provide the Commission with
the amount of revenues earned from the sale of concessions during 1975.

TJ The price of "PRO" magazine in St. Louis was only $0.50 preceeding the 1974
season. It was raised to $1.00 thereafter.
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A. Audience Ratings

As in most NFL cities, television viewers in St. Louis prefer to

watch the home team play as opposed to other NFL clubs. On the average, almost

29 in every 100 television households in the St. Louis area have watched broad-

casts of the Cardinals' games since 1973. According to November audience

figures from ARB, the Cardinals' attracted larger audiences in

1974 and 1975 than in 1973. This can probably be attributed to the team's

first place finish in the NFC's Central division in 1974 and again last year.

Consequently, viewer interest has increased.

Other games broadcast during the same time period as Cardinals'

games received a much smaller audience (4.7 percent). When other NFL games

did not conflict with Cardinals telecasts, there were on the average 17 in

every 100 television households viewing. It is evident that there is consider-

ably less interest, among St. Louis fans, in games in which the Cardinals do

not participate.

Three home-game telecasts were included in this; survey with an

average audience rating of 30.7. Thus, Public Law 93- 107 has benefited St.

Louis television viewers by increasing NFL coverage to include home games.

Audience Ratings for St. Louis Cardinals

:

1973-•1975

Cardinals Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) (2) 20.4 (2) 6.5 (10) 16.7
1974 (2) 32.2 (2) 34.0 (2) 3.9 (9) 16.0
1975 (1) 29.1 (2) 25.0 (2) 3.8 (9) 18.4
Avg.
Ratings (3) 30.7 (6) 26.5 (6) 4.7 (28) 17.0
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The San Francisco Forty-Nlners

1. Televised Gaines and Ticket Sales

The San Francisco Forty-Nlners locally televised four of seven home

games during the first year In which Public Law 93-107 was In effect. Since

then, all home games have been blacked out In the Bay area, reflecting a decline

in ticket sales in both 197A and 1975, which coincided with an Increase in the

seating capacity of Candlestick Park from 60,000 in 1973 to 61,249 in 1974.

Total ticket sales rose by .9 percent in 1973 but declined by 10

percent in 1974 and by 11 percent in 1975. Season ticket sales followed a

similar pattern, increasing by 3 percent in 1973 while declining by 14 per-

cent in 1974 and by 13 percent in 1975. Only 68 percent of the available seats

in the stadium, therefore, were being purchased on a seasonal basis in 1975.

This was surprising in that despite the Forty-Nlners Improved won-loss record

and divisional standing in 1974, total ticket sales for 1975 were reduced.

Nevertheless, since no home games have been televised in either 1974 or 1975,

fans were probably not anticipating the lifting of the blackout in deciding

whether to buy tickets to San Francisco games. Therefore, it would probably

not be appropriate to attribute the franchise's loss in ticket sales to the

Sports Anti-Blackout Law.
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Summary of San Francisco Forty-Niners
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadium capacity 60 ,000 60 , 000 61, 249 61, 252

2. Total tickets sold
(percentage change
from previous season)

410,811 414 , 517

(.9%)

372,432
(-10.2%)

330,430
(-11.3%)

3. Avg. seats sold per game 58,687 59,217 53,205 47,204

4. Season ticket sales
(percentage change
from previous season)

53,876 55,506
(32)

47,649
(-14.2%)

41,409
(-13.1%)

5. Percentage of games won .571 .357 .429 .357

6. Divisional standing 1 4 2 2

7. Number of televised games 4

2. "No Shows": Summary and Analysis

As noted above, Public Law 93-107 resulted in telecasts of Forty-

Miners home games in the 1973 season only. With four out of seven games broad-

cast that year, "no shows" increased dramatically (about 204 percent). The San

Francisco experience is comparable to that of most NFL teams during the first

year of the law. "No shows" generally increased in 1973.

Total "no shows" for 1974, however, declined by 25 percent, repre-

senting one in every ten ticketholders . A decrease of 6.9 percent in "no shows"

coupled with an 11.3 percent ticket sales decline at last year's games produced

the largest relative measure of "no shows" for anyoof the past four seasons. That

is, about 12.2 percent of all fans who purchased tickets to the Forty-Niners games

decided not to attend in 1975. Given that no home games were televised in 1975,

the latter increase cannot be attributed to Public Law 93-107. As the table below

indicates, fewer relatiye "no shows" were recorded for 1973 when four ganes were

broadcast than for 1975 with no telecasts.
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Summary of "No Shows" For
San Francisco Forty-Niners : 1972-1975

1972 1973 1974 1975

1. Total "No Shows" 16,464 49,963 37,685 40,269
(percentage change (203.5%) (-24.6%) (6.9%)

from previous season)

2. Avg. "No Shows" per game 2,352 7,138 5,384 5,753

3. Avg. number of seats 58,687 59,217 53,205 47,204
sold per game

4. Percentage of seats AZ 12.1% 10.1% 12.2%
sold not showing

5. Number of televised games 4

6. Avg. "No Shows" per 7,190
televised game

7. Avg. "No Shows" per 2,352 7,068 5,384 5,753
non-televised game

8. Percentage of games won .571 .357 .429 .357

9. Divisional standing 1 4 2 2

The analysis of the Forty-Niners' live gate attendance suggests the

lack of a relationship between "no shows" and locally televised games. That is,

live gate attendance did not decline significantly when the local blackout was

lifted. However, attendance was influenced by precipitation and the quality of

the game.

As expected, a larger number of ticket holders failed to attend

games when it rained. Conversely, live gate attendance was generally high when

the fans expected to see a good game, as reflected by the won-loss record and

divisional standing of the visiting team.

Finally, the results of the analysis indicated that "no shows"

were significantly higher in 1973 and 1974 than in 1972. Again, these seasonal
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differences are not attributable to other factors defined in the model such ^

as precipitation and the quality of the game. Hence, they probably reflect

elements which are not identified in the statistical model but which nevertheles«(

had a differential effect on the number of "no shows" for each of the seasons.

In any event, there is nothing in the analysis which suggests that Public Law

93-107 had an adverse impact on the Forty-Niners' live gate attendance.
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BESHLTS OF THE REGRESSION ANALYSES OF

SAN FEAKCISCO "KO SUOWS"; 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .65377

F( 8,19 ) - 4.4B458

Independent Tariablcs

Televised Canes
Teirperature

Precipitation
Home Tean's vin-loss 2

Visiting Team's Vin-loss 2

1973
-1974

1975
Constant

Itegression Coefficients F Values

.02833 .657

-.C0068 .451

.07858 6.900

-.00003 .072

-.00013 6.998^
.11089 ^-^^^i,
.12001 . 10.604^

.10546 9.314

.12200

Equation 2

Dependent Variable: Tne ratio of "no shows" to total tickets sold
,r2 - .70227

F( 8,19 ) = 5.60193*

Independent Variables

Televised Canes
Temperature
Precipitation
Home Team's Div. Standing
Visiting Teaic's Div, Standing
1973
1974
1975
Constant

Hegresaioti Coefficients F Val ues

.02466 .546

-.00142 2.375

.05149 3.156

.00953 .960

.03273 14.410

.10240 8.902^

.12406 19.37^

.12010 21.054

-.01633

Equation 3

Dependent Variable: Tne ratio of "no shows" to total ticket sales

r2 = .59072

F( 7,20 ) = 4.12368*

Independent Variable

Televised Cames
Teicperature
Precipitation
Hone V-L2 x Visitor's V-LX
1973
1974
1975
Constant

j^egression Coef f ici er^t s F Values

.02057
-.00053
.07865

-.18868
.10107
.09919
.09210

.08733

.316

.248
6.177*

6.942*
8.389*
11.758
10.271

* Indicates the eqnation or independent variable is siguificaut at f.ie

.05 level of confidence

a,The Independent variable was not forced into the equation due to

an exceedingly low F value
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3. Revenues Earned from the Sale of Concessions, Parking
,

and "PRO" Magazine

The San Francisco Forty-Niners do not share concession or parking

revenues. Here again, it was difficult to evaluate the impact of live gate

attendance on the ancillary sources of income because the figures reflect

total sales at different numbers of games.

The Forty-Niners have lifted the blackout on only four home games,

all of which were played in 1973. "No shows" increased that year as did

concession sales. Parking receipts may have fallen off slightly. However,

given that Public Law 93-107 did not have a significant impact on the team's

live gate attendance, revenues from these two sources were not seriously

affected by the legislation.

Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking for San Francisco Forty-Niners: 1972-1975

1972 1973 1974 1975

(11 games) (10 games) (10 games) (7 games)

1. Concessions $700,369 $750,070 $747,472 $ NA
(percentage change (-0.3%)
from previous season)

2. "PRO" magazine NA 103,657 89,629 63,981
(percentage change (-13.5%)
from previous season)

3. Parking 106,947 84,163 83,789 NA
(percentage change (-0.4%)
from previous season)

4. Total tickets sold* 410,811 414,517 372,432 330,430
(percentage change (.9%) (-10.2%) (-11.3%)
from previous season)

5. "No shows"* 16,464 49,963 37,685 40,269
(percentage change (203.5%) (-24.6%) (6.9%)

from previous season)

6. Number of televised 4

home games

NA - Information was Not Available
* - Total for seven home games.
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4. Audience Ratings

The San Francisco-Oakland television market Is similar to New York,

in that two teams share the allegiance of professional football fans. This also

accounts for the relatively small differences between ratings for the Forty-

Nlners and those for other NFL teams which of course includes the Oakland Raiders.

Since 1973, the Forty-Nlners ' away games have attracted an average

audience rating of 19.4. Ratings for those games have also decreased during each

of the past three seasons which probably reflects the fact that the team has

not played well.

The Oakland Raiders, on the other hand, have won four consecutive

divisional championships and have attracted large television audiences. This

largely accounts for the relatively small differences between ratings for the

Forty-Nlners and other NFL teams. For example, two competing games in 1973 and

two non-competing contests in 1975 involved the Raiders which undoubtedly increased

the average rating for games in these categories.

In any event, the Forty-Nlners' audiences are large when compared

with audiences for other types of programming aired on a Sunday afternoon.

Additionally, the figures below clearly indicate that San Francisco fans prefer

to watch the Forty-Nlners as opposed to other NFL teams, with the exception of

the Raiders. Hence, Public Law 93-107 has been beneficial to Bay area residents

since it has provided for additional locally televised games of both teams.
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Audlence Ratings for San Francisco Forty-Nlners Games: 1973-1975

Forty--Niners Other Teams
Home Games Away Games Competing Non-Competing

1973 (0) (3) 22.7* (2) 13.9 (7) 21.4
1974 (0) (2) 19.6 (1) 10.0 (9) 16.2
1975 15.9 (1) 8.3 (11) 20.5

Avg.
Ratings (0) (7) 19.4 (A) 10.7 (27) 19.4

Includes one simulcast game carried on CBS November 4, 1973 with
Oakland and San Francisco sharing the average rating.
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The Washington Redskins

1. Televised Games and Ticket Sales

Since Public Law 93-107 was adopted, the Washington Redskins have

sold out all tickets and subsequently televised all home games. The average

number of seats sold per game and the number of season tickets sold exceeded

Kennedy Stadium's seating capacity of 50,000 in both 1972 and 1973. Conse-

quently, the Redskins increased the number of available seats to 54,380 and

55,004 in 1974 and 1975, respectively.

Total ticket sales have Increased accordingly from 365,346 in 1972 to

380,527 in 1975. Season ticket sales have also Increased in each of the last

four years. Specifically, sales were 51,076 or 102 percent of capacity in 1972;

51,969 or 104 percent of capacity in 1973; 52,049, or 96 percent, of the enlarged

capacity In. 1974 and 52,400, or 95 percent, of capacity in 1975.

It would appear that Public Law 93-107 has not had a deleterious

Impact on Redskins ticket sales, even though the law has triggered a lifting of

the blackout on all home games played since 1973. Fans in the Washington area

appear to be willing to purchase tickets regardless of the likelihood of being

able to watch all home games on television. The demand for seats may be par-

tially attributable to the Improved quality of the team over the past few years.
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Summary of Washington Redskins
Ticket Sales: 1972-1975

1972 1973 1974 1975

1. Stadiiim capacity 50,000 50,000 54,380 55,004

2. Total tickets sold
(percentage change
from previous season)

365,346 374,993
(2.6/4)

375,003
(0%)

380,527
(1.5%)

3. Avg. seats sold per

game
52,192 53,570 53,571 54,361

4. Season ticket sales
(percentage change
from previous season)

51,076 51,969
(1.8%)

52,049
(.2%)

52,400
(.7%)

5. Percentage of games won .786 .714 .714 .571

6. Divisional standing 1 1 2 3

7. Number of televised games 7 7 7

2 . "No Shows": Summary and Analysis

Washington has had very few "no shows" over the past four years

despite the fact that all home games were televised since 1973. In 1972,

before the adoption of Public Law 93-107 only 3,000 ticket holders failed to

attend all seven home games. This amounted to an average of 428 "no shows"

per game, which was less than 1 percent of all tickets sold.

When Public Law 93-107 was passed. Redskins "no shows" increased

to 8,906, or 2.4 percent of all tickets sold. In 1974, total "no shows" fell

to 3,333, or .9 percent of all tickets sold. There were 8,499 "no shows"

last year which was equivalent to 2.2 percent of total ticket sales.
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Summary of "No Shows" For

Washington Redskins: 1972-1975

L. Total "No Shows"
(percentage change

from previous season)

I. Avg. "No Shows per game

}. Avg. number of seats
sold per game

(. Percentage of seats
sold not showing

i. Number of televised games

Avg. "No Shows" per
televised game

Avg. "No Shows" per
non-televised game

1972

3,000

429

52,192

.8%

429

Percentage of games won

Divisional standing

1973

8,906
(196.8%)

1,272

53,570

2.4%

7

1.272

197A

3,333
(-62.6%)

476

53,571

.9%

7

476

1975

8,499
(155%)

1,214

54,361

2.2%

7

1,214

.786 .714 .714 .571

1 12 3

As was the case with other teams which have televised all or nearly

11 of their home games, it is more difficult to assess the impact of Public

aw 93-107 on Washington's live gate attendance. The results of the regression

nalysis do indicate, however, that "no shows" were not significantly higher

hen home games were locally televised. Consequently, Public Law 93-107 does

ot appear to have affected attendance.

Weather did have a significant influence on "no shows." Not sur-

risingly, fewer ticket holders were willing to attend the game in cold and/or

et weather. Moreover, their decision did not appear to be influenced by the

pportunity to see the game on television, as reflected by the very small number

f "no shows" at nearly all home games played since 1973. Hence, Public Law

3-107 does not appear to have had a significant affect on live gate attendance

t the Redskins home games.

72-769 O - 76 - 17
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RESULTS OF THE REGRESSION ANALYSES OF

WASHINGTON "NO SHOWS": 1972-1975

Equation 1

Dependent Variable: The ratio of "no shows" to total tickets sold
r2 = .81941
F( 7,20 ) - 12.96360*

Independent Variables

Televised Games
Temperature
Precipitation
Home Tean's win-loss %

Visiting Team's Win-loss 2

1973
•19743

1975
Constant

Regression Coefficients F Values

.00765 .641
-.00070 11.702*

.06666 30.043*

.00003 .675

-.00001 1.686
.00242 .093

.00590 .565

.02669

Equation 2

Dependent Variable: The ratio of "no shows" to total tickets sold

r2 - .82128

F( 7,20 ) - 13.12931*

Ijidependent Variables Regression Coefficients F Values

Televised Games
Temperature
Precipitation
Home Team's Div. Standing
Visiting Team's Div. Standing
1973
1974
1975
Constant

-.00071 12.450*

.06818 30.056*

-.00572 .821

.00224 1.247

.00725 .851

.00836 .615

.01685 1.951

.04738

Equation 3

Dependent Variable: The ratio of "no shows" to total ticket sales

r2 = .81329

F( 6,21 ) «= 15.24561*

Independent Variable

Televised Games
Temperature
Precipitation
Home W-L% X Visitor's W-L%

1973
1974
1975
Constant

Regression Coefficients

-.00072
.06486

-.01978
.00580
.00091
.00735
.05534

12.777*
29.760*

1.760
.571

.014

.922

Indicates the equation or independent variable is significant a

.05 level of confidence
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3. Revenues Earned from the Sale of Concessions, Parking
,

and "PRO" Magazine

The Washington Redskins do not share in concession or parking revenues

rom RFK stadium. However, information provided by the Redskins' concessionaire

ndicate that revenues have increased each year while all home games have been

elecast. No loss of income to these enterprises can be determined to have

ccurred, therefore, as a result of "no shows" at regular season games.

Analysis of "PRO" magazine revenues is made difficult due to the

ifferent number of games used in the tables. On the basis of the 1974 and

975 seasons, however, an increase of 6.3 percent occurred despite a 155 percent

acrease in "no shows." It would seem, therefore, that Public Law 93-107 has

Dt resulted in losses of thes'F revenues to the Washington franchise.

Revenues Earned from the Sale of Concessions, "PRO" Magazine
and Parking' for Washington Redskins: 1972-1975

1972 1973 1974 1975

(10 games) (11 games) (7 games) (7 games)

. Concessions $461,125 $497,125 $372,975 $401,881 1/
(percentage change (8%)
from previous season)

. "PRO" magazine 101,002 110,613 74,345 79,012
(percentage change (6.3%)
from previous season)

. Parking 164,570 193,570 214,991 NA
(percentage change
from previous season)

. Total tickets sold* 365,346 374,993 375,003 380,527
(percentage change (2.6%) (0%) (1.5%)
from previous season)

. "No shows"* 3,000 8,906 3,333 8,499
(percentage change (196.8%) (-62.6%) (155.0%)
from previous season)

. Number of televised 7 7 7
home games

NA - Information was Not Available.
* - Totals for seven home games.

/ Information supplied by B&B Caterers rather than Redskins.
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4. Audience Ratings

The Washington Redskins appear to be quite popular with Washington

television audiences. The strength of this popularity can be seen in the dif-

ference between an average Redskin game audience of some 40 out of 100 homes

and the 4.1 audience rating for other NFL games broadcast during the same hours;

ten times as many people prefer to watch the home team.

At the same time, NFL contests that do not compete with Redskin

telecasts have average audiences of some 20 percent of the viewing public.

This indicates that all professional football is quite popular with Washington

area viewers, although telecasts of the home team are still more than twice as

popular as other games.

Five home games telecasts resulting from Public Law 93-107 were

included in the ARB survey. These games received as large a percentage of

television viewers as did Redskins' away games. The Sports Anti-Blackout Law

has been beneficial to the preferences of these viewers who now enjoy more

Redskins' telecasts than in the years prior to 1973.

Audience Ratings for Washington Redskins' Games: 1973-1975

Redskins Other Teams
Home Games Away Games Competing Non-Competing

1973 (2) 34.1 (3) 44.0 (1) 4.3 (9) 22.8

1974 (1) 45.3 (3) 38.3 (3) 3.8 (7) 19.6
1975 (2)_ 44.4 (2) 38.6 (0) (10) 16.7
Avg.

Ratings (5) 41.3 (8) 40.3 (4) 4.1 (26) 19.7
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4. The Effect of Public Law 93-107 on NFL Playoff Games :

1973-1975

Since the enactment of Public Law 93-107 in 1973, only four of

21, or 19 percent, of the NFL' s playoff games have been blacked out in local

jaarkets. The four include Cincinnati at Miami and Los Angeles at Dallas in

1973, Washington at Los Angeles in 1974 and St. Louis at Los Angeles in 1975.

All other playoff games were locally televised pursuant to Public Law 93-107

jwlth the exception of the Super Bowl played at Miami in 1973. Although that

game was not sold out, the local blackout was lifted voluntarily.

Public Law 93-107 does not appear to have had a substantial

impact on attendance at the playoffs. While "no shows" were generally higher

at locally televised games in 1973 and 1975, the reverse was true in 1974.

However, live gate attendance at all the post-season contests has remained

relatively high over the past three seasons.

For example, only 5.1 percent of all ticket holders to all the

seven playoff games in 1973 failed to attend. Similarly, 1974 playoffs "no

shows" were equivalent to 3.2 percent of all tickets sold, while only 3.8

percent failed to attend the 1975 playoffs.

These figures as well as those listed in the table below indicate

that attendance is generally higher for divisional championship games and the

Super Bowl, than it is at regular season games. Accordingly, it is reasonable

to assume that Public Law 93-107 has not imposed an undue hardship on those-

teams which have made the playoffs.
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SUMMARY OF "NO SHOWS" AT NFL PLAYOFF GAMES: 1973-1975

1973 PLAYOFFS

Conference Teams

AFC
Pittsburgh
at Oakland

Cincinnati
at Miami

Oakland
at Miami

Locally
Televised

NO

YES

Seating
Capacity

5A.071

80.050

80.050

Seats

Sold

52.6A6

78.928

79,326

'No Shows'

2,552

4,277

A.9A1

Washington
at Minnesota

Los Angeles
at Dallas

Minnesota
at Dallas

SUPER BOWL
Minnesota
vs. Miami

(at Miami)

YES

YES

47,693

65,000

65,000

80,050

48,040

63,272

64,422

71,882

1,975

1,191

4,734

3,740

TOTAL: 471,891 458,515 23,410

AVERAGE
All Games
Locally Televised Games
Blacked-out Games

67,412
65,368
72,525

65,502
63,263
71,103

3,344
3,588
2,735
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1974 PLAYOFFS

Conference Teams

AFC

NFC

Buffalo
at Pittsburgh

Locally
Televised

YES

Miami
at Oakland YES

Pittsburgh
at Oakland YES

Washington
at Los Angeles NO

St. Louis
at Minnesota YES

Los Angeles
at Minnesota YES

SUPER BOWL
Pittsburgh
vs. Minnesota YES

(at New Orleans)

Seating
Capacity

50,112

54,020

54,004

92,572

48,503

48,503

80,997

Seats
Sold

49,841

53,023

53,800

77,925

48,150

48,444

80,997

"No Shows'

1,911

1,203

489

2,996

3,796

1,040

1,932

TOTAL: 428,711 412.180 13,367

AVERAGE
All Games
Locally Televised Games
Non-Televised Games

61,244
56,023
92,572

58,883
55,709
77,925

1,910
1,729
2,996
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1975 PLAYOFFS

Locally Seating Seats
Conference Teams Televised Capacity Sold "No Shows"

AFC

NFC

Baltimore
at Pittsburgh YES 50,112 49,557 937

Cincinnati
at Oakland YES 54,037 53,034 955

Oakland
at Pittsburgh YES 50,112 50.609 1,506

Dallas
at Minnesota YES 48,390 48,050 1,936

St. Louis
at Los Angeles NO 92,570 73,459 1,506

Dallas
at Los Angeles YES 91,038 88,919 6,555

SUPER BOWL
Pittsburgh
vs. Dallas YES 80,045 80,197 3,305

(at Miami)

TOTAL: 466,305 443,825 16,680
AVERAGE

All Games ' 66,615 63,404 2,383
Locally Televised Games 62,300 61,727 2,529
Blacked-out Games 92,570 73,459 1,506
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D. COMPLAINTS AND INQUIRIES

From April of 1975 to April of 1976, the Federal Communications

Commission received a total of 11 complaints and inquiries regarding the

broadcast of professional football games. This number was dovm sharply from last

year's total of 25 complaints and inquiries. The most common type of football

complaint concerned the territorial extent of the permissible blackout. Last

year, the Commission received a total of 16 letters regarding the territorial

extent of the blackout, a majority of which (13) were from the Fort Myers/Naples,

Florida area. This year the Commission received only four complaints directly

dealing with the territorial extent of the blackout; one from a San Diego

resident protesting the blackout of Los Angeles Rams' home games, one from

a Fort Myers resident protesting the blackout of the Miami Dolphins' home

games, and two from Toledo residents protesting the blackouts of the Detroit

Lions' home games. All four objected to the inclusion of their respective

communities in their "local team's" blackout area.

The statute to which these complaints relate is not Public Law

93-107, but rather is Public Law 87-331 (1961), which was codified in 15

U.S.C. §§1291-1295 (1970). Public Law 93-107 concerns itself only with those

games which are sold out 72 hours in advance. It does not deal with the extent

of the geographical area a team may blackout when its home games have not been

sold out by that 72-hour mark.

As for the remainder of the complaints and inquiries received

concerning Public Law 93-lD7's application to professional football, all of
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the letters requested the broadcast of additional football games. Three

letters were received from residents of the Miami area which were critical

of the blackout of the Miami Dolphins' home games generally and the Dolphins'

management specifically. One letter suggested that the 72-hour sellout

standard be changed to 2A or 12 hours since the team owner received the same

amount of money for a sellout no matter when the game became officially sold

out. Two other letters questioned the fairness of applying the same standard

for determining sellouts in cities with relatively large populations and

modest-sized stadia (New York and Philadelphia) and smaller cities wiih

large stadia (Miami). A similar letter was received from a resident of

Buffalo, who indicated his displeasure at what he characterized as an inequit-

able situation which discriminated against the citizens of Buffalo. The

complaint suggested that Public Law 93-107 be amended to assist fans in those

medium-sized cities, like Buffalo, with comparatively large stadia by

changing the standard for determining a sellout . The proposal would declare

a sellout when the number of seats sold equaled the number of seats avail-

able for sale in the smallest stadium in the league.

Two letters were received from residents of the Philadelphia area

who complained that they were not able to receive a 4:00 p.m. game on those

dates when the Philadelphia Eagles played a televised game at home. It was

explained that under present contracts between the NFL and the television

networks, only one game may be broadcast by each network affiliate in the city

of a league team on those days when that team is playing at home. This limitation
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applies irrespective of whether the home team's game comprises one of the

two games which are broadcast.

One letter was received from a Chicago Bears' fan who complained

that the Bears management was attempting to avoid compliance with Public Law

93-107 by refusing to sell season tickets and by raising the seating capacity

at Soldiers Field, home field of the Bears, from 55,753 to 57,453 by the

addition of "poor-view seats" on the extreme corners of the stadium. An

Investigation of these charges revealed that there apparently had been no

violation of Public Law 93-107. Soldiers Field is operated by the Chicago

Park District, which must approve any addition or deletion from the seating

capacity. Prior to 1970, when the Bears began playing their home games there.

Soldiers Field had a seating capacity of over 87,000. However, in 1970 the

stadium was refurbished. Astroturf was introduced, the playing field was

moved 30 yards to the south, and portable bleachers were placed in the hereto-

fore open north end of the stadivim. Since 1970, when the seating capacity at

the stadium was 55,701, it has been raised to 55,753 prior to the 1974 season,

and again raised to 57,453 prior to the 1975 season. The most recent rise in

seating capacity involved the sale of seats on the extreme northeast and north-

west sides of the stadium. However, before offering these seats for sale the

Bears had to apply to the Park District, which in turn had to approve the

Bears' request. Once the Park District approved the use of these seats, the

seats became available for sale by any of the stadium's tenants. No proof has

been offered to show that the Bears sold those seats this season in order to

avoid compliance with Public Law 93-107.
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One telephone inquiry was received from a local Washington, D.C.

newspaper requesting information regarding Public Law 93-107 's application

to the Washington Redskins' decision to raise the seating capacity at

Kennedy Stadium, home field of the Redskins, from 5A,380 to 55,A00 by adding

spectator seats at field level. Since these seats had a partially obstructed

view, it was rumored in the Washington, D. C. press that the Redskins manage-

ment had added the seats purely to evade the anti-blackout law by making sell-

outs more difficult. It was explained to the caller that on the basis of

publicly known facts, it did not appear that the Redskins management was

attempting to avoid compliance with Public Law 93-107. Kennedy Stadium is operated

by the District of Columbia Armory Board which must approve any addition to the

stadium's seating capacity. Kennedy Stadium is one of the smaller stadiums in

the NFL, and the Redskins have a lengthy waiting list to buy season tickets to

their games. Therefore, although these additional seats provided a relatively

poor view of the action on the field, they were sold for every one of the Redskin

1975 home games within the required time period. As a result, all of the Redskins

home games were televised in the Washington, D. C. area.
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E. SUMMARY AND CONCLUSIONS

1. Televised Games and Ticket Sales

Public Law 93-107 has resulted in a significant increase in

local television coverage of most of the 26 member clubs of the NFL. In

1973, the first year in which the Sports Anti-Blackout Law went into effect,

109 of 182 regular season games were televised in the home teams' territories.

A total of 86 home games were locally televised in 1974. Last year, that

number declined to 75.

The decrease iri total ticket sales in 1974 and 1975 did not

appear to be attributable to Public Law 93-107. Indeed, the seasonal decreases

in total ticket sales were largely due to a decline in the number of season

tickets sold. However, the analysis of season ticket sales demonstrated

that their sales increased when the number of home games locally televised

during the preceding season increased. It would appear from the analysis

that Public Law 93-107 has had a positive impact on season ticket sales. The

analysis further demonstrated that season ticket sales were positively influenced

by the teams' won-loss records in the preceding season as well as the size

of the population of the market in which the franchise was located. It

is reasonable to conclude from these findings that the NFL's total ticket

sales have not been seriously affected by the Sports Anti-Blackout Law.

2 . "No Shows": Summary and Analysis

The results of empirical analyses of the live gate attendance at

games of each of the 26 NFL clubs indicated that four teams - the Atlanta

Falcons, Dallas Cowboys, Miami Dolphins and the Los Angeles Rams experienced
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signiflcant increased in the number of "no shows" when their games were

locally televised. Furthermore, these increases were independent of other

factors which influenced live gate attendance, and as a result, were directly

attributable to Public Law 93-107. It should also be noted, however, that

other factors besides televised games also accounted for "no shows." For

example, attendance was also influenced by weather. That is, a larger number

of ticket holders stayed home when the weather was bad, regardless of whether

or not those games were carried on local television stations.

"No shows" were particularly notable in Miami and Atlanta. During

the 1973 season when all seven of the Dolphins' home games were locally

televised, 21 percent of all ticket holders failed to attend games. In 197A,

three games were locally televised and 16. A percent of all ticket holders

failed to attend games. Last year, none of the team's home games were telecast

locally and the percentage of ticket holders who chose not to attend those

games fell to 8.5 percent. Atlanta "no shows" also increased when home games

were locally televised. All seven home games were locally televised in 1973

and 1974. "No shows" were equivalent to 15.8 percent of total tickets sold

in 1973 and 35.7 percent in 1974. Last year no home games were locally televised,

but 19 percent of all tickets sold still went unused. It is not readily apparent

why these two particular teams were differentially affected by Public Law 93-107.

Although Public Law 93-107 has also adversely affected attendance

at Dallas and Los Angeles, the problem has been of lesser significance in both

instances. During each of the past three seasons, the percentages of Cowboy

ticket holders who failed to attend games has been lower than the league average.

Specifically, "no shows at televised games amounted to 8.9 percent of seats sold

in 1973, and 5.3 percent of seats sold in 1975. (No home games were televised



267

in 1974.) Furthermore, the Cowboys have locally televised only four of 21

home games played since the enactment of Public Law 93-107.

Los Angeles has locally televised only one home game since 1973.

The significant impact of Public Law 93-107 is reflected in the 21,649 fans

who failed to attend that particular game. ^Thile the legislation could similarily

affect attendance at other locally televised games, it is highly unlikely that

the Rams will be able to sell all 91,000 available seats in the L.A. Coliseum

for many games. Hence, Public Law 93-107 does not appear to pose a serious

threat to live gate attendance of this particular franchise.

The results of the analyses further indicated that the live gate

attendance at home games of eight additional NFL teams - Chicago, Denver,

Green Bay, New England, Oakland, Philadelphia, Pittsburgh and St. Louis - appear

to have been indirectly affected by Public Law 93-107. In each instance, "no

shows" significantly increased when the weather was cold and/or wet. It is

conceivable that the fans' unwillingness to attend games under these conditions

could have been influenced by local telecasts. Specifically, fans seemed less

inclined to attend games in bad weather when given the opportunity to see those

games on television, than when those contests were not locally televised. Unfor-

tunately, there is no way to differentiate the effect of weather from that of

locally televised games, since that relationship depends on the fans' preference

to watch the game in person, as opposed to their unwillingness to sit in a cold

and/or wet stadium. An assessment of this type was beyond the scope of the study.

Moreover, all of the teams, with the exception of Chicago, enjoyed

relatively high gate attendance. That is, the percentage of ticket holders who

failed to attend home games of the remaining seven teams was below the league
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average (with the exception of Philadelphia's 1973 season). The high number

of "no shows" at Chicago is probably not entirely due to the legislation. Many

fans would have likely stayed home In bad weather regardless of whether or not

the game was locally televised. Furthermore, "no shows" at last year's locally

televised Bears' games were actually lower than the number of "no shows" at

blacked-out home games. Consequently, it is reasonable to conclude that Public

Law 93-107 has not posed a serious threat to the live gate attendance of those

teams which appear to have been indirectly affected by the legislation.

Finally there is no evidence to suggest that the Sports Anti-

Blackout Law has significantly affected the live gate attendance of the remaining

14 NFL clubs. This is especially evident for 1975 when the percentage of ticket

holders who failed to attend blacked-out games (i.e., 9.6 percent) exceeded the

percentage who failed to attend locally televised contests (i.e., 7.1 percent).

Public Law 93-107 has also resulted in a dimunition of revenues

earned from the sale of concessions, parking and "PRO" magazine to the extent

that locally televised games may have adversely affected a team's live gate

attendance. These losses do not appear to have been substantial except in the

cases of Miami and Atlanta. Since the legislation has apparently had little or

no affect on attendance at home games of other teams, their concession sales

have also remained relatively unaffected by Public Law 93-107.

Parking revenues which usually accrue to Municipal authorities and

are used to finance stadium facilities also appeared to not be adversely affected.

The parking capacity at nearly all NFL stadia is generally much smaller than that

which would be needed to handle all the automobiles of fans who would wish to

drive to the game. Thus, even if a team experienced a large number of "no shows,"

the demand for stadium parking spaces would very likely exceed the available supply.
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4. Audience Ratings

The analysis of the impact of Public Law 93-107 on professional

football indicates that NFL telecasts are one of the most, if not the single

most, popular type of programming on television today. On the average, about

30 percent of all households in markets which support NFL franchises watch their

home team's televised games. It is further apparent that most fans clearly prefer

to watch the home team's televised games as opposed to games involving other NFL

teams. This is particularly true when viewers are able to choose between the two.

To illustrate, games involving other teams which were televised at the same time

as were the home team games, but on a different network, were viewed in only 6

or 7 percent of all households in the market as compared with an average 30 per-

cent who watched the home team's televised games.

Games of other NFL teams which did not compete with the home teams' .

televised contests were viewed by about 19 percent of all households in all 25

markets which support an NFL franchise. It is therefore apparent that televised

games of most home teams attract substantially larger audiences than do televised

games involving other NFL teams.

Moreover, these findings are indicative of the enormous popularity

of football. Most NFL games are, of course, played on Sunday afternoons. Other

types of programming aired by network affiliated television stations during this

time are usually viewed by only 6 or 7 percent of all television households. Prime

time programming (excluding Monday Night Football) attracts larger audiences.

But even here, the audience tuned into a particular network affiliated station

between 7:00 and 11:00 p.m. generally averages out to only 20 percent of all

households in the market. In light of the wide audience appeal of telecasts of

home team football games, it can be concluded that Public Law 93-107 has had a

substantial public interest benefit in making significantly more of these games

(2-769 O - 76 - If
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available to televised viewers.

Local radio stations which have purchased the rights to broadcast

local games have suffered losses in listenership and subsequent advertising as

a result of Public Law 93-107. This is reflected in the fact that many NFL

teams have paid radio stations rebates when home games were locally televised.

Moreover, these losses in revenue are largely borne by individual teams and

are not recouped, at least Immediately, from television royalties.

Nevertheless, it is highly probable that these losses will eventually

be offset by additional revenues accruing from network television contracts with

the NFL. Furthermore, all local radio stations which hold the rights to NFL

games appear to be doing quite well financially. Hence, they are in no way

dependent .on NFL games in order to earn a reasonable return on their capital

investment. In this regard, the impact of Public Law 93-107 on radio revenues

Is of no great consequence.
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THE WORLD FOOTBALL LEAGUE

The World Football League did not recuperate from the

financial losses sustained during its first year of operation. By

October of 1976, the WFL folded, declared bankruptcy and released its

players.

No contact was ever made by the WFL in response to this

year's Commission inquiries. Given the League's lack of sellouts in

1974-75 and continuing poor ticket sales in 1976, it is unlikely that

Public Law 93-107 had any effect on the World Football League during

its short-lived existence.
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III. PROFESSIONAL BASEBALL

A. INTRODUCTION

In his October 31, 1975 appearance before the House Subcommittee on

Communications, Bowie K. Kuhn, Commissioner of Baseball, stated that Professional

Baseball's experience with Public Law 93-107 had not indicated any impact on the

game. He further stressed that Baseball had no factual basis to oppose an

extension of the blackout legislation. In response to a question from the sub-

committee. Commissioner Kuhn indicated that Baseball approved of the legislation.

However, because conditions might change materially in the future, Kuhn requested

that Congress place a terminal date on any new legislation, "so that professional

sports might have an opportunity in the future to present additional relevant

information to the Congress." _!/

The Commissioner's October 31, 1975 testimony contrasted with his

testimony before the same House subcommittee two years earlier. During that

1973 appearance. Professional Baseball opposed all anti-blackout legislation

"on principle". Kuhn stated that there was a potential that such legislation

might undermine gate receipts in certain situations.

B. AN ASSESSMENT OF. THE EFFECT OF PUBLIC LAW 93-107

As in the previous years in which Public Law 93-107 was in effect,

the only league television contract (as defined in Section 331 (c) (2) of the

Communications Act) involving professional baseball was that with the National

_!/ Hearings on H.R. 9566 Before the Subcommittee on Communications of the

Committee on Interstate and Foreign Commerce , ser. 47, 94th Cong., 1st

Sess., 138.
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Broadcasting Company, pursuant to which the World Series, the National and

American League Championship Series, the All Star Game, the Saturday after-

noon "Games of the Week" and 15 mid-season Monday Night Games were nationally

televised. The contract required NBC to telecast the World Series and All

Star games nationally without any blackouts and without regard to sell outs.

In 1973, 1974 and 1975 these games were not, in fact, blacked out in any

area of the country. Moreover, the 1973, 1974 and 1975 League Championship

Series were televised locally although not required by the contract. 2^/ Thus,

the provisions of Public Law 93-107 did not apply to any of these games during

the past three seasons.

In 1974, all but one of the Monday night games and all Saturday

"Games of the Week" telecast by NBC were blacked out in the home territories of

both teams playing in such games, as required by the league contract. In each

case, a back-up game between two other major league teams was telecast in the

two cities affected. None of these games were sold-out in advance of game time.

The Blackout was voluntarily lifted on the single locally televised Monday game.

That game was played in Atlanta on April 8, 1974 and was of high interest to local

fans hoping to see Hank Aaron hit his record breaking 715th home run.V Tlius

with respect to these games, there were no instances in which the provisions of

Public Law 93-107 applied.

In 1975, there were also no instances in which the provisions of Public

Law 93-107 applied to require a sold-out home game to be made available to a local

television station. There were no sellouts of any of the network of any of the

network televised Saturday "Games of the Week," or the Monday Night Games.

2_l "The World Series, the Playoff Games, and the All Star Game— purusant to a

long standing Baseball policy, were shown on the home team's local television
stations." April 15, 1976 letter from James F. Fitzpatrick to Chairman Wiley p. 2.

2/ It is unclear whether Public Law 93-107 would have applied had not the Braves
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C. COMPLAINTS AND INQUIRIES

The Commission received only two letters dealing with Public Law

93-107's application to the broadcast of baseball games as compared with four

letters in the previous year. Both of the letters dealt with NBC's decision not

to broadcast all of the Major League playoff games. Specifically, the letters

complained that NBC had failed to carry all of the playoff games. Specifically,

the letters complained that NBC had failed to carry all of the playoff games

between the Boston Red Sox and Oakland A's even though the games were sold out

In advance. It was explained to the complainants that there was no obligation

to broadcast these particular games imposed by Public Law 93-107, since their

broadcast was not prevented by any contract or agreement. Rather, it was a

programming decision of the network not to televise all of the playoff games.

The Commission, with very limited exception, is prohibited from directing licen-

sees to present or refrain from presenting specific program matter.

D. SUMMARY AND COMCLUSIONS

On the basis of the information submitted by Professional Baseball,

there Is no indication that Public Law 93-107 had any affect upon Professional

Baseball during the last three seasons or that some effect might be expected in

the foreseeable future. Moreover, Commissioner Kuhn indicated during Congressional

hearings that the law had no impact on the sport in the past and that the sport no

longer opposed similar legislation.

3/ continued
voluntarily made the game available for telecast in Atlanta. Although the

game did not officially sell-out until less than two hours before game time,

the Braves, pursuant to their standard procedure, set aside 10,000 general

admission tickets for sale at the gate. Under Public Law 93-107, a game tele-

vised pursuant to a league contract can only be blacked out if tickets avail-

able for purchase by the general public 120 hours before the scheduled beginning

time of the game involved have not been sold 72 hours before that beginning time.

In this particular case, one cannot determine from the facts whether all of the

tickets available for purchase 120 hours before game time actually had been sold

72 hours before game time. However, if the only tickets which had not been sold
by the 72 hour mark were those 10,000 general admission tickets saved by the team
for sale at the gate, then the Braves could not legally blackout the game in Atlant.
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IV. PROFESSIONAL BASKETBALL

A. TNTROnUCTTON

The National Basketball Association bases its objections to

Public Law 93-107 on the belief that a three season experience with the

law has not been a long enough period to assess its full impact. It

has disputed the previous findings of the FCC as to the law's minimal

impact on the NBA. The total impact of the legislation cannot be decided,

according to the NBA, without more complete data and a longer period of

study.

What slight negative effect the NBA has experienced can be

inferred from what the NBA describes as "consistently higher" "no shows"

at televised games. Since turnstile counts on attendance were not always

available for 1974-75, the "no shows" recorded for this season were not

significantly high. A comparison of televised and non-televised contests,

however, has led the National Basketball Association to conclude that "no

shows" at telecasts outnumber those at blacked out games. Additional

turnstile data must be obtained, according to the NBA therefore, in order

to more completely document this effect on future seasons.

With regard to the new legislation to replace P.L. 93-107,

the NBA opposes the change in sellout time for playoff games from 72

to 24 hours before the time of the game. A 48 hour period is preferred

in order to alleviate publicity and ticket selling problems that might

arise with a 24 hour deadline.

The American Basketball Association did not appear before

Congress to discuss the effect of Public Law 93-107 on their teams.
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Previous findings of the FCC reports have concluded that anti-blackout

legislation has had little effect on the ABA. Since it is already an

ABA policy to lift blackouts of games sold out 24 hours prior to game

time, the proposed legislative changes in a sellout time requirement

would seem not to pose any hardship to members of the American Basketball

Association

.



277

-27A-'

NATIONAL BASKETBALL ASSOCIATION

B. AN ASSESSMENT OF THE EFFECT OF PUBLIC LAW 93-107

Prior to the enactment of Public Law 93-107, the National Basket-

ball Association blacked out home team games scheduled for telecast in 1972-

1973 by a league contract. Information as to how many of those 26 games

might have been sellouts and fallen within the law's purview is not available.

In the National Basketball Association's 1973-74 season, 14 local

telecasts were provided from a total of 40 broadcast games. According to the

findings of the Second Annual FCC Report, only four of these lifts were a

result of P.L. 93-107. The other 10 were voluntary local decisions to broad-

cast games in the absence of a sellout.

Records for the NBA's 1974-75 season show that 20 games were

locally telecast by the tca~.s. Seven of these blackout lifts were a rebulL

of P.L. 93-107 while 13 were voluntary lifts according to the NBA. Four of

the required blackout lifts occurred during the NBA's regular season with

three lifts during the Playoffs. The total games broadcast in 1974-75 was

37.

Information on the 1975-76 National Basketball Association's

regular season is included in this report. From the data provided to the

Commission as of April 11, 1975, eight out of 22 telecasts were locally

broadcast. The following section is an analysis of the final data for the

1974-75 season as well as that for 1975-76.

1974-75

According to an NBA contract with CBS, approximately 40 games

out of 786 total games played during the 1974-75 season were eligible for

telecast pursuant to a league television contract as defined in Public Law
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93-107. Thirty-seven actual games vera telecast vd.th regional telecasts

counted as half of a nationally televised game.

"No Shovs"

Since the NEA does not have any league--vide policy for obtaining

"no shows" figures, no information vas available for "no shows" on 10 1/2 of

the 37 telecasts in 197A-75. 1./

1) Yc:-.t£rv lifting .

According to the National Basketball Association, voluntary black-

out lifts ^re usually emplcyed by the home team for promotional purposes.

Detroit, for example, has lifted the blackout of games when in the owners'

business judgment large local advertisers desired an opportunity to view the

games they sponsored. Local marketing strategy-, therefore, has caused heme

telecasts of games not otherwise required by P.L,. 93-107.

Of the 13 blackouts voluntarily lifted according to the National

Basketball Association, "no shows" figures were compiled on 11 of these games.

The total computed "no shows" of 5,BA6 represented A percent of the total

paid attendance at these 11 games.

The largest numbers of "no shows" occurred at the January 12, 1975

game with Boston at Buffalo (See Second Annual FCC Report, pp. 97-98) with 9

percent "no shows;" the May 11, 1975 game with Boston at Washington 8 percent

"no shows" (1,31A out of 17,470 total paid attendance); and at the Kay 25,

1975 game with Golden State at 'Washington with 10 percent "no shows" (1,715

out of 17, All total paid attendance). The latter two games were part of the

197A-75 season Playoffs.

_1/Indicate5 the presence of regionally televised games which the NBA counts as
one-half of a nationally televised game

.
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In the case of the April 12, 1975 gaaie with New York at Hcusccn, a

voluntary blackout lift occurred with only 481 tickets sold by the 72 hour

deadline. Since this was a Playoff game, the owners anticipated brisk ticket

sales and promotional advantages that outweighed the risks of a broadcast

affecting "no shows." As a result, soce 9,500 out or 10,047 tickets vere sold

for the game with only 62 "no shows" recorded.

2) Required Lifting

Seven games had their blackouts lifted pursuant to the N3A's

interpretation of the Anti-Blackout Law. (According to submitted data, a

total of 12 seats were actually available for sale 72 hours before the :i=e

of two gaaes which does not preclude then fron being called sellouts.) "No

shows" figures for five of these seven gaces were available. The tcral 2,317

"no shows" were recorded for a single gaze, Buffalo at New Ycrk cr. .\pril 6,

1975. This total represents 13 percent of the paid attandance for that ga=c

but only 4 percent of the total paid attandance for all five gaxes with "no

shows" responses.

Of these seven telecasts, three were fror San Francisco, r-o from

Milwaukee, one from Hartford (a Celtics' gare) and one froc New York. The

three Golden State telecasts recorded no "no shows." One of the Milwaukee Bucks'

games recorded no "no shows" while for the other game "no show" data was net

available. For the single Boston Celtics' Hartford telecast, "no shews" records

were also not available. Finally, there were 2,317 "no shows" for the April 6,

1975 Knicks' telecast. Since no other New York ganes were broadcast by C3S in

19 74-75, it is impossible to judge whether this figure of 13 percent "no shews"

differs significantly from the same figure for blacked out gaiaes in New York. The

impact of Public Law 93-107 on individual NBA teams for 1974-1975, then, does not

appear to have been significant.
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3) Blackouts .

From the 17 blacked-out telecasts, "no shows" figures were

recorded for lOh of the games. The total "no shows" of 3,A29 represented

3 percent of the total paid attendance at these games. The largest "no

shows" figure for a blacked-out game was 1,330 from a February 23, 1975 con-

test between Portland and Washington, representing 16 percent of the paid

attendance

.

Conclusions : Of the 16 telecast games for which blackouts were lifted

and "no shows" figures were recorded, 8,163 "no shows" represented 4

percent of the total paid attendance for these games. That is, "no

shows" for games with blackouts lifted pursuant to P.L. 93-107 amounted

to 4 percent of paid attendance at such games while "no shows" for games

with blackouts voluntarily lifted also amounted to 4 percent of the total

seats sold.

"No shows" for all blacked-out games amounted to 3 percent

of the paid attendance at these games. Moreover, the largest percent of

"no shows" for any one game came from a locally blacked out telecast

with Portland at Washington on February 23, 1975 where some 16 percent of

the total paid attendance was recorded as "no shows."

1975-76

During the 1975-76 season, the National Basketball Association

teams expect to play approximately 779 games including the Playoffs. About
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AO of these were scheduled for telecast pursuant to the Association's

television contract with CBS. The 22 games reported on below are the total

telecast games for the 1975-1976 regular season.
f

"No Shows"

"No shows" data was made available for all of the 22 televised

regular season games through April 11, 1976 by the National Basketball

Association.

1) Voluntary Lifting .

For the four games whose blackouts were voluntarily lifted (including

the All Star game of February 3, 1976), the total "no shows" of 2,513

represented 5 percent of the total paid attendance for these four games.

The largest number of "no shows" was 1,81A or 14 percent of the total paid

attendance at the March 5, 1976 game with Golden State at Los Angeles.

2) Required Lifting .

Four games had their blackouts lifted pursuant to P.L. 93-107

as interpreted by the NBA. For three of these games, no "no shows" v;ere

recorded. Thus, the total 542 "no shows" (1 percent of the paid attendance

of 53,861 for all four games) came from a contest on February 29, 1976

between Golden State and Boston. (As many as 842 of the seats sold at Boston

Garden for this game, however, were obstructed seats in excess of the arena's

normal seating capacity of 13,902. Thus, the 542 "no shows" are based upon

the total attendance rather than stadium capacity.)

Of these four required blackout lifts, three of the telecasts

were from Seattle. For these games the Super sonics recorded no "no shows."
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The Boston telecast with 542 "no shows" represents fewer "no shows" than

at three blacked out Boston games. Specifically, at this February 29,

1976 televised game, "no shows" amounted to A percent of seats sold, whil

the non-televised games had "no shows" amounting to 6 percent (January 25

1976), 5 percent (March lA, 1976) and 4 percent (March 21, 1976) of

seats sold. The relative impact to the Celtics from "no shows" would

be greater for these blacked out games, therefore, than from the single

telecast required by P.L. 93-107.

3) Blackouts

The remaining 14 blacked-out games had a total of 8,251 "no

shows." This figure represents 5 percent of the paid attendance for

these 14 games. Moreover, the largest "no shows" total for any of the 22

nationally televised games was 1,830 (16 percent of the paid attendance)

for Christmas Day 1975 with Kansas City playing at Phoenix, and this

game was locally blacked out.

Conclusions : Eight of the 22 telecast games for which blackout lifts

were listed, therefore, recorded a total of 3,055 "no shows." "No shows"

for games with blackouts lifted as required by P.L. 93-107 amounted to

1 percent of their paid attendance. At games with blackouts voluntarily

lifted, "no shows" comprised 5 percent of the paid attendance for these

games.

The 14 blacked-out games, on the other hand, recorded "no

shows" figures that also amounted to 5 percent of the paid attendance.

Concessions - Collateral Revenues

Little information was available on concessions and souve-

nir sales, parking fees, etc., for 1974-75. \«7hile the NBA claims
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that a reasonable determination of revenue losses can be made from the

number of "no shows," "the available data concerning the impact of the

lifting of the blackout on collateral revenues is too scant to be signifi-

cant. "_2/

In fact, from the concession revenue figures made available to

the Commission on four games paired according to telecast vs. non-telecast

with the same teams playing at the same stadiums, the two televised

contests represented a net gain of $10 in concession revenues even with

1,517 more "no shows" than the two games not televised.

In 1975-76, the NBA was unable to submit data on concession

and souvenir sales, parking fees, etc. Since the teams have limited

access to such information due to separate management and ownership of

the facilities, no figures were provided for inclusion in this report.

Ticket Sales

Ticket pricing for National Basketball games is left to local

team decisions. No records of season ticket sales or prices are kept

by the NBA. Consequently, comparison of the effect of changes in ticket

prices on the number of "no shows'' is not included in this report.

Ticket Promotion

According to the National Basketball Association, home teams

continuously promote ticket sales up to the time of the game. However,

2^/Letter from Robert Kaufman, counsel to the NBA, to Chairman Wiley,
August 22, 1975, p. 4.
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the specific number of unsold tickets is not publicized by home teams

because they feel such a practice creates a negative response from both

ticketholders , when publicity results in a sellout and the blackout is

lifted, and from non- ticketholders when an expected sellout does not

occur and the blackout is in effect.

C. COMPLAIIITS AND INQUIRIES

For the second year in a row, no written complaints were received

by the Commission relating to the broadcast of basketball games.

D. STTMMARY AND CONCLUStONS

Based upon data made available to the Commission, the Sports

Anti-Blackout law appears to have had no significant impact on the

National Basketball Association or for that in.?tter on individual NBA

teams. The reason for this being that relatively few NBA games were

televised in accordance with a league television contract during the 1974-75

and 1975-76 seasons. In 1974-1975, the percent of seats sold not showing

at games televised pursuant to Public Law 93-107 slightly exceeded the same

"no shows" ratio for those games which were blacked out. However, in 1975-7

a greater percentage of "no shows" occurred at games which were blacked

out in the home team's territory than at games which were sold out and

subsequently televised. Therefore, it cannot be concluded that Public Law

93-107 has adversely affected the live gate attendance at locally televised

professional basketball games.

Furthermore, an examination of the individual teams having

locally televised sold out games determined that "no shows" were negligible
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in comparison to the number of "no shows" for blacked out games involving

the same team. Consequently, it appears that Public Law 93-107 has had

no impact on the individual NBA teams.

72-769 O - 76 - 19
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SUMMARY OF "NO SHOWS" FOR

NATIONAL BASKETBALL ASSOCIATION

1974 - 1976

1974-1975

Total Tickets
Sold

Total "No Shows"

Percent of Seats Sold
Not Showing

Games Blacked
Out

133,440

3,429 a/

2.6%

Blackouts Lifted
by Law

64,826

2,317 b/

3.6Z

Blackouts Lifted
Voluntarily

136,116

5,846 c/

4.3Z

1975-1976

Total Tickets
Sold 152,899

Total "No Shows" d/ 8,251

Percent of Seats Sold
Not Showing 5.4%

53,863

542

IZ

54,563

2,513

4.6%

a^/Information on "no shows" was available for 10 1/2 of 17 games.

Wlnformation on "no shows" was available for five of seven games.

£/ Information on "no shows" was available for 11 of 13 games.

d/"No shows" information was available on all 1975-76 games.
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AMERICAN BASKETBALL ASSOCIATION

The 1973-74 ABA season has been the only season during which

games were televised pursuant to a league television contract. Six of

A59 total games were broadcast and blacked out locally in 1973-74 since

none were sold out. In 1974-75 and again in 1975-76, no league television

contract was in effect. Therefore, the ABA feels that Public Law 93-107

does not apply to the league's operation at this time.

The seven member American Basketball Association teams televised

a total of 127 regular season and playoff games in 1975-76. All of these

were televised according to local team arrangements. Sixteen of these

games, according to ABA spokesman Jim Bukata, were listed as sellouts

which would have caused them to fall under the mandates of Public Law

93-107 had the league been operating under a network contract.

The ABA is optimistic that they will be televising games

under a league contract in the future (especially in the event of an ABA-NBA

merger) . Commissioner Dave DeBusschere has expressed the view that should

there be a future league television contract the ABA would not black out

a team's home territory as part of their television policy.

In the absence of such a league television contract in 1975-76,

therefore. Public Law 93-107 has had no impact on the American Basketball
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V. PROFESSIONAL HOCKEY

A. INTRODUCTION

The full impact of Public Law 93-107 has not yet been determined,

according to the National Hockey League. The NHL continuously opposes anti-

blackout legislation even though almost all blackouts of network telecasts i

have been lifted by the League. Any permanent legislation is seen as deny-
ii

ing Congress automatic review of the impact of the law and negating the need
|

for the FCC reporting functions. A continuation of this FCC oversight role

for another trial period is preferred by the NFL.

The National Hockey League opposes a reduction in the sellout period

for playoff games to 2A hours because of anticipated problems of losing stand-

ing room revenues, of setting up regional network clearance, selling adverti-

sing space, and of a last-minute ticket sales rush in the event of a blackout. 1_/

The NHL's policy of selling standing room and obstructed view seats

as part of tickets "available for purchase" is thought necessary in order to

produce sufficient revenues from small arenas. Congress should not, in their

view, be concerned with defining a sellout in terms of seat quality but only

in terms of arena capacity. 2^/

Finally, the NHL believes that the scope of the anti-blackout legis-

lation should define league television contracts in terms of pooled contracts

with national networks so as to permit the establishment of regional networks

that would broaden fan coverage. If regional networks are set up in the

J_/ "Statement of Don V. Ruck, Vice President, National Hockey League" in

Hearings before Subcommittee on Communications , Oct. 29, 1975 op cit p. 33

21 Ibid .
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absence of a national contract, the NHL could then take the position that

sold-out home games need not be broadcast under such non-national network,

arrangements ._3/

The World Hockey Association did not appear before Congress in

1975 to voice their position on anti-blackout legislation. As will be

discussed later, past policies of the WHA on televising their teams' games

:iave not included network contracts. Public Law 93-107, therefore, has

not particularly pertained to the experiences of the World Hockey Association.

3/ Ibid .
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NATIONAL HOCKEY LEAGUE

B. AN ASSESSMENT OF THE EFFECT OFJPUBLIC LAW 93-107

Information on the complete 1974-1975 National Hockey League season,

as well as data on 1975-1976 games up to March 31, 1976 has been included in this

year's report. Additional information on the 1975-1976 season was not available.

1973-74

Sixteen teams made up the National Hockey League membership in

1973- 74. A total of 662 regular and post-season games were played during

that season with 542 of these originating in the United States and thereby

subject to the mandates of Public Law 93-107.

A league television contract was in effect during 1973-74 with the

National Broadcasting Company (NBC). Beginning on January 4, 1974, 15 regular

season games and seven playoff games were broadcast by NBC. The 1974 All

Star game was packaged and sold for telecast separately by the NHL. Prior

to the 1973 passage of Public Law 93-107, it was an NHL policy to lift home

market blackouts for network telecasts. Notwithstanding the continuation of

this policy through early 1976, the NHL has taken the position that Public Law

93-107 precluded any change in the NHL's prior practices .4^/ No information

has been provided by the NHL to indicate how many of these 22 telecasts in 1973-

74 were actually sold-out games.

1974-75

Team membership in the NHL increased in 1974-75 to 18 teams - 15 from

the United States and three from Canada, The NHL continued to operate under the

terms of a league television contract with NBC during this season.

4/ See letter from Philip R. Hochberg, Counsel to NHL, to Chairman Wiley,

March 21, 1976. Appendix D.
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Pursuant to that contract, lA regular season and seven playoff games

were televised. Since two of these games as well as the 1974-75 All Star Game

were played in Canada, the requirements of Public Law 93-107 did not apply to

these telecasts.

According to the NHL, only one of the above 19 U. S .-originated tele-

casts was blacked out in the home team's territory. The January 19, 1975 game

with the California Golden Seals at Chicago. Black Hawks was not locally televised.

The game had not met the sell-out requirements of Public Law 93-107. However,

neither the League nor the club requested that the game not be locally televised.

That decision was apparently made by the local station and/or the network.

Because the NHL did not provide information as to available tickets or total

ticket sales for any of the above telecasts, however, it is impossible to

determine on how many occasions actual sellouts of NHL games occurred in 1974-75.

1975-76

Six hundred regular season NHL games were scheduled to be played in

the United States in 1975-76. Only 278 of these, however, are considered by

the League to have come under the scope of Public Law 93-107 prior to its

December 31, 1975 expiration. In addition, no national TV network contract

was in effect this season for the National Hockey League. Rather, the League

began an ambitious package of its own games for ad hoc network broadcast.

Eighteen teams composed the membership of the National Hockey League In

1975-76 of which 15 were United States and three were Canadian teams. A special

series of eight games with two teams from the Soviet Union was included In this

year's schedule. One of these games was telecast pursuant to League contract and

the operation of Public Law 93-107 in 1975, while the law was voluntarily applied

by the NHL to three of the US-Soviet Union games in 1976. The All Star Game of
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January 20, 1976 was also locally telecast by the NHL.

Prior to the 1973-74 season, It was the policy of the NHL to

voluntarily lift home market blackouts on the majority of its network telecasts.

However, the existence of Public Law 93-107 has precluded any change in the League

policy. Apparently, no specific records are kept by the National Hockey League to

determine which games as sellouts would have been covered by the terms of the anti

blackout legislation or how many tickets are available 120 hours before the time

of a game. Records of "no shows" at regular season games were also not available.

The seating capacities for 1975-76 NHL teams in the U.S. are as

Atlanta Flames 15,043 Los Angeles Kings 16,005
Boston Bruins 15,003 Minnesota North Stars 15,184
Buffalo Sabres 15,858 New York Islanders 14,865
Calif. Golden Seals 12,500 New York Rangers 17,500
Chicago Clack Hawks 18,000 Philadelphia Flyers 17,077
Detroit Red Wing's 16,200 Pittsburgh Penquins 13,402
Kansas City Scouts 16,500 St. Louis Blues 18,008

Washington Capitals 18,130

Four of these teams have increased their available seats for

1975-76: Chicago from 17,100 to 18,000, Detroit from 14,200 to 16,200,

Philadelphia from 17,007 to 17,077 and Washington from 17,962 to 18,130.

According to the National Hockey League, normal communications media

are used to inform the public of all ticket sales.

Figures for concession revenues and other gross receipts were not

provided by the NHL. The League believes that the Commission's request for such

data presents both practical and philosophical problems:

"In the first place, we are uncertain as to whether the

request relates to the entire season's play, or those

games which are covered by the scope of Public Law 93-107

(i.e., league network telecasts). In the second place,

even limitation to only the network televised games would

present the problem of "breaking-out" information from

season-long totals. In the third place, the National
Hockey league would find the attempt to be both costly
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and burdensome to the League. This information is con-
fidential and is not even collected — much less dissemi-
nated — by the League. Fourthly, even if the information
was available to the League, it appears that no financial
information given to the Commission by a non-licensee in

this proceeding will be treated in any confidential
fashion. ... Finally — and significantly — the National
Hockey League seriously questions the relevance of this
information, given the long-standing policy of the National
Hockey League with respect to the lifting of blackouts.

The National Hockey League does not feel that it is necessary
to provide this information in order to make out its opposi-
tion to the concept of Public Law 93-107 .... Elaborate finan-
cial data is not needed for the propositions that there will
be "no shows," that parking revenue, radio rights and con-
cession, food, program and souvenir sales will decline, that
significant public relations problems will occur frequently,
and that there will be a weakening of single game and season
ticket sales. These, we submit to you, are "givens" to the

consideration of Public Law 93-107. "_5/

. COMPLAINTS AND INQUIRIES

The Commission received only one letter dealing with Public Law

3-107's application to the broadcast of ice hockey games. This is down sharply

rom the preceding year's total of 10 letters. This may have been due to the

act that during the 1975-76 ice hockey season, neither the National Hockey

eague nor the World Hockey Association maintained a league contract for the

roadcast of regular season games. The one letter received this year by the

Jnmission complained that the Philadelphia Flyers' home games were not being

;levised in Philadelphia when all of the season games were sold out by season

Icket sales. It was explained to the complainant that since the games were

)t being broadcast pursuant to a league contract. Public Law 93-107 did not

ply.

Letter from Philip R. Hochberg, Counsel to NHL, to Chairman Wiley,

April 1, 1975, p. 1-2.
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D. SUMMARY AND CONCLUSIONS

Previous FCC reports have concluded that Public Law 93-107 has had

little effect on the National Hockey League. Given the NHL policies of arbi-

trarily lifting local blackouts, not recording figures on "no shows" and also

not submitting concession revenue figures and other gross receipts, the Com-

mission has received no information or statements from the NHL to change its

original conclusions as to the minimal economic impact of Public Law 93-107 on

the National Hockey League. While the NHL has expressed the belief that tele-

casts of the 1976 Stanley Cup playoffs "vould still come under the scope of

legislation such as Public Law 93- 107, "6^/ it is not known whether the NHL

actually complied with the intent of Public Law 93-107 after its expiration

on December 31, 1975.

6_/ Letter from Philip R. Hochberg, Counsel to NHL, to Chairman Wiley,

March 31, 1976, p. 2.
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WORLD HOCKEY ASSOCIATION

Telecasts of games of World Hockey Association teams are handled

through local arrangements. No network contract is involved, therefore, with

the 330 regular season games held in the United States by the nine member

teams during the 1975-76 season. (The January 13, 1976 All Star game was

sold by the WHA to the Public Broadcasting System (PBS) network, the Global

network in Canada and several independent Canadian stations. Although this

game was not a sellout, the local Cleveland station did telecast the game.)

During the 1973-74 and 1974-75 hockey seasons, there was likewise

no network TV contract in effect with the WHA. As a result, there has been

no impact of Public Law 93-107 on the World Hockey Association. Moreover,

unless the WHA were to change its present television policy, no future impact

of Public Law 93-107 is likely.
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SEASON TICKETS ANALYSIS

Introduction

The National Football League has asserted that Public Law 93-107

has and will continue to have a deleterious impact on live gate attendance

at professional football games. The NFL has also maintained that "no shows"

would eventually become "non-fans" which would result in the sale of fewer

season tickets. This section of the report statistically evaluates the

NFL's assertion. Statistical techniques involving the pooling of cross-sec-

tional and time series data (covariance analysis) were employed to empirically

estimate the impact of lifting the TV blackout on season ticket sales.

The impact of televised home games on season ticket sales has been

positive. On the average, every home game televised in the previous season

increases next year's season ticket sales by approximately 1.4 percent times

the capacity of the stadium. This stimulation in sales is probably due to

the increased exposure the home team experiences by having its home games

televised. Televising home games apparently stimulates the interest of fans

previously exposed to home games through newspaper and radio accounts. To

the extent that newspaper and radio accounts do not convey the visual impact

that TV provides, the televising of home games will generate a greater fan

interest. Hence, the available data indicates that televising home games,

contrary to NFL expectations, stimulates fan interest which in turn generates

greater season ticket sales.

The subsequent sections of this appendix discuss the methodology

utilized to evaluate season ticket sales, the results of the analysis, and

finally the policy considerations and conclusions will be discussed.
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Methodology

The variables which are expected to influence the demand for season

football tickets are the price of season tickets, the per capita income of the

community, the expected quality of the home team, the ease in obtaining tickets

the convenience in going to the game, and the buyer's expectation of the number

of home games which will be televised. Unique events such as a new coach, a

big trade, or a new stadium were not explicitly considered in the analysis.

(A complete list of the variables used in the analysis as well as the source

of information employed in quantifying the variables is presented as Attach-

ment 5 to this section.) •

A relative measure of the demand for season ticket sales was devised

which reflected different sized stadiums. The ratio of season ticket sales to

stadium capacity was used to estimate relative demand for season football tickets.

• This measure tends to standardize the demand relative to a variable supply

(stadium capacity) , and allows for the application of meaningful cross-sec-

tional comparisons. This measure understates relative demand for some teams

to the extent thaFthe enHriT Vapacity_of_a stadium is not available for season

ticket sales. A more precise measure of the relative demand would be the ratio

of season tickets sold to those offered for sale. Unfortunately, the NFL

refused to provide this information.

Four years of cross-sectional observations (1972-1975) were pooled to

examine the dynamic year-to-year changes in the relative demand for season

ticket sales. Dummy variables for both years and teams were employed to account

for year to year and team variations. In addition, where a team played home
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games at more than one stadium (e.g., Green Bay /Milwaukee) observations for

both locations were included. This year's cross-sectional And time series

analysis allowed the examination of yearly or team variations. The expanded

number of utilized observations optimized the efficiency of the overall

estimation process.

A number of different methods were utilized to measure the impact

of the independent variables on season ticket sales. A number of models were

specified and estimated. Only those models which best fit the data and met

£ priori theoretical economic expectations are reported. (For a detailed pre-

sentation of the various models see Attachment 4)

.

A weighted average of the prices of the various types of seats in

a stadium adjusted by the consumer price index was employed as the measure of

the price of a season ticket. A better measure of the price of a season ticket

would have been the total purchase price (including exhibition games where

appropriate) of a season ticket. Unfortunately, the NFL was unable to provide

the necessary data which would allow this calculation. In addition, the data

on the exact number of each type of ticket sold was not available. Hence, it

was impossible to estimate the marginal cost of a season ticket and to employ

it in the estimation process as suggested by economic theory. Thus, due to

data limitations, an average ticket price was employed in the analysis.

Real per capita income (current per capita income divided by the

consumer price index of the particular metropolitan area) was employed to

measure income effects of season ticket sales. A better measure for income

would have been the income of people who purchase season tickets standardized
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to a per seat basis. However, data on the characteristics of who buys season

tickets was unavailable and, hence, it was impossible to determine the per

seat income of the relevant subset of the metropolitan population.

A number of measurements of the expected quality of the home team

were utilized. The more practical measures were the previous season's won-

loss percentage, whether or not the home team was in the previous year's play-

offs, and the previous year's divisional standing. In all of the models the

previous season's results were used as a surrogate of the expected future qua-

lity of the home team. Obviously, whether or not the team's performance

improved or deteriorated over past years as well as the expected quality of the

home team schedule affects the number of season tickets sold. These phenomena

could not be directly measured and were not used in the analysis. In addition,

it was felt that to a large degree these factors would tend to be highly correlated

with the other more unambiguously quantifiable measures employed in the study.

To the extent that non-quantifiable variables, such as the trend of a team's

performance, are related to quantifiable variables, such as the won-loss per-

centage, their impact will be measured through quantifiable variables. In this

study, the best measure of the quality of the home team was found to be the

previous season's won-loss record.

The ease of obtaining tickets to a game could be measured by using

the last year's season ticket sales expressed as a percent of capacity (or by

using a ratio of population to the seating capacity of the stadium) . Because

the analysis involved the pooling of cross-sectional and time series data with

the use of dummy variables to isolate year and team effects, it was felt that

the use of the previous season's ratio of sales to capacity would introduce
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estimation problems.* Instead, the ratio of population to capacity was

employed. This assumed that the more people vying for tickets (institutional

buyers or otherwise) the more likely someone is to buy a season ticket to

insure that they get to see the games they desire or those that their customers

desire. The population of the entire metropolitan area was used due to the

availability of this information. Total population is closely related to the

number of interested fans so the estimation process will indirectly pick up

this influence on season ticket sales.

The convenience of going to the game is assumed to be constant over

the study period. Hence, it was measured by the dummy variable designating

the team.

Two types of functions were employed to specify the demand for season

tickets relative to the various independent variables. The first function

involves a log-linear relationship between the dependent variable and the

independent variables. The second posits a straight linear relationship

between the dependent variable and the independent variable.

The use of a log-linear functional form involves taking the natural

logs (logs to the base e) of all variables, dependent and independent, with

the exception of the dummy variables. This yields the following general func-

tional form:

* These estimation problems are a direct result of what the economist refers
to as multicollinearity . Multicollinearity involves such a high degree of

correlation between two independent variables, such as that which would exist
between the number of home games broadcast and season ticket sales, that the

estimation process is unable to satisfactorily isolate the separate effects
of two such highly correlated variables on the dependent variable.

72-769 O - 76 - 20
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(1) In Y = In a + B^lnX^ = B2lnX2 +. ..+ B^inXn + C^Z^ + C2Z2 +...+ C^Z^

where Y - dependent variable
- independent variable
- dunmy variable

Equation (1) in turn implies the general functional form:

(2) Y = aoXiSi^2B2...XnBneCiZi-C2Z2^--^CmZm

Thus, it is apparent that equation (2) explicitly assumes that the effects of

the various independent variables on the dependent variable are interrelated.

The second functional form specified involved a linear relationship

between the dependent variable and independent variables. Equation (3) is a

generalized example of such a relationship:

(3) Y = aQ + b^x^ +. . .+ a^x^ + c^z^ +. . .+ CmZm

Equation (3) assumes the effect of the various independent variables on the

dependent variable is additive.

Neither functional form yielded a statistically better fit. Further-

more, the results of both functional forms were consistent. Thus, in the sub-

sequent, discussion, the emphasis will be on the results of the straight linear

equation since such results are more easy to interpret.

Results

The results of the best fit model, whether log-linear or straight

linear, utilizing the relative demand for season ticket sales as the dependent

variable, indicate that the variables which were significant in predicting

season ticket sales were: (1) previous season's won-loss percentage; (2) the

ratio of population to stadium capacity; (3) the number of home games televised

(4) the team dummy variables and (5) the year dummy variables. It is signifi-



303

cant to note that neither the price nor the income variables was found to be

statistically different from zero. Improper measurement of these variables

or an indication that to a large degree season ticket sales are determined by

other factors such as those listed above probably causes this result.

In terms of interpreting the values of the coefficients of the

various parameters, the won-loss coefficient had an estimated average value

of 0.177. That is, every game a team wins (loses) will increase (decrease)

season ticket sales by nearly 1.3 percent of stadium capacity. Thus, a team with

perfect record will sell about 18 percent more season tickets than if it lost

all of its games.

The coefficient for the ratio of the population to seating capacity

was 0.306. Every unit increase in the population relative to seating capacity

increases ticket sales by 3.06 percent of stadium capacity. If the population

relative to stadium capacity is increasing over time, the more difficult it

will become to buy tickets to specific games and, hence, the greater the like-

lihood someone will buy a season ticket to insure that they have the ability

to attend some or all of the home games. This effect follows from the fixed

nature of stadium capacity relative to the possible demand for stadium seats.

An interesting result of the statistical analysis was the positive

value of the TV game coefficient. This coefficient had a value, on the

average of 0.014. Thus, for every home game televised in the previous season,

next year's season ticket sales will increase by approximately 0.014 times

stadium capacity. A team which televised all seven home games could expect
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a 10 percent increase in season ticket sales for the following year. The

positive effect of televising home games is probably due to the increased fan

interest generated by TV exposure. This is hardly a surprising result. For

example, the possible positive (and in some cases negative) effects of a media

campaign on election results are well known.

Statistically significant team coefficient designate a significant

deviation from the base team San Francisco. For example. Green Bay's attendance

pattern is positively different from San Francisco's and, hence, all other

things being equal, Green Bay will fill more of their stadium than will

San Francisco. This difference in drawing ability is probably attributable

to such intangibles as Green Bay's traditionally good teams. It may also reflect .

a higher interest in professional football in Green Bay relative to other

activities

.

The coefficients on the years 1974 and 1975 were both found to be

negative and statistically different from zero. The negative values suggest

that the demand curves for season ticket sales relative to 1972 have been shifting

downward. This implies that fans in 1972 who were buying season tickets were

not buying season tickets in 1974 and 1975. Factors such as the 1974 recession

could account for this shift. However, it is important to note that while the

decline from 1973 to 1974 was 7 percent of stadium capacity, the drop was only

4 percent of stadium capacity from 1974 to 1975. This suggests that the process

is beginning to level off (along with the recession) and that most of the 1972

fans who are not going to buy tickets have already stopped buying them. Mean-

while, the television exposure of home games is generating interest and season

ticket sales from additional fans. In 1975, the interest and season ticket sales

generated by 1974 televised hone ga=es nore than conpensated for the loss of
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"1972" fans experienced from 1974 to 1975.

A time series (1973-1975) of the ratio of season ticket sales to

stadium capacity isolated seven teams which experienced a large decline in

the relative demand for their season tickets from 1972 to 1975. These seven

teams were Atlanta, Baltimore, Detroit, Kansas City, Miami, San Diego, and

San Francisco. Each of these teams was individually examined to determine

the probable reason for these large declines.

A large part of the Atlanta decline occurred between the 1974 and

1975 seasons. In 1974, Atlanta's season ticket sales totaled over 90 percent

of stadium capacity while in 1975 season ticket sales totaled a little over

65 percent of the stadium's capacity. The single largest factor involved in

this decline is the precipitous drop in Atlanta's won-loss record between the

1973 season and the 1974 season. In 1973, Atlanta had a 9-5 record while in

1974 it was 3-11. On the average according to the statistical analysis, this

change in the won-loss record would produce a decline in season tickets equal

to 10 percent of stadium capacity. The decline experienced in Atlanta's case

was greater than expected. The decline due to poor won-loss record was pro-

bably amplified by the warm climate of Atlanta (i.e., more options for enter-

tainment, sporting events are available in Atlanta during the winter than in

most NFL cities)

.

Baltimore has experienced a continuous decline in relative season

ticket sales from 1972 to 1975. This decline can be attributed, in large part,

to a sharp decline in the quality of the football team. In 1972, Baltimore

had a 10-4 record and by 1974 its record deteriorated to 2-12. Baltimore

during this tine never televised a home game and yet experienced s 35 percent



306

- 10 -

drop in season ticket sales between 1972 and 1975. Atlanta, which also

experienced a drastic decline in the quality of the team, only experienced a

20 percent difference between 1972 and 1975. Atlanta televised all of its

home games in 1974 which helped to dampen the decline in season ticket sales

due to the positive effects of increased television exposure.

Detroit experienced a sharp decline in season ticket sales when the

quality of the team deteriorated. Another factor that contributed to the

relative decline in season ticket sales in Detroit was the large increase

in stadium capacity relative to the population. Hence, in terms of absolute

sales, Detroit experienced an increase of over 5,000 from 1972 to 1975, but

stadium capacity increased about 16,000. This increase in stadium capacity

caused the ratio of population to capacity to fall and, hence, the ratio of

sales to capacity also fell when the availability of tickets increased.

Kansas City also experienced a large decline in season ticket sales

as the quality of the team declined. Kansas City's record fell from 0.769 In 197?

to 0.357 in 1974. Kansas City has also been experiencing a slight decline

in the population relative to stadium capacity due to a slowly shrinking

metropolitan population base. This population decline could also have

contributed to the relative decline iii season ticket sales.

The decline in season ticket sales in Miami can, only in part, be

attributed to a declining won-loss record. Miami's perfect season in 1972

was followed by records of 12-2 in 1973 and 11-3 in 1974 which were all very

good seasons. The factor which has most likely affected season ticket sales

has been the departure of the three name players: Larry Csonka, Paul Warfield
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and Jim Kiick. Additionally, Miami raised the average price of a ticket

by over 22 percent during the same season as the departure of Csonka, Warfield

and Kiick. The large price increase could have provided the needed disincen-

tives to cause a significant portion of the Miami fans to forego season tickets

for the 1975 season.

In San Diego's case, a consistently poor team is probably causing

increasing disinterest on the part of fans. The high quality of the

San Diego State University football team probably amplifies this effect. In

any event, no home games have ever been televised in San Diego.

Finally, San Francisco is another case of a team whose won-loss

record has been deteriorating over time. From a 9-5 record in 1972,

San Francisco had fallen to a 6-8 record in 197A. Coupled with the many

alternative entertainment attractions (such as a championship basketball

team) in the San Francisco area, it is hardly surprising that season ticket

sales have fallen off.

Conclusions

It has been alleged by the NFL that lifting the TV blackout of

home games will lead to increased "no shows" and that increased "no shows"

will eventually translate into fewer season ticket sales. However, the

analysis to date indicates that televising home games has the positive effect

of generating new fan interest and more season ticket sales. At present, it

is not possible to determine the exact cause of the downward structural shifts

in demand which have occurred in the past few years. However, these shifts

are becoming increasingly smaller over time and are in any case compensated

by the positive stimulus of televising home games. It has also been found

that the single most important factor influencing a team's season ticket sales
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is the quality of the home team. Other significant variables are the ease

with which one can purchase tickets and the location of the particular team.

To date, there is no indication that Public Law 93-107 has produced

any negative effects on NFL ticket sales. In fact, the record to date indicates

that Public Law 93-107 has been a positive stimulus to football ticket sales.
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Attachment 1

Season Ticket Sales

TEAM 1972 1973 1974 1975

Atlanta A9,872 53,037 53,278 38,426
Baltimore 48,315 47,233 32,593 27,377
Buffalo 24,700 52,474 54,182 43,184
Chicago 49,124 48,996 51,525 47,070
Cincinnati 53,634 53,610 53,424 51,310
Cleveland 48,901 49,670 48,542 42,252
Dallas 35,256 36,053 32,297 29,000
Denver 48,000 48,000 49,000 49,000
Detroit 44,742 45,560 40,019 50,000
Green Bay 54,155 56,267 56,267 56,267
Milwaukee 46,699 47,826 47,826 52,583
Houston 27,460 30,325 24,435 26,179
Kansas City 72,885 70,555 65,564 47,870
Los Angeles 50,037 45,917 46,251 47,413
Miami 69,303 74,961 67,322 50,000
Minnesota 41,984 41,500 41,500 41,500
New England 55,007 47,938 44,319 46,967
New Orleans 53,319 50,005 49,252 46,000
N. Y. Giants 57,214 55,682 40,007 54,294

49,690
N. Y. Jets 58,226 56,500 56,500 53,500
Oakland 50,793 50,802 50,840 51,107
Philadelphia 64,106 64,001 64,361 64,300
Pittsburgh 28,159 44,844 44,531 44,902
St. Louis 41,332 40,672 39,006 37,516
San Diego 36,310 39,681 29,595 22,280
San Francisco 53,876 55,506 47,649 41,409
Washington 51,076 51,969 52,049 52,400
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Attachment 2

Stadium Capacity*

TEAM 1972 1973 1974 1975

Atlanta 58,850 58,850 58,850 58,850
Baltimore 60,000 60,000 60,000 60,000
Buffalo 46,231 80,020 80,020 80,020
Chicago 55,701 55,701 55,701 55,701
Cincinnati 59,509 59,754 59,754 59,754
Cleveland 79,282 79,282 79,282 80,165
Dallas 65,111 65,111 65,101 65,101
Denver 51,656 51,706 51,706 52,217
Detroit 54,118 54,118 54,118 80,343
Green Bay 56,317 56,267 56,267 56,823
Milwaukee 47,826 47,826 47,826 52,583
Houston 50,254 47,754 47,754 47,754
Kansas City 79,033 78,097 78,097 78,099
Los Angeles 80,089 79,281 91,040 91,038
Miami 78,952 79,968 79,968 80,045
Minnesota 48,503 48,503 48,503 48,446
New England 61,114 61,279 61,279 61,279
New Orleans 81,023 80,958 80,958 74,203
N. Y. Giants 63,350 70,874 70,874 60,416

63,350
N. Y. Jets 60,405 60,418 60,416 60,415
Oakland 54,041 54,037 54,037 54,037
Philadelphia 66,011 65,954 66,052 66,026
Pittsburgh 54,041 50,112 50,112 50,112
St. Louis 50,696 51,546 51,392 51,392
San Diego 53,222 49,422 49,462 49,462
San Francisco 61,245 61,247 61,252 61,252
Washington 53,041 54,381 54,395 54,754

These figures for stadium capacity were taken from ticket sales
information provided by the NFL. Variations between these figures
and the individual team tables occur due to different sources used
for team tables, (i.e.. Second Annual FCC Report . NFL Weekly Reporting
forms) .
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Attachment 3

Ratio of Season Ticket Sales
to Stadium Capacity

TEAM 1972 1973 1974 1975

Atlanta .847 .901 .905 .653

Baltimore .805 .787 .543 .456

Buffalo .534 .656 .677 .540

Chicago .882 .880 .925 .845

Cincinnati .901 .897 .894 .859
Cleveland .617 .626 .612 .527
Dallas .542 .554 .496 .446
Denver .929 .928 .948 .938
Detroit .827 .837 .735 .622

Green Bay .962 1.0 1.0 .990

Milwaukee .977 1.0 1.0 1.000
Houston .546 .635 .512 .548

Kansas City .922 .903 .840 .613
Los Angeles .625 .579 .508 .521

Miami .878 .937 .841 .625

Minnesota .866 .855 .855 .857
New England .9oa .782 .723 .766
New Orleans .658 .617 .608 ;616
N. Y. Giants .903 .785 .564 .899
N. Y. Jets .964 .935 .935 .886
Oakland .940 .940 .940 .946
Philadelphia .971 .970 .974 .896
Pittsburgh .521 .894 .889 .974
St. Louis .815 .789 .758 .730
"San Diego .682 .802 .598 .450
San Francisco .880 .906 .778 .676
Washington .963 .956 .957 .957
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Attachment 4

Results of Season Ticket Sales Analysis

Functional Form: Linear Log-Linear
r2= .8759 r2= .8590

F (33,75) - 16.03 F (30,78) = 15.84

Dependent Variable: % Sales to Capacity Log \7o Sales to Capacity)

Independent Variable Do c vaxue B F Value

Previous Season's Won-loss % n 1 77 X^ . 0.246 11.52*

Number of Home Games Televised
in Previous Year u . UX J o . OU" 0.022 11.59*

Real per Capita Income -n nm . 001
a a

In (Real per Capita Income)
a

0.555 2.50
Real Average Ticket Price u . uuo n 1

1

U . XX
a a

In (Real Average Ticket Price)
a a -0.066 0.146

1973 Dummy . 018 . 76 0.012 0.178
1974 Dummy n n7 T A 7 A -0.136 12.29*
1975 Dummy — U . 1±

J

Ij . OZ^ -0.165 18.45*
Atlanta Team Dummy n n^7 n on a a

Baltimore Team Dummy -U . U/

b

1 . jy -0.126 3.04

Buffalo Team Dummy 9 1 AZ . 10 -0.228 11.25*
Chicago Team Dummy -U . 141 1 Q7 0.047 0.42

Cincinnati Team Dummy U . iJii 4 . UJ 0.094 2.12
Cleveland Team Dummy -U . 1/

/

-0.316 20.38*
Dallas Team Dummy zy .31" -0.473 56.62*
Denver Team Dummy . 187 9 . 18 0.123 4.40*
Detroit Team Dummy -U . 1/

J

4 . Z J -0.102 2.52
Green Bay Team Dummy O 9 7 1 ^ A1 *1j . 0.206 11.89*
Houston Team Dummy _n 171 Q 1 A*7 . Xt

"

-0.250 13.87*
Kansas City Team Dummy u . xux z . jy a a

Los Angeles Team Dummy -0 . 332 9 Sft* -0.355 19.91*
Miami Team Dummy . 035 0.21 -0.036 0.214
Minnesota Team Dummy . 016 0. 09 -0.020 0.106
New England Team Dummy -0.021 0.14 0.035 0.270
New Orleans Team Dummy -0.013 0.03 -0.110 2.19
N.Y. Giants Team Dummy -0.305 4.14 0.040 0.20
N.Y. Jets Team Dummy -0.222 1.70 0.211 4.84*
Oakland Team Dummy 0.060 1.25 0.072 1.28
Philadelphia Team Dummy -0.056 0.75 -0.068 0.81
Pittsburgh Team Dummy 0.086 1.79 0.200 8.18
St. Louis Team Dummy -0.007 0.02 0.018 0.08
San Diego Team Dummy -0.062 0.84 -0.118 2.56
Washington Team Dummy 0.058 0.67 a a

Constant 0.561 -1.543

* Indicates the variable is significant at the .05 level of confidence.

a. The independent variable was not forced into the equation due to an

exceedingly low F Value.
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ATTACHMENT 5

Data Sources for Football Season Ticket Sales Analysis

Variable

Stadium capacity

Average ticket price

Won-Loss percent

Number of televised
home games

Play-off dummy

Metropolitan area
population

Household Income

Consumer price index

Real Ave. ticket price

Real Per Capita income

Population to capacity

Year dummy i

Team dummy i

Description

Number of seats available

Average of all ticket prices
weighted by number of tickets
available at each price.

Won-Loss percentage of home
team at end of previous season,

Number of home games televised
locally in the previous season.

Value of one if team made play-
offs, zero otherwise

Estimated population for relevant
SMSA.

Average effective household buying
income. Personal income less taxes

Average annual CPI for relevant SMSA.

Average ticket price divided by
relevant CPI.

Per Capita income divided by
relevant CPI

Population of metropolitan area
divided by relevant stadium capacity

Value of one if relevant year (is

1973,1974, or 1975), zero otherwise

Value of one if team i, zero otherwise

Source

NFL

Calculated from
data provided by
NFL

Washington Post
New York Times
Sporting News

NFL

Washington Post
New York Times
Sporting News

Survey of Buying
Power

Sales Management,
Inc.

Statistical
Abstract of the

United States
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APPENDIX B

A WEEK-BY-WEEK SUMMARY OF

TELEVISED GAMES

1973-1975
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APPENDIX C

DATA ON TICKET SALES AND "NO SHOWS"

FOR 1975

(Other Years Available in Previous Reports)
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NFL ATTENDANCE - WEEKLY SUMMARY

FIRST WEEK
Sepc. 21-22. 1975

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

**

NO
SHOWS
**

IN HOUSE
ATTEN.
**

PERCENT
OF

NO SHOWS
*

WEATHER

Baltimore
at Chicago NO 53,558 54,152 2,474 51,678 4.6Z Cloudy. 60

Los Angeles
at Dallas NO 49,519 50,630 1,539 49,091 3% Showers, 70

Kansas City
at Denver YES 51,376 52,003 345 51,658 .1% Sunny, 61

San Francisco
at Minnesota YES 47,686 48,418 1,939 46,479 U%

Overcast

,

Drizzles,
Windy, 51

Houston

: at New England NO 53,462 54,212 2,278 51,934 4.22
Cloudy,
Rain, 79

New Orleans
at Washington YES 54,390 55,004 590 54,414 l.U Cloudy, 71

Oakland
; at Miami
1

NO 78,805 79,765 1,021 78,744 1.3Z Clear, 83

j
Cleveland

,
^t Cincinnati YES 55,077 55,838 2,964 52,874 5.32

Partly
Cloudy, 61

Pittsburgh
at San Diego NO 35,855 36,754 1,171 35,583 3.2% Sunny, 72

New York Jets
at Buffalo YES 79,459 79,962 2,125 77,837 2.7%

Sunny,
Windy

Atlanta
at St. Louis NO 42,933 43,450 1,278 42,172 2.9% Overcast. 56

Detroit
at Green Bay (Mil.)' YES 51,441 52,613 1,832 50,781 3.5%

Partly Cloudji.

Early Rain. 51

New York Giants
at Philadelphia YES 64,817 65,660 4,862 60,798 7.4% Cloudy, 65

TOTALS:

TOTALS: JJWeeks

718,378 728,461 24,418 704,043 3.4%

l_ Non-Blacked-Out G

6 Blacked-Out Games

SEASON TOTALS

ames 404,246 409,498 14,657 394,841 3.6%

314,132 318,963 9,761 309,202 3.1Z

Non-Blacked-Out Games

Blacked-Out Games

*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

SECOND WEEK

GAME BLACKOUT
LIFTED

PAID
ATTEN

.

TICKETS
DISTRIB.

**

NO
SHOWS

IN HOUSE
ATTEN

.

PERCENT
OF

NO SHOWS
*

WEATHER

Miami
at New England YES 59,869 60,644 677 59,967 1.1% Windy] 70

Philadelphia
at Chicago NO 53,794 54,392 6,321 48,071 11.6% Sunny, 73

uaKxanc
at Baltimore NO 39,731 40,396 1,312 39,084 3.2% Sunny, 70

Minnesota
at Cleveland NO 65,419 66,318 3,155 63,163 4.8% Sunny, 63

New York Giants
at Washington YES 54,395 55,004 51 54,953 .1% Sunny, 70

at Atlanta NO 47,933 48,855 3,637 45,218 7.4%
Partly
Cloudy, 67

St. Louis
at Dallas NO 51,365 52,645 228 52,417 .4% 79

Los Angeles
^t San Francisco NO 55,377 57,141 2,069 55,072 3.6% Sunny, 65

Buffalo
at Pittsburgh YES 49,678 50,340 992 49,348 2% Sunny, 65

Green Bay
at Denver YES 52,102 52,739 248 52,491 .5%

Cloudy,
Light Rain ,68

San Diego
at Houston NO 35,871 37,189 3,424 33,765 9.2% Sunny, 85

New York Jets
at Kansas City NO 74,530 75,742 1,803 73,939 2.4% Cloudy, 66

Cincinnati
at New Orleans NO 56,909 57,856 5,219 52,637 9% Sunny

TOTALS

:

TOTALS: _2_Weeks

696,973

1,415,351

709,261

1,437,722

29,136

53,554

680,125

1,384,168

4.1%

3.7%

4 Non-Blacked-Out Games

9 Blacked-Out Games

SEASON TOTALS

11 Non-Blacked-Out Games

15 Blacked-Out Games

*No show percentages based

216,044 218,727 1,968 216,759 .9%

480,929 490,534 27,168 463,366 5.5%

620,290 628,225 16,625 611,600 2.6%

795,061 809,497 36,929 772,568 4.6%
on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

THIRD WEEK
Dct. 5-6. 1975

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

NO
SHOWS
**

IN HOUSE
ATTEN.
**

PERCENT
OF

NO SHOWS
*

WEATHER

Dallas
at Detroit YES 78,923 80,062 678 79,384 .8% Clear. 58

New England
at New York Jets YES 58,988 60,113 2,748 57,365 4.6% Sunny, 62

Miami
at Green Bay YES 55,220 55,984 588 55,396 1.1%

Partly Cloudy
Windy, 65

San Francisco
at Kansas City NO 57,197 58,386 3,896 54,490 6.7%

Sunny,

Windy, 70

Cincinnati
at Houston NO 44,061 45,319 2,907 42,412 6.4% Sunny, 74

Baltimore
at Los Angeles NO 61,977 64,150 4,139 60,011 6.5% Sunny. 82

Chicago
at Minnesota YES 47,716 48,446 868 47,578 1.8%

Sunny,

Windy. 70

New Orleans
^t Atlanta NO 45,963 46,896 17,452 29,444 37.2% Rain, 55

Oakland
at San Diego NO 31,638 32,501 1,406 31,095 4.3% Sunny, 71

New York Giants
at St. Louis NO 45,432 45,907 988 44,919 2.2% Sunny, 70

Pit tsburgh
at Cleveland YES 79,156 80 , 065 6,848 73,217 8.6%

Sunny,
Windy, 71

Denver
at Buffalo NO 79 478 79,954 156 79 , 798 . 2%

Sunny, ^

.

Windy, 72

Washington
at Philadelphia YES 65,247 66,089 1,692 64,397 2.6% Clear, 73

TOTALS: 750,996 763,872 44,366 719,506 5.8%

TOTALS: ^Weeks 2,166,347 2,201,594 97,920 2,103,674 4.4%

6 Non-Blacked-Out C

7_ Blacked-Out Games

SEASON TOTALS

ames 385,250

365,746

390,759 13,422

373,113 30,944

377,337

342,169

3.4%

8.3%

17 Non-Blacked-Out Games 1,(305,540 1,018,984 30,047 988,937 2.9%
Blacked^t Games 1,160,807 1,182,610 67,873 1,114,737 5.7%
*No show percentages based on tickets distributed **Includes 'complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

FOURTH WEEK

GAME
LIFTED ATTEN. DISTRIB.

**

NO
SHOWS
**

TN unite

P

ATTEN.
**

PERCENT

NO SHOWS
*

UP ATU1?0WCAl tlLK

Dallas
at New York Giants NO 59,470 60,372 3,861 56,511 6.45;

Partly
Cloudy, 66

Chicago
at Detroit NO 73,168 74,257 780 73,477 1.1% Sunny, 59

St. Louis
at Washington YES 54,382 55,004 311 54,693 .6% Clear, 61

Houston
at Cleveland NO 49,097 49,984 3,453 46,531 6.9Z

Partly
Cloudy, 58

Atlanta
at San Francisco NO 46,325 48,066 4,023 44,023 8.4Z Cloudy, 60

New York Jets
at Minnesota YES 47,603 48,444 705 47,739 1.5%

Sunny,
Windy, 68

Philadelphia
at Miami NO 62,925 63,931 3,804 60,127 6%

Partly
Cloudy, 85

Oakland
vat Kansas City NO 62,684 63,870 3,445 60,425 5.4%

Sunny
Windy, 88

Green Bay
at New Orleans NO 58,204 59,117 7,746 51,371 13.1% Sunny

Los Angeles
at San Diego NO 38,226 39,153 1,771 37,382 4.5%

Partly
Cloudy, 67

New England
at Cincinnati NO 55,106 55,856 4,636 51,220 8.3% Sunny, 62

Denver
at Pittsburgh NO 49,695 50,354 1,190 49,164 2.4% Sunny, 57

Buffalo
at Baltimore NO 43,530 44,207 300 43,907 .7% Sunny, 70

TOTALS:

TOTALS: _^Week3

700,415

2,866,762

712,615

2,914,209

36,025

133,945

676,570

2,780,244

5.1%

4.6%

2_ Non-Blacked-Out Games

11 Blacked-Out Games

SEASON TOTALS

19 Non-Blacked-Out Games

33 Blacked-Out Games

*No show percentages based

101,985 103,448 1,016 102,432 1%

598,430 609,167 35,009 574,138 5.7%

l',107,525 1,122,432 31,063 1,091,369 2.8%

1,759,237 2,305,042 102,882 1,688,875 4.5%

on tickets distributed **Includes complimentary
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NFL ATTENDANCE - WEEKLY SUMMARY

FIFTH WEEK
Oct. 19-20^ 1975

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

NO
SHOWS

IN HOUSE
ATTEN.
**

PERCENT
OF

NO SHOWS
*

WEATHER

Oakland
at Cincinnati YES 55,298 56,058 7,936 4&,122 14.1% Rain, 48

Washington
at Houston NO 50,AA2 51,907 2,341 49,566 4.5% Sunny, 78

Cleveland
at Denver YES 52,156 52,819 279 52,540 .5%

Warm and
Clear, 75

Miami
at New York Jets YES 59,209 60,348 13,157 47,191 21.8%

Windy,
Rain, 49

Philadelphia
at St. Louis NO 46,089 46,559 1,317 45,242 2.8%

Sunny,
Windy, 55

Atlanta
at Los Angeles NO 62,711 64,843 4,262 60,581 6.6% Hazy, 70

Detroit
at Minnesota YES 47,703 48,446 574 47,872 1.1%

Partly Cloudy
Windy, 62

New York Giants
^at Buffalo NO 79,456 79,930 502 79,428 .6%

Clear,
Windy, 44

Chicago
at Pittsburgh YES 49,676 50,345 2,766 47,579 5.4% Cloudy, 50

New Orleans
at San Francisco NO 44,318 46,046 6,056 39,990 13.1% Sunny, 75

Kansas City
at San Diego NO 27,486 28,381 1,912 26,469 6.7%

Partly
Sunny, 68

Green Bay
at Dallas NO 63,143 64,335 146 64,189 .2% Clear, 77

—
Baltimore
at New England NO 55,947 56,844 5 ,427 51,417 9.5%

Windy,
Rain 50

TOTALS: 693,634 706,861 46,675 708,308 6.6%

TOTALS: _5Weeks 3,560,396 3,621,070 180,620 3,488,552 5%

5 Non-Blacked-Out Ciames 264,042 268,016 24,712 243,304 9.2%

8 Blacked-Out Games

SEASON TOTALS

429,592 438,845 21,963 465,004 5%

24 Non-Blacked-Out Games r,371,567 1,390,448 55,775 1,334,673 4%

Al Blacked-Out Games 2,188,829 2,230,622 124,845 2,153,879 5.6%
*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

SIXTH WEEK

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

**

NO
SHOWS
**

IN HOUSE
ATTEN.
A*

PERCENT
OF

NO SHOWS
*

WEATHER

Dallas
at Philadelphia YES 65.222 66,089 1,200 64,889 1.8% Cloudy, 55

St. Louis
at New York Giants NO 59,289 60,277 10,679 49,598 17.72 Rain, 66

San Francisco
at New England NO 59,802 60,691 333 60,358 .5Z Windy, 55

Washington
at Cleveland NO 58,612 59,537 2,835 56,702 4.72 Sunny, 51

Denver
at Kansas City NO 70,435 71,608 1,565 70,043 2.12 Windy, 61

Cincinnati
at Atlanta NO 50,848 .51,758 5,947 45,811 11.52 Overcast, 62

Miami
at Buffalo YES 79,429 79,959 879 79,080 1.1% Clear, 53

San Diego
^t Oakland YES 52,795 53,791 10,995 42,796 20.42 Cloudy, 58

Pittsburgh
at Green Bay (Mil.) YES 51,318 52,505 247 52,258 .4%

Sunny

,

Windy, 57

Baltimore
at New York Jets NO 58,973 60,114 4,977 55,137 8.2% Cloudy, 55

Minnesota
at Chicago YES 5 6 302 5 7 031 51 , 259 10 . 1%

Clear,
Windy, 59

New Orleans
at Los Angeles NO 57,970 60,771 6,048 54,723 10% Clear, 74

Detroit
at Houston NO 48,686 50,083 3,179 46,904 6.3%

TOTALS:

TOTALS: _6_Weeks

769,681

4,330,077

784,214

4,405,284

54,656

235,276

729,558

4,218,110

6.9%

5.3%

5_ Non-Blacked-Out Games

8_ Blacked-Out Games

SEASON TOTALS

29 Non-Blacked-Out Games

49 Blacked-Out Games

*No show percentages based

305,066 309,375 19,093 290,282 6.2%

464,615 474,839 35,563 439,276 7.52

1,676,633 1,699,823 74,868 1,624,955 4.4%

2,653,444 2,705,461 160,408 2,593,155 5.9%
on tickets distributed **Includes complimentary
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NFL ATTENDANCE - WEEKLY SUMMARY

SEVENTH WEEK
Nov. 1-2. 975

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

NO
SHOWS
**

IN HOUSE
ATTEN.
**

PERCENT
OF

NO SHOWS
*

WEATHER

San Diego
at New York Giants NO 59,016 60,003 7,971 • 52,032 13.3%

Partly
ClQudy

Dallas
at Washington YES 5A,310 55,004 55,004 0%

<—

Sunny, 67

Cleveland
at Baltimore NO 36,585 37,285 2,050 35,235 5.4% Sunny, 71

Minnesota
at Green Bay YES 55,229 55,984 606 55,378 1% Cloudy, 52

New England
at St. Louis NO 46,728 47,263 1,356 45,907 2.8% Sunny, 66

Pittsburgh
at Cincinnati .. YES 58,840 59,616 1,198 58,418 2%

Sunny,
Windy, 68

Houston
at Kansas City NO 64,255 65,449 2,460 62,989 3.7% Cloudy, 70

Oakland
»at Denver YES 52,026 52,694 364 52,330 .7%

Sunny,

Clear, 65

Miami
at Chicago NO 56,577 57,455 6,157 51,298 10 . 7%

Partly Sunny,
Windy, 59

Buffalo
at New York Jets YES 59,187 60,336 1,9:^3 58,343 3.3% Sunny , 68

Atlanta
at New Orleans NO 58,396 59,98? 10,641 49,342 17.7% Sunny

Detroit
at San Francisco NO 46 551 48 267 5 058 43 , 209 10 .4% Sunny, 75

Los Angeles
at Philadelphia YES 65,189 66,067 1,466 64 601 2 . 2% Clear, 60

TOTALS: 712,889 725,406 41,320 684,086 5.7%

TOTALS: _7Weeks 5,042,966 5,130,690 276,596 4,902,196 5.4%

6^ Non-Blacked-Out C ames 344,781 349,701 5,627 344,074 1.6%

2_ Blacked-Out Games

SEASON TOTALS
368,108 375,705 35,693 340,012 9.5%

35 Non-Blacked-Out Games 2',021,414 2,049,524 80,495 1,969,029 3.9%

56 Blacked-Out Games 3,021,552 3,081,166 196,101 2,933,167 6.4%
*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

EIGHTH WEEK
Nov. 9-10. ] 975

GAME BLACKOUT
LIFTED

PAID
ATTEN

.

TICKETS
DISTRIB.

NO
SHOWS
**

IN HOUSE
ATTEN.
A*

PERCENT
OF

NO SHOWS
*

WEATHER

Kansas City
at Dallas NO 63,213 64.505 966 63,539 1.5Z Clear. 59

New York Jets
at Miami NO 75,631 76,596 3,701 72,896 4.8% 80

San Francisco
at Los Angeles NO 77,646 78,995 4,931 74,064 6.25: Clear, 75

Houston
at Pittsburgh YES 49,697 50,452 812 49,640 1.6% Sunny, 72

Green Bay
at Chicago YES 56,808 57,455 8,717 48,738 15.2%

Rain early.
Overcast, 66

Cine innati
at Denver YES 52,022 52,652 2,950 49,702 5.6%

Sunny

,

Cold, 38

New Orleans
at Oakland , NO 52.687 53,764 2,497 51,267 4.6% Sunny, 60

Washington
»,at New York Giants YES 59,366 60,340 3,098 57,242 5.1% Sunny, 73

St. Louis
at Philadelphia YES 65.087 66,015 5,738 60,277 8.7% Sunny, 73

Cleveland
at Detroit NO 76,952 78 ,121 3 ,468 74 653 4 . 4%

Cloudy,

New England
at San Diego NO 26,089 27,061 2,900 24,161 10 . 7%

Sunny

,

Windy, 68

Atlanta
at Minnesota YES 47,631 48,446 ^.635 43,751 9.7% Rain, 49

Baltimore
at Buffalo NO 77,772 78,353 1,033 77,320 1.3% Cloudy, 66

TOTALS

:

780,601 792,755 45,506 747,250 5.7%

TOTALS: _8Weeks 5,823,567 5,923,445 322,102 5,649,446 5.4%

6_ Non-Blacked-Out Games 330,611 335,360 26,010 309,350 7.8%

1_ Blacked-Out Gaines

SEASON TOTALS

41 Non-Blacked-Out Games

449,990

2,352,025

457,395

2,384,884

19,496

106,505

437,900

2,278,379

4.3%

4.5%

63 Blacked-Out Games 3,471,542 3,538,561 215,597 3,371,067 6.1%
*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

Nr.V. 16-17, q7S

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

NO
SHOWS
**

IN HOUSE
ATTEN,
**

PERCENT
OF

NO SHOWS
*

WEATHER

Buffalo
at Cincinnati YES 58,815 59,575 2,909 56,666 4.9% Clear, 53

New York Jets
at Baltimore NO 52,895 53,693 1,596 52,097 3.0% Sunny, 69

Chicago
at San Francisco NO 46,142 47,874 6,148 47,874 1.3%

Cloudy,
Windy, 58

Green Bay
at Detroit NO 78,081 79,208 2,852 76,356 3.6% Sunny, 58

Denver
at San Diego NO 28,308 '29,296 3,248 26,048 11.1%

Partly
Cloudy, 67

Cleveland
at Oakland YES 52,469 53,944 3,483 50,461 6.5%

Cloudy,
Windy, 55

Dallas
at New England YES 60,392 61,279 374 60,905 .6%

Overcast

,

Windy, 46

Los Angeles
*at Atlanta NO 52,651 53,447 8,852 44,595 16.6%

Clear,
Cool, 58

Philadelphia
at New York Giants YES 59,181 60,196 6,762 53,434 11.2% Sunny , 60

Washington
at St. Louis YES 50,756 51,342 1,423 49,919 2.8%

Sunny

,

Windy, 70

Kansas City
at Pittsburgh YES 49,765 50 , 440 1,637 48,803 5.7% Sunny, 55

Miami
at Houston YES 50,494 51,748 2,856 48,892 5.5% Sunny, 70 " -

Minnesota
at New Orleans NO 60,214 61,291 8,526 52.765 13.9% Sunny,

TOTALS

:

700,163 713,333 50,666 668,815 7.1%

TOTALS: jJJeeks 6,523,730 6,636,778 372,768 6 ,318,261 5.6%

^ Non-BIacked-Out C ames 381,872 388,524 19,444 369,080 5.0%

^ Blacked-Out Games

SEASON TOTALS

Non-Blacked-Out Games

318,291

2,733,897

324,809

2,773,408

31,222 299,735

125,949 2J347,459

9.6%

4.5%

69 Blacked-Out Games 3,789,833 3,863,370 246,819 3,670,802 6.4%
*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

TENTH WEEK

GAME
LIFTED

PAID
ATTEN. DISTRIB.

NO
SHOWS
**

ill nUUbCt

ATTEN

.

PERCENT
OF

NO SHOWS
*

Lnr Axur oWeJVlclbK

San Diego
at Minnesota YES 47.702 48.443 4.70( 43.. 737 9.7X . Cloudy . 28

New England
at Buffalo NO 68,634 69,207 3,552 65,655 5. IX

Cloudy,
Windy, 36

New York Giants
at Green Bay (Mil) YES 51,145 52,399 2,24c 50,150 2r.32

Sunny

,

Clear, 35

Baltimore
at Miami NO 67.029 68,043 6,07! 61,968 8.9Z

Clear , Windy,
Cool, 70

St. Louis
at New York Jets NO 58,884 • 60,105 6.936 53,169 11.5% Clear, 44

Philadelphia
at Dallas NO 57.601 58,94Q 1,04" 57.893 1.8%

Clear,
Cool, 53

Chicago
at Los Angeles NO 61,929 64,91{ 6.22j 58,690 9.6% Clear, 80

Denver
«.at Atlanta NO 43.447 44,32£ 15.64i 28.686 35.3%

Cloudy

,

Early Snow,

39

Detroit
at Kansas City NO 59,481 60,691 5,53C 55,161 9.1% Windy, 43

Oakland
at Washington YES 54,370 55,00-: 1,42: 53,582 2.6% Cloudy, 46

Cincinnati
at Cleveland NO 58,188 59,246 2,81! 56,427 4.8% Sunny , 40

San Francisco
at New Orleans NO 51,608 52.50( 12,17: 40,328 23.2% Sunny "~ -

Pittsburgh
at Houston YES 50,257 51.60^ 1,65 49,947 3.2%

Clear,
Cool, 40

TOTALS

:

TOTALS: 10_Weeks

730,275

7,254,005

745, 42J

7,382,20e

70,03;

442,80:

675,393

6,993,654

9.4%

6.0%

4 Non-Blacked-Out Games

9 Blacked-Out Games

SEASON TOTALS

52 Non-Blacked-Out Games

Blacked-Out Games

*No show percentages based

203,474 207,450 10,034 197,416 4.8%

526,801 537,978 60,001 477,977 11.2%

2,937,371 2.980,858 135,983 2,844.875 4.6%

4,316,634 4,401.348 306,820 4,148.779 7.0%

on tickets distributed **Includes complimentary
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NFL ATTENDANCE - WEEKLY SUMMARY

ELEVENTH WEEK
Nov. 27 - Dec. 1, 1975

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

**

NO
SHOWS
**

IN HOUSE
ATTEN

.

**

PERCENT
OF

NO SHOWS
*

WEATHER

Atlanta
at Oakland NO 52,822 53.804 2,944 50,860 5.5% Sunny, 53

Minnesota
at Washington YES 54,311 55,004 506 54,498 .9% Cloudy, 60

Buffalo
at St. Louis YES 50,708 51,210 9,311 41,899 18.2% Cloudy, 30

Los Angeles
at Detroit YES 78,988 80,238 11,086 69,152 13.8%

Cloudy, Windy
Snow, 35

New Orleans
at Cleveland NO 47,695 48,763 4,010 44,753 8.2%

Showers

,

Windy, 58

San Diego
at Denver YES 51,869 52,689 7,707 44,982 14.6%

Sunny

,

Windy, 30

Chicago
at Green Bay YES 55,109 55,984 9,163 46,821 16.4%

Snow,
Windy, 29

New York Giants
^at Dallas NO 56,527 57,703 4,374 53,32? 7.6%

Clear,
Windy, 50

San Francisco
at Philadelphia YES 64,964 65,845 9,151 56,694 13.9% Cloudy, 55

New England
at Miami NO 68,480 69 ,436 7,473 61,963 10.8%

Clear,
Cool, 65

Pittsburgh
at New York Jets YES 59,057 60,247 7,629 52,61E 12.7% 55

Kansas City
at Baltimore NO 43,159 43,872 1,750 42,122 4.0% Cloudy, 50

~

Houston
at Cincinnati YES 58,796 59,574 13,446 46,128 22.6% Windy, 60

TOTALS: 742,485 754,369 88,550 665,819 11.7%

TOTALS: jjWeeks 7,996,490 8,136,575 531,353 7,659,473 6.5%

8 Non-Blacked-Out C ames 473,802 480,791 67,999 412,792 14.1%

5 Blacked-Out Games

SEASON TOTALS

268,683 273,578 20,551 253,027 7.5%

60 Non-Blacked-Out Games 3,411,173 3,461,649 203,982 3,257,667 6.0%

83 Blacked-Out Games 4,585,317 4,674,926 327,371 4,401,806 7.0%
*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

TWELFTH WEEK
Dec. 7-8, 1975

LIFTED ATTEN

.

TICKETS
DISTRIB. SHOWS

**

T M um 1CP

ATTEN.

PERCENT

NO SHOWS

Dallas
at St. Louis YES 50,875 51,342 1,641 49,701 3.2% Overcast, 33

Baltimore
at New York Giants NO 59,304 60,297 10,434 49,863 17.3% Sunny, 30

Washington
at Atlanta NO 57,880 58,850 6,041 52,809 10.3%

Cloudy,
Showers, 58

' Green Bay
at Minnesota YES 47,761 48,446 2,299 46,147 4.7% Overcast, 32

New York. Jets
at New England NO 56,639 57,539 3,550 53,989 6.2%

Sunny,
Windy, 34

San Diego
at Kansas City NO 54,081 55,355 8,467 46,888 15.3% 38

Houston
at San Francisco NO 47,873 49,603 5,588 44,015 11.3% Sunny, 67

Los Angeles
^at New Orleans NO 53,783 54,810 14,852 39,958 27.1% Sunny

Denver
at Oakland YES 53,085 54,037 2,962 51,075 5.5% Clear, 68

Buffalo
at Miami NO 78, 701 79 765 5 192 74 573 6 . 5%

Partly
Cloudy, 79

Cincinnati
at Philadelphia YES 65,029 65,950 8,966 56,984 13.6%

Clear,
Cold, 40

Cleveland
at Pittsburgh YES 49,743 50,465 2,503 47,962 5.0%

Sunny

,

Windy, 30

Detroit
at Chicago NO 52,623 53,234 15.462 37,772 29.0% Overcast , 32

TOTALS: 727,377 739,693 87,957 651,736 11.9%

TOTALS: ]J_Weeks 8,723,867 8,876,268 619,310 8,311,209 7.0%

5_ Non-Blacked-Out Clames 266,493 270,240 18,371 251,869 6.8%

8^ Blacked-Out Games

SEASON TOTALS

460,884 469,453 69,586 399,867 14.8%

65 Non-Blacked-Out Games 3,677,666 3,731,889 222,353 3,509,536 6.0%

91 Blacked-Out Games 5,046,201 5,144,379 396,957 4,801,673 7.7%
*No show percentages based on tickets distributed **Includes complimentary tickets
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THIRTEENTH WEEK
Dec; 75

GAME BLACKOUT
LIFTED

PAID
ATTEN.

TICKETS
DISTRIB.

**

NO
SHOWS
**

IN HOUSE
ATTEN.
**

PERCENT
OF

NO SHOWS
*

WEATHER

Green Bay

at Los Angeles NO 64,217 66,496 7,184 59,312 10. 8Z Clear, 66"

St. Louis
at Chicago NO 52,464 53,169 18,117 35,052 34.12

Rain,
Windy, 66

Minnesota
at Detroit YES 78,990 80,250 7,508 72,742 9.4Z

Cloudy,
Windy, 65

Buffalo
at New England NO 58,736 59,646 1,253 58,393 2.1%

Partly Cloudy,

Windy, 57

San Francisco
at Atlanta NO 45,255 •46,174 7,673 38,501 16.6%

Cloudy,
Cool, 60

Washington
at Dallas YES 63,259 64,452 3,361 61,091 5.2%

Windy

,

Humid, 73

Cincinnati
at Pittsburgh YES 49,973 50,616 1,727 48,889 3.4% Clear, 50

Kansas City
^at Cleveland NO 48,512 49,425 5,057 44,368 10.2%

Sunny,
Windy, 62

Philadelphia
at Denver YES 51,974 52,649 15,789 36.860 30.0% Snow, 18

New York Jets
at San Diego NO 40,522 52,446 2, 740 49,706 5 . 2%

Clear,
Cool, 57

Miami
at Baltimore YES 59,808 60,539 1,141 59,398 1.9%

Cloudy,
Fog, 50

Houston
at Oakland YES 53,055 54,020 3,3D1 50,719 6.1%

Sunny,
Windy , 56 - -

New Orleans
at New York Giants NO 59 182 60 181 20,031 40,150 33.3%

Partly
Cloudy, 50

TOTALS: 725,947 750,063 94,882 655,181 12.6%

TOTALS: i^Weeks 9,449,814 9,626,331 714,192 8,966,390 7.4%

6 Non-Blacked -Out Games 357,059 362,526 32,827 329,699 9.1%

7 Blacked-Out Games

SEASON TOTALS
368,888 387,537 62,055 325,482 16.0%

71 Non-Blacked -Out Games 4,034,725 4,094,415 254,680 3,839,235 6.2%

98 Blacked-Out Games 5,415,089 5,531,916 459,012 5,127,155 8.3%
*No show percentages based on tickets distributed **Includes complimentary tickets
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NFL ATTENDANCE - WEEKLY SUMMARY

FOURTEENTH WEEK
Dec. 20-21. 1975

GAME BLACKOUT
LIFTED

PAID
ATTEN

.

TICKETS
DISTRIB.

NO
SHOWS
**

IN HOUSE
ATTEN.
**

PERCENT
OF

NO SHOWS
WEATHER

Minnesota
at Buffalo NO 73,391 73,883 18,890 54,993 25 .6% a,

Denver
at Miami NO 56,137 57,212 14,148 43,064 24 .7% Windy, 70

Pittsburgh
at Los Angeles YES 84,417 91,038 21,649 69,389 23.8% Clear, 60

Atlanta
at Green Bay YES 54,948 55,841 17,276 38,565 30 .9% Sunny, 12

Chicago
at New Orleans NO 50,095 51,160 17,789 33,371 34. 8Z Sunny

Philadelphia
at Washington YES 54,369 55,004 5,619 49,385 10 .2%

Light
Snow, 37

San Diego
at Cincinnati NO 57,234 38,054 11,580 46,474 19 .9%

Cloudy

,

Windy, 24

St. Louis
vat Detroit NO 71,560 77,676 8,404 ' 64,272 10 .8% Sunny, 25

Kansas City
at Oakland YES 53,035 54,020 5,416 48,604 10.0% Cloudy, 54

New York Giants
at San Francisco NO 43,844 45,681 11,327 34,354 24 8%

Rain,
Windy, 50

Cleveland
at Houston NO 46,656 47,954 4,184 43,770 8.7% Sunny, 52

New England
at Baltimore NO 52,686 53,400 1,474 51,926 2 8%

Cold,
Windy, 34 ^

'

Dallas
at New York Jets NO 58,805 60,064 22,785 37,279 37 9% Windy, 25

TOTALS: 757,227 780,987 160,541 615,446 20 6%

TOTALS: ^^Weeks 10,207 ,041 L0A07,318 874,733 9,581,836 8 4%

4 Non-Blacked--Out Games 246,769 255,903 49,960 205,943 19 5%

9_ Blacked-Out Games

SEASON TOTALS
510,458 525,084 110,581 409,503 21 1%

75 Non-Blacked--Out Games 4,281,494 4,350,318 304,640 4,045,178 7.0%

107 Blacked-Out Games 5,925,547 6,057,000 569,593 5,536,658 9. 4%
*No show percentages based on tickets distributed **Includes complimentary tickets
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APPENDIX D

INQUIRIES TO PROFESSIONAL SPORTS

FROM THE

FEDERAL COMMUNICATIONS COMMISSION

AND

RESPONSES
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Replies to Commission inquiries from the National

Football League and the American Basketball

Association were, for the most part, received by

telephone and are not reflected in the letters

which follow. No response was ever received

from the World Football League nor was it

possible to make any telephone contact with a

League representative prior to the VTFL's demise.
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. D.C. 20554

March 1, 1976 IN «E«.Y MCFtR TO:

Timothy Grandi, Esquire
3299 MacArthur Boulevard
Newport Beach, California 92660

Dear Mr. Grandi:

The Commission is currently preparing its third annual
report to Congress on the effect of Public Law 9 3-107 con-
cerning the local television blackout of certain professional
sports events.' As part of this continuing study required by
Section 331(d) of the Communications Act of 1934, as amended,
we must again request your assistance, (as counsel for the
World Football League) , in providing information relevant to
assessing the effect of Public Lav; 93-107 on professional
football's 1975 (1975-76) season.

Specifically, we would request that the following data
be provided for 1975-76 season:

(1) The total number of games played during
the 1975 season (breakdown by pre-,
regular, post-season, all-star, etc.);

(2) The number of games in the 1975 season
which v/ere scheduled for telecast pursuant
to "league television contract" as defined
by P.L. 93-107 and the number of games which
v;ere in fact so telecast (breakdown by pre-,
regular, post-season, all-star, etc.; please
also indicate home and visiting team and
date for each game, and name of party with
which WFL contracted for telecast) . If any
games scheduled for telecast pursuant to
league contract were not in fact televised,
please indicate the reasons therefore;
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Timothy Grand! , Esq.

(3) Of the games specified in (2) above,
please indicate the games for which a
local blackout was lifted by operation
of P.L. 93-107 (i.e., games for which tickets
of admission for seats available 120 hours
before game time were sold out 72 hours or
more in advance of game time) . Please indicati
any other games for which a local blackout
was lifted for other reasons;

(4) For each WFL team, please indicate the
seating capacity figure for its home stadium.
If the stadium capacity figure differs from
the base number of tickets of admission
employed in determining seating ticket avail-
abilities 120 hours pre-game time for purposes
of P.L. 93-107, please also provide the latter
figure. (While this information is of parti-
cular relevance with respect to those teams
whose home games were telecast pursuant to
"league television contract" in the 1975
season, the Commission would appreciate such
statistics for all WFL teams for purposes of
future season evaluation and comparison.)
If any of the above games specified in (2)

above- were played in other than a WFL team's
home stadium, please provide similar infor-
mation for that stadium;

jj

(5) Please indicate the means used by the 1

respective teams to inform the public of
the number of tickets available during the h
120 to 72 hour pre-gamie period.

Since the Commission's report must be transmitted to the y--

Congress by May 15, 19 76, it is hoped that the requested
information can be provided as soon as conveniently possible,
or by March 31, 1976 at the latest, to insure time for analysii
and inclusion in the report. You are, of course, welcome to
provide any other information which the WFL may consider
relevant to the Commission's study of the effect of Public
Law 93-107 with respect to professional football.
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Timothy Grandi, Esq.

Should you have any questions concerning. this request, please
contact Mr. Robert Blau of the Commission's Office of Plans
.and Policy (202) 632-6312. Your continued cooperation and
assistance on behalf of the WFL will be greatly appreciated.

Sincerely yours

Chairman
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. D C. 20554

March 17, 1976

Commissioner Pete Rozelle
National Football League
410 Park Avenue
New York, New York 10022

Dear Mr. Rozelle:

Enclosed is a copy of my March 17, 1976 letter to
Thomas C. Williams, Esq., NFL Washington counsel,
requesting additional information relevant to the
Commission's study of the effect of Public Law 93-107
with respect to professional football's 1975 season.

Both Mr. Williams' assistance and your office's
cooperation have been greatly appreciated.

Best personal regards.

Sincerely yours.

Rich4rd E. Wiley
Chairman

Enclosure
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. O.C. 20554

March 17, 19 7 6 m rep^y ^wer to-.

Thomas C. Williams , Esq.
Connole and O'Connell
One Farragut Square South
Washington, D.C. 20006

Dear Mr. Williams:

The Commission is currently preparing its third annual
report to Congress on the effects of Public Law 93-107
concerning the local television blackout of certain pro-
fessional sports events. As part of this continuing
study required by Section 331 (d) of the Communications
Act of 1934, as amended, we must again request your
assistance as counsel for the National Football League,
in providing information relevant to assessing the effect
of Public Law 93-107 on professional football.

We are aware of the National Football League's criticism
. of the Commission's second annual report on the effects

of Public Law 93-107. Specifically we make note of
Commissioner Rozelle's testimony before the House Sub-
committee on Communication on October 30, 1975. At that
time he made it clear that the NFL considered the FCC '

s

second annual report to be erroneous and inadequate.
Mr. Rozelle's criticism of that report largely centered
on the Commission's failure to analyze the long term impact
of the sports anti-blackout legislation on the financial
health of NFL clubs, stadium owners and radio stations
which had contracted for the right to broadcast home games.

'•Hopefully we will be able to address these and related
substantive criticism pertaining to Public Law 93-107 in

f this year's report to Congress. Indeed we are now planning
a thorough analysis of the effects of the legislation over
the past three (i.e. 1973-75) seasons. However, a complete
evaluation of the criticisms raised by Commissioner Rozelle
and others is contingent upon the provision of certain finan-
cial data on individual NFL teams which we have previously
requested but have yet to receive. Specifically we would

I
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- 2 -

highly appreciate obtaining the following information by
individual team:

(1) The number and dollar value of season
tickets offered for sale by each member
club and the dollar value of season tickets
sold during the 1973, 1974, and 1975 seasons
(data to date have provided only the number
of season tickets actually sold)

;

(2) The number of remaining tickets (including
those for standing room) offered for sale
and actually sold for each home game during
the 1973, 1974, and 1975 seasons;

(3) Club revenues earned from TV for game rights
(pre-, regular, and post-season) during the
1973, 1974, and 1975 seasons;

(4) Club revenues earned from radio for game rights
j

(pre-, regular, and post-season) during the '

1973, 1974, and 1975 seasons. Also include
any rebates paid to stations during those years;

(5) Concession revenues earned by individual NFL
teams during the 1973, 1974, and 1975 seasons.
If possible please list revenues from the sale
of "Pro" magazine separately. Also designate
the percentage of concession sales which accrued
to individual teams during each year;

(6) Parking revenues earned by individual NFL teams
during the 1973, 1974, and 1975 seasons. Also
list the percentage of total parking revenues
which accrued to each team during each of the
aforementioned years;

(7) Official stadium capacities of each NFL team
. during the 1973, 1974, and 1975 seasons;

(8) A financial operations (profit and loss) statemer
for each team for the 1973, 1974, and if possible
for the 1975 season.

I
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This information is essentially that which was requested
by Commission Staff in their meeting with you on March 3,
1976. Again, we recognize that while the provision of this
information may be burdensom, it is necessary if we are to
thoroughly assess the validity of the NFL ' s contention
that Public Law 93-107 has had an adverse impact on pro-
fessional football. Since this year's report must be
transmitted to Congress on or before June 15, 1976 we
hope that the requested data can be provided as soon as
conveniently possible or by May 1, 1976 at the latest,
to ensure time for analysis and inclusion in the Report.

As in the past, you are welcome to provide any other
information which the NFL may consider relevant to the
Commission's study of the effect of Public Law 93-107
with respect to professional football.

Again, thank you for your continuing assistance to the
Commission on behalf of the NFL.
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LA'f Offices

CONNOLE AND O'COWNELL
Out fAWtAO/T SOITTH

Wluam R.CONNOLE
QtlINN OCONNELL
Thomas C.wiluams
EUCENE E.THREADCILL
WILLIAM B. OCONNELL. IR.

Ernest C. Baynarc. IH
Thomas M.Ryan

^X'A5HINCTON, D C. 20006

202-347-8300
lOHN W O CONNELL

OF COUNSEL

Cable -CoNL^'
TEUX 89-2319

October 9, 1975

Mr. Robert Blau
Office of Plans and Policy
Federal Communications Commission
Rccm 83S - 1919 M Street, N. W.

Washington, D. C. 20554

Dear Bob:

Enclosed is a clear copy of the list of those tele-
vision stations subject to NFL home territory blackouts.

Should you have any questions, I would be please to
respond.

Cordially,

Thomas C. Williams

Enclosure.
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EXIIIDIT A

TV STATION'S SUnjTCT TO LEAGUE
HOyji TERRITORY B^^CKOUT POLICY

• nOl-lE CITY

1. "Atlanta

.4, Chicago

5, Cincinnati

IN CITY STATIONS

ABC - WOXI
NBC - WSB
CpS - WAGA

ABC - VTLS

NBC - WiAQ
CCS - V.'BDM

ABC
NBC
CBS

\<KRC

KCPO

OTHERS

None

Baltimore ABC - KJ2 NBC Washington, DC - V.'RC

NBC - KBAL CBS V.'ashington , E- - \.'TOP

CBS - W'lAR ABC Washington, I Z - Wi-yvL

NBC Hagerstov.-n - rtll/^G-

NBC llarrisburg - >.'GAL

CBS llarrisburg - '.'HP

• CBS York - vrsDA

ABC York - WTPA ^

CBS Lancaster - hliYH

Buffalo ABC - VrKBW ABC Roche9tor - V.'OKR

NBC imc Rochester - VJROC .

— Vtljl}l« noches'ccr - VATLC'

ABC Erie - VrjF.T

NBC Erie - WICU
CBS Erie - KSEE
CBC Toronto, Canada - CFTC

CBC Toronto, Canr.da - CELT

CTV Hamilton, Ca;iada - CHC

South Bend - Rockf rd
Proviso -"Bears sh-ill rctair-

right to re-examine the

South Bend-Rockf ord situatic

in the event that Bears
attendance sliould show a

significant drop below
capacity.

"

ABC - Dayton ^. KlCE?

NBC - Dayton - WLV:d

CBS - Dayton - v:hiO

ABC - Lexington - v:bLG

NBC - Lexington - KLEX

CBS - Lexington - "WK'^T

IKD - Springfield
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i'age 2

• RO!^ CITY

6, Cleveland

IN CITY STATION'S

ABC - UTls'S

NBC - \:K\'C

CDS - WJ\V

OTHERS

ABC - YoungstaA-n - WYTV
NBC - Youngs town - V.TI5J

CBS - Young stCT-'n - KKUH
ABC - Akron/Canton - i.'AKi^

7i Denver

8. Dallas

ABC
NBC
CBS

ABC
NBC
CBS

KBTV
KOA

KFAA
v:ba?

ABC - Pueblo - KRDO
NBC - Pueblo - KC7VA

CBS - Pueblo - KKTV

ABC/CBS - Waco - W:T>.

ABC/jx'DC - Tyler - KL7V
ABC/KBC/CDS - Sherrnar - lOlll

CBS Wichita Falls - VJ^UZ

NBC Wichita Falls • KFDZ

Detroit ABC - \OCYZ NBC Lansing - WILX
NBC CBS Lansing - V.'JIH

. CBS - KJBK ABC Toledo - WD130

NBC Toledo - WSPD
CBS Toledo - WTOL
ABC Flint - v.-jut

CBS Saginaw - WEYI
NBC Bay City - V.I.T!

.

CBC

Green Bay ABC - V.'LUK* ABC Waueau - KAOV:*

KBC - V.TRV* CBS V.'ausau - WSAU*
CBS - WBAY* ABC Milwaukee - Wi'.l**

NBC Milwaukee - WT;:J**

CBS hiilwaukce - KI. K**

11, Houston

12. Kansas City

*Not blacked out vhen Green Bay
plays in I'.ilvaukee

**Kot blacked out when Green Bay
plays at hon;\e

ABC - KTRK
NBC - KPRC
CDS - KHOU

ABC - K)-'jDC

NBC - V.DhF

CBS - KC'.O

ABCA'BC - Lufkin - KTRE

ABC/CBS - Bryan - I'vBTX

ABC - Beaumont - KB'AT

NBC - Beaumont - KJA

CBS - Beaumont - KFB 1

NBC - Topeka - KTSB
CBS - Topeka - V.'IBW

ABC - St. Joscp)i - K?T''

NBC - Pittsburgh- KO'Ji
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*

nOl-tB CITY

13, Los Angeles

14', Miami

15. Minneopolic/
St. Paul

16, New England

17. New Orleans

V

X8. New York

19. Oakland

IN CITY STATIONS

20. Philadelphia

ADC
NBC
CDS

ABC
NBC
CBS

ABC
NBC
CBS

CBS
NBC
ABC

ABC
NBC
CBS

ABC
NBC
CBS

ABC
NBC
CBS

ABC
NBC
CBS

.KABC

KIn'BC

KIJXT

WPLG
i^cicr

KTVJ

Kl-iSP

KSTP
VJCCO

VHs^C

WBZ
WCVB

WABC
vax'BC

K'CBS

KGO
KROl?

ia>ix

V.TVI

WCAU

OTHERS

ABC
NBC
CBS

San Diego - KCST
San Diego - KOGO
San Diego - KFKiB

ABC - V.'CBt Palm Dsach - V.'EAT

NBC - West Palr.i Becc.'i - V.TTV

NBC - Fort Myers - WBftU

CBS - Fort Kjyors - wi\i<

CBS - Kankato - KEYC
CBS - I'jason City - IXLQ
NBC - Alexandria - KC:',T

NBC - noc])ester - ICRGC

ABC - Austin - ICAUS

ABC - Providence - vn EV

NBC - Providence - V.'C.T/^

CBS *- Providence - v;pRi

ABC - Kanchestor, im - V.i'iUR

ABC/CDS - Baton Rouge - KAFB
NBC - Baton Rouge - KBRZ
TITTX n-4.~>- ~ ».-->r»»T..

Rone

ABC - Sacramento - KOVR
NBC - Sacramento - KCRA
CBS - Sacramento - KXTV
mvC/CtS - Sacramento - KTXJL

NBC - Salinas/Konteroy - KHEV,'

CBS - Salinas/Jiontercy - JC'.ST

ABC - San Jose - K]vT\'

Harrisburg/Lancaster/Lebanon
ABC - KTPA
NBC - KGAL
CBS - \:vn\

Scranton-V.'ilkcs Barro
ADC - vnCEP

NBC - V.'BRV,

CDS - \NDAr



346

• Hpyj; CIT\' • IN CITY STATIO;:S

21. Pittsburgh ABC - KTAE
NBC - KIIC
CDS - KDKA

22. San rxroncisco

23. St, Louis

24. San Diego

25. Washington

Same as Oakland

ABC
NBC
CBS

ABC
KDC
CBS

ABC
NBC
CBS

KT\'I

KSD
KMOX

KCST
KOGO
KFK.B

WiAL
KRC
MTOP

Page 4

OTHERS

NBC - Altoona - vrjAC

CBS - Altoona - V.TDG

CBS - Jolinstc-AT, - vrARD

ABC/CDS - v:hceling - vrsTV

NBC - Steubenvillc - WTRF
Young stovsTi

ABC - \%YTV

NBC - KFJ-^J

CBS - KKEN
Clark sburgA.'e Eton
NBC - WBOY
CBS - WDTV

None

ABC - Los Angeles - KAEC
NBC - Los Angeles - Klx'BC

CBS - Los Angeles - WCXT

ABC - Baltimore - v:j2

NBC - Baltimore - V.'BAL

CBS - Baltimore - \\l'J\R
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. D C. 20554

IN REPUT REFeU TO:

Mr. Bowie Kuhn
Commissioner of Baseball
15 West 51st Street
New York, New York 10019

Dear Mr. Kuhn:

Enclosed is a copy of my March 2, 1976 letter to James F.

Fitzpatrick, Esq., Washington counsel for Major League
Baseball, requesting information relevant to the Commission's
study of the effect of Public Law 93-107 with respect to
professional baseball's 1975 season.

Both Mr. Fitzpatrick ' s assistance and your office's co-
operation will be greatly appreciated.

Best personal regards.

Sincerely yours.

-Richard E. Wiley
Chairman

Enclosure
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James F. Fitzpatrick. Esquire
Arnold and Porter _ . - . __ .

1229 Nineteenth Street, H.W.
Washington, D.C. 20036 -

Dear Mr. Fitzpatrick

i

As required under Section 331(d) of the Communications Act
of 1934, as amended, the Commission isppreparing its
third annual report to the Congress on the effect of P\iblic
Law 93-107 pertaining to the local television blackout of
certain professional sports events. Xn doing so, we must
request your assistance, aas counsel for Major League Base-
ball, in providing information relevant: to assessing the
effect of Public Law 93-107 on professional baseball's
1975 season.

In particular, we would request that the following fiata for
Major League Baseball's 1975 season be provided:

(1) The total number of games played during the
1975 season (breakdown by pre-, regular,
post-season, all-star, etc.);

(2) . The number of games in the 1975 season which
were ^ scheduled for telecast pursuant to "league
television contract" as defined by P-L. 93-107
and the number of games whichwwere in fact so
telecast Ubreakdown-by prer--, regulax,- post-
season, n1 1—star , .etc-; please also indicate
home and visiting team and date for- each game,
and naaie of party with which Major League
Baseball contracted, for telecast),- If any
games .-scheduled for telecast pursuant- to
league, contract were not in iact . tiiesiised

,

please indicate the reasons therefore;

(3) Of the games specified dn (2) zd^ove, please
indicate. the games for which a local blackout
was lifted by operation of P.L. 93-107 (i.e.,
games for which tickets of admission for seats
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Jcines F. Fitzpatrick, Esq.

available 120 hours before game time were sold
out 72 hours or more in advance of game time) .

Please indicate any other games for which a
loceLl blackout was lifted for other reasons;

(4) For each Major League Baseball tesun, please in
indicate the seating capabity figure for its
home stadium. If the stadium capabity figure
differs from the base number of tickets of
admission employed in determining seating
ticket availaJDilities 120 hours pre-game time
for purposes of P.L. S3-107, please also provide
the .latter figure. (While this information is
of particular relevance with respect to those
teams -whose home games were telecast pursuamt

• to "league television contract" in the 1975
season / -the Commission woiHd appreciate such
statistics for all Major League Baseball teams
for purposes of future season evaluation and
cnmparison.) If any of the g£unes specified
in (2) above were played in otber than a
Major League Baseball team's home stadium,
please provide simi 1 ?>r information for that
stadium;

(5) Please indicate the maarns used by the respec-
tive teams to inform, the public of the number

^of tickets available dxiring the 120 to 72 hour
pre-game period.

(6) -The number e£d dollar value of season tickets
- - offered for sale by each member club and the

dollar value of season tickets sold^

(7) The number and dollar value of tickets offered
for sale by each member, club for each home gajne;

(8) vrThe number and dollar -value -of the tickets for
seats available for sale and actually sold by
each member club during the 120 to 72 hour
period prior to gzune time . for-each home game;

(9) The number of tickets offered for sale and
actually sold by each member club for each home
game for standing room^-if amy;

72-769 O - 76 - 23
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James F. Fitzpatrick , Esq.

(10) Club revenues from TV for game rights (pre-,
regular, and post-season) compared with 1974
season;

(11) Club revenues from radio for game rights (pre-,
regular, and post-season) compared with 1974
season, including any rebates paid for 1974
season

;

(12) Concession revenues compared with 1974 season;

(13) Any changes in ticket prices and policies from
1974 to 1975;

(14) ParticulzLT rnezms employed by member clubs to
"

' " inform the public of ticket availabilities
during the 120 to 72 hour pre-game period;

(15) The terms of Major League Baseball network
-contracts govermbeg the imposition and lifting
of local blackouts;

(16) A financial operating (profit and loss) state-
ment for the yesir.

Since the Commission's report must be transmitted to the
Congress by May 15,-1976, it is hoped that the requested
information can be provided as soon as conveniently possible,
or by March 31, 1976 at the latest, to insure time for
analysis and inclusion in the report. You aire, of course,
welcome to provide any other information which Major League
Baseball may consider relevant to the Commission's study
of the effect of "Public Law 93-107 with respect to professional
baseball.

Should you have any questions concerning this request, please
contact Mr. Robert T. Blau of the Commission's staff, (202)
63296312. Your cooperation and assistance on behalf of
Major League Baseball will be greatly appreciated.

' Sincerely , yours.

Richard E. Wiley
Chairman

cc: Mr. Bowie Kuhn

RTBlau:daf/PP/3-l-7 6
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Office of the Commissioner

Bowie K. Kuhn
Commissioner

March 4, 1975

Dear Dick:

I will see that you have the material needed under Public-Law
93-107 promptly. It is not a very difficult compilation in our

case. I wish it were.

Kind regards

,

Mr. Richard E. Wiley
Chairman
Federal Communications Commission
Washington, D. C. 20554

BKK/ms

cc: James F. Fitzpatrick, Esq.

75 Rockefeller Plaza

(at West 51st Street)

New York, N.Y. /00/9

(212) 586-7400
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TMuRMAN ARNot-o |is»i-<eeQ
»*U1. A. PORTCR
MIITOH V rncCMAN
NORMAN DIAMOND
WILLIAM L MCCOVtRN
CABOLTN C AOOtR
O. OUANC VICTM
REED MILLER
AOt KBASH
B. MOwCLL MILL
JULIUS M. CRCiSMAN
EDGAR H. SRENNCR
DENNIS a. LYONS
STUARI J. LAND
ROBERT E. MtRlSTClN
JAMES R. MCALEE
MITCNCLL ROGOVIN
WALTER J. ROCKLER
CLirrORO L. ALEXANDER. JR.
WERNER "RONSTtiN
PAUL S BERGta

ARNOLD & PORTER
1229 NINCTECNTM STRtCT, N.W.

WASHINGTON, O. C. 20030

T(i.tRHOMc:(ao>) •7t-«7oc
CABCC; "ARrORO**

tclcx:b»-i7M

April 15, 1976

OERA

OAVI

•ONICOMtt

"CZNCCK

O R KENTOrP

RICMARO S. EWINO
RETER K BLEAKLET
ALEXANDER E. BENNETT
RICMARO J.WERTMEIMCR
MARRY MUOE
JACK L.LIPSON

MYRON P.'CUHJAN
JAMES A. D08A1N
STEPMEN L.MESTER
MICMAEL N. SOMN
6ROOKSLCY LANDAU
ANDREW S. KRULWICM

PATRICK r. J. MAC
NANCY «. MINT2
NORTON r TENNll
ROBERT O. «OSE^

RICMARO*' M'tilaa!
HCNNET- A LETZl
arcRMEN M SACK
THOMAS J. MCGRf
JAMES w. JONES

•TEVEN ». lOCk-a
jCrrREY A.BURT
CARY m. smeRMAN

THOMAS E. SiL'EN

T^OMaV a .*~" nVr
ROBERT S.TmORRE
ROBERT M, WOOD
HOBALINO C. COmEn
RAUL S. REICMLER
ROBERT J. JONES
LINOA f. BLUMENf ElO
LEONARD M. BECKER
MARK L.YEC ES
JANE C. BERGNER
RCTER I. GROSSI. JR.
SCOTT S. SCmREiBER
LEONARD a. SIMON
JONATHAN O.SCMiLLEB
RCNNETM V. MANOAL
•URTON J. MALLINOEH
LAWRENCE A.SCMNEiOEf
OAVIO TOWEY

The Honorable Richard E. Wiley
Chairmein
Federal Communications Commission
Washington, D. C. 20554

Re: Baseball Blackout Information

Dear Chairman Wiley:

This is in response to your letter of March 2, 1976,
requesting information regarding the impact of Public Law
93-107 on Professional Baseball during its 1975 season.

We have been informed by the Office of the Commis-
sioner of Baseball that there were no instances in which
the rule took effect so as to lift the blackout in the home
market of a network telecast of a sold-out home game.

Baseball games rarely sell out in advance. Confir-
mation of this is reflected in the data presented in Attach-
ment A. There it is shown that the average seating capacity
of the 24 major league clubs' stadia far exceeded their
average attendance figures during the 1975 season. Further-
more, in comparison to some other professional sports, rela-
tively few season tickets are sold to baseball games. Con-
sequently, no information is maintained by the Office of the
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ARNOLD & PORTER

The Honorable Richard E. Wiley
April 15, 1976
Page Two

Commissioner of Baseball tabulating sellouts, near sell-
outs, season ticket holders or advance sales.

Baseball's network telecasts include the World
Series, the Playoff Games, and the All-Star Game — all
of which, pursuant to a long standing Baseball policy,
were shown on the home teams' local television stations.
There were no sellouts of any of the netv/crk televised
Saturday Games of the Week or the Monday Night Games.

Therefore, in view of the nonapplicability of 93-

107 to any of the games played during the 1975 baseball
season and in keeping with past practice in this regard,
it must be concluded that the other information requested
from Baseball is not relevant to the purposes- of your
study

.

Of course, we stand ready to cooperate fully in
satisfying your need for essential data. If there is any
further information that you require, we will be happy to
discuss the matter further with you.

Sincerely

,

Enclosure
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. O.C.' 20554

March 5, 1976

Robert H. Kaufman, Esq.
Proskauer Rose Goetz & Mendelsohn
300 Park Avenue
New York, New York 10022

Dear Mr. Kaufman:

The Commission is currently preparing its third annual
report to Congress on the effect of Public Law 93-107
concerning the local television blackout of certain pro-
fessional sports events. As part of this continuing
•study required by Section 331(d) of the Communications
Act of 1934, as amended, we must again request your
assistance, as counsel for the National Basketball
Association, in providing information relevant to assessing
the effect of Public Law 93-107 on professional basket-
ball's 1975-76 season. The completed information you
supplied on the 1974-75 National Basketball Association
season was greatly appreciated.

Specifically, we would request that the following data
be provided for the National Basketball Association's
1975-76 season:

(1) The total number of games played during the
1975-76 season (breakdown by regular season,

^ play-off and all-star)

(2) The number of games in the 1975-76 season which
were scheduled for telecast pursuant to
"league television contract" as defined by
P.L. 93-107 and the number of. games which
in fact were so telecast (breakdown by
regular season, play-off and all-star; please
also indicate home and visiting team and
date for each game, and name of party with
which the league contracted for telecast)

.

If any games scheduled for telecast pursuant
to league contract were not in fact televised,
please indicate the reasons therefor.
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(3) Of the games specified in (2) above, please
indi'::ate the games for which a local blackout
was lifted by operation of P.L. 93-107
(i.e., games for which tickets of admission
for seats available for purchase 120 hours

"*

before game time were sold out 72 hours or
more in advance of game time) . Please
indicate any other games for which a local
blackout was lifted for other reasons.

(4) For each league team, please indicate the
seating capacity figure for its home arena.
If the arena capacity figure differs from
the base number of tickets of admission
employed in determining seating ticket
availabilities 120 hours pre-game time for
purposes of P.L. 93-107, please also provide
the latter figure. If any of the games specified
in (2) above were played at other than a league
team's home arena, please provide similar
information for that arena.

(5) Please indicate the means used by the repect-
tive teams to inform the public of the number
of tickets available during the 120 to 72
hour pre-game period.

Please feel free to provide any oth.er information that you
believe to be relevant regarding the effect of Public Law
93-107.

Since the Commission's report to .Congress on the impact and
effect of P-ublic Law 93-107 is due on May 15, 1976, we would
appreciate receiving this information from you by April 1, 1976.

We realize that' the National Basketball Association's full
season of play may not be completed by this time, but hope
that you will permit as much of the necessary available data
as possible to be transmitted to the Commission in time for
analysis and inclusion in this report.

Should you have any questions Concerning this request, please
contact Mr. Robert T. Blau of the Commission's Office of Plans
and Policy (202) 632-6312. Your continued cooperation and
assistance on behalf of the National Basketball Association
will be greatly appreciated.

Sincerely yours,

Richard E. Wiley
Chairman
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August 22, 1975

Honorcible Richard E. Wiley
Chairr^r.
Federal Communications Ccsrxiission
1919 M Street, N.W.
Washington, D.C. 20554

Re: National Basketball Association -

Commission' s Study of the Effect of ?-^lic
Law 93-107, The Sports Ar.ti-3lackcut Lav

Dear Mr. Chairman:

On behalf of our client, the National Basketball Association,
we are pleased to provide additional information requested in your
letter of November 26, 1974 in connection with Section 331(d) of
the Coramiinicaticns Act of 1934 . The following information, prepared
by the staff of the National Basketball Association, reflects zhe
completion of the 1974-1975 National Basketball Association season.

1. The total number of games played by the NBA tear^ during
the 1974-1975 season was as follows:

Regular Season Gair.es 738
Play-off Gam.es • 47
All Star Gar.e 1

Total 786
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Honorable Richard E. Wiley 2 August 22, 1975

2. The number of games in the 1974-1975 season which were
scheduled for telecast pursuant to the "league television contract"
(as that term is defined in Public Law 93-107) was approximately 40.
The number of games actually telecast was as follows:

Regular Season Games 19
Play-off Games 17
All Star Game 1

Total 37

This number was within the range of number of games which defines the
NBA's broadcast obligations under the league contract.

Attached hereto is a taible (Attachment 1) showing, among
other things, the date, visiting team and home team for each game
telecast pursuant to the league television contract. With respect
to all such games, the NBA contracted with the Columbia Broadcasting
System for telecast.

3. Attachment 1 shows the games for which the local
blackout was lifted by operation of Pxiblic Law 93-107. This occurred
with respect to a total of 7 games. In addition, the blackout
of 13 games was lifted voluntarily by the home team for promotional
purposes

.

As in previous reports to the Commission in connection
with Public Law 93-107, the National Basketball Association has
characterized any blackout lifted because there was a minimal number
of tickets remaining unsold 72 hours before game time as a blackout
lifted by operation of law. Technically, Public Law 93-107 requires
that a blackout be lifted only when all tickets for seats made
available 120 hours or more before the beginning time of a game
are sold out 72 hours or more before game time. In fact, when
there are just a few tickets remaining unsold at the stadium 72

hours before game time, it is impracticable with present record
keeping and box office procedures to determine whether those tickets
were available for sale 120 hours before game time or were previpusly
sold or unused complimentary tickets returned to the stadium box
office subsequent to that cut off point. Consequently, in order to
avoid violation of the law, in such situations NBA teams have
involuntarily lifted the home territory blackout of the game in
question.

For example, based on box office records, there were four
tickets to the Portland game at Milwaukee on January 19, 1975 which
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were unsold 72 hours before game time. Uncertain of the exact
status of these tickets, Milwaukee concluded that it was compelled
by law to lift the blackout of that game. The same practice was
followed during the 1973-1974 season: for example, the blackout
of the Milwaukee/Boston game at Boston played on May 3, 1974 was
lifted to comply with Public Law 93-107, although there v/ere 35 tickets
(out of 10,9 38 tickets) unsold 72 hours before game time, because
Boston could not be sure whether these fev/ tickets were properly
counted among those available 120 hours before game time.

The National Basketball Association therefore takes issue
with the conclusion drawn by the Commission that blackouts the
NBA has characterized as lifted by operation "of law were in fact
lifted voluntarily.* The NBA believes that the lifting of the home
territory blackout in the kind of situation described above is
required by law and should not be treated otherwise for any purpose.

4. A second table attached hereto (Attachment 2) shows
the seating capacity figure for all primary and satellite stadium.s
used by NBA teams. As indicated in Attachment 1, tv;o of the games
televised pursuant to the league television contract during the
1974-1975 season were played at a location other than the team's
primary home arena (Seattle against Boston at Hartford on 3/2/75
and Cleveland against Kansas City at Omaha on 4/6/75).

5. You will note that more complete information is pro-
vided in Attachment 1 with respect to "no-shows" than was available
for the 1973-1974 season. As in the past, where such information
is not available for any game, it is generally for the reason that
the stadium where the game was played and the stadium turnstile are
not in the home team's control. Little specific information is
available with respect to the im.pact of the operation of the blackout
law on concession and souvenir sales, parking fees, etc. because
these are in most cases under management or ov/nership separate from
that of the home team.

Based on the "no-show" and concession figures which have
been made available to it, the NBA has compiled the enclosed chart,
marked Attachment 3, v/hich compares "no-show" and concession figures

^
Second Annual Report of the Federal Communications Commission on

the Effect of Public Law 93-107, at p. 96, fn.28; p. 97, fn.31; and
p. 98.
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for five pairs of games between the same teams played in the same
stadium. One game in each pair of games was telavised pursuant to
league contract and broadcast locally, cither as a result of the
mandatory or voluntary lifting of the blackout, and the other game
was not televised. In each case, the numier of "no-shows" v;as larger
for the locally televised game. Although the difference in the
number of "no-shows" is not in each instance significant, the
consistent pattern in the figures begins to demonstrate the impact
of the law.*

The NBA believes that as a more complete "no-show" and
collateral revenue data is made available to the individual teams,
the economic injury suffered by virtue of the operation of Public
Law 93-107 will clearly emerge. Further, the full impact of the
law on gate revenue has probably not yet been felt. Consequently,
the NBA disputes the Commission's finding that "the anti-blackout
law's overall effect on NBA member clubs appears to have been minimal.
(Second Annual Report of the Federal Communications Commission on
the Effect of Public Lav; 93-107, at p. 103).

6. In its Second Annual Report, the Commission recognizes
that "the collateral revenue problem may be significant for the NBA
(as in the National Hockey League) where the ownership of a number
of arenas ... is affiliated with the team ov/nership." (p. 99)

It should be noted that in addition to Chicago, Cleveland and
Washington (the tecims named in the Report) , New York is one of the
teams which has such a situation.

Vfeiw truly yours ,

Robert M. Kaufman
RMK:srr

Due to the reasons described above, the available data concerning
the impact of the lifting of the blackout on collateral revenues
is too scant to be significant.
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April 6, 1976

Honorable Richard E. Wiley, Chairman
Federal Communications Commission
1919 M. Street, N.W.
Washington, D.C. 20554

Re: National Basketball Association - Commission's
Inquiry under Public Law 93-107 FCC Matters

Deax Mr. Chairman:

We are writing to you on behalf of our client, the
National Basketball Association, in response to your letter of
March 5, 1976.

The National Basketball Association is a major pro-
fessional basketball league of eighteen teams playing games from
coast to coast. The Association's staff has prepared the informa-
tion set out below:

1. The total number of games played or to be played by
National Basketball Association teams during the
1975-76 season will be as follov;s:

Regular season games 738
Playoff games 40 (appx)
All Star game 1

Total 779 (appx)

It is not possible to give an exact number of the
game to be played since the number of playoff games
depends upon the number of games required for the
completion of each of the series in the playoffs.
Up to March 22, 1976, the eighteen teams had played
638 games (including the All Star game) or 86% of
those games scheduled for the regular season.
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2. The number of games in the 1975-76 season scheduled
for telecast pursuant to the League television con-
tract will be approximately forty consisting of the
following

:

Regular season games
already broadcast 16
All Star game already
broadcast _1

Subtotal 17

Additional regular sea-
son games to be broad-
cast 4

Playoff games to be
broadcast 19 (appx)

We are unable to provide you with a definitive list
of the regular season games and of 'the playoff games
still to be broadcast since the regular season games
are still subject to final change and the playoff
games are, of course, dependent on the results of
the regular season and of each preceding playoff
series

.

3. The attached table shows certain information for each
of the games already broadcast pursuant to the League
television contract. For each of the games it shows:
whether the game was blacked out; whether the blackout
was lifted voluntarily; or v/hether the blackout was
lifted by law.

As you will note, four of the blackouts were lifted
voluntarily as a matter of the individual home team's
local marketing strategy, even though a lifting of
the blackout would not have been required under the
law. This was a matter determined by the local team
in the exercise of its discretion based upon the
particular marketing characteristics of its home
territory. In each of these cases, a substantial
number of tickets remained unsold. Four blackouts
were lifted by operation of law.
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4. The same table shows the searing capacity figures
for each of the arenas from which one of these
games was blacked out.

5. Although more teams have given data on no-shows,
the figures do not follow a sufficiently consistent
pattern to support any firm conclusions. For example,
of the two games with the highest loss from no-shows,
one was blacked out and the other was not. Informa-
tion is still difficult to obtain on the effect of
lifting of the blackouts on concession and souvenir
sales, parking fees, etc., which are in most cases
under separate management or ownership than that of
the team itself.

6, Although the home team consistently and continually
promotes ticket sales before, during and after the
120 to 72 hour pre-game period, it continues to be
the practice of a home team appearing on network
television to avoid publicizing the specific number
of unsold tickets because it tends to invite a nega-
tive response from the ticketholder when the blackout
is lifted and a similar response from the non-ticket-
holders when the blackout is imposed.

A final report for the 1975-76 season can be prepared
promptly after the end of the playoffs, which should terminate during
the last week of May or early June.

y truly yours.

16
Robert M. Kaufma
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May 5, 1976

Ms. Mary Donnelly
Federal Communications Commission
1919 M Street, N.W.
Washington, D.C. 2 05 54

Re: National Basketball Association - Commission
Inquiry under Public Law 93-107 - FCC Matters

We are writing to you on behalf of our client, the National
Basketball Association, in response to your requests for further in-
formation respecting a number of items contained in the National Bas-
ketball Association's report for the 1974-75 season and the interim
report for the 1975-76 season. The information contained in this
letter has been secured from the National Basketball Association.

Regarding the final report for the 1974-75 season, you have
inquired as to the following matters:

1) Why was the blackout lifted for the
April 12, 1975 game between New York and Houston,
in light of the fact that at the time of the
lifting of the blackout only 500 out of approxi-
mately 9,700 tickets were then sold? We are ad-
vised that the April 12, 1975 game was the first
game of the playoffs and was, necessarily, sche-
duled on relatively short notice. Ticket sales
were proceeding briskly and the owners made a

business judgment that the promotional advantages
of broadcasting the game outweighed the possible
risks of adversely affecting ticket sales and
increasing the incidence of no-shows.

Dear Ms. Donnelly:
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2) Why was the blackout voluntarily lifted
in thirteen instances during the regular season?
We are advised that there are a panoply of pro-
motional considerations which have occasionally
prompted the owners voluntarily to lift the black-
out, as in the instance covered by question 1.

For example, the owners have lifted the blackout
of games in Detroit in order to allow certain large
local advertisers the opportunity to view games
broadcast under their sponsorship. Such a deci-
sion represents the exercise of a business judgment
which is a prerogative of the owners.

With respect to the interim report on the 1975-76 season,
you have inquired regarding the following matters:

1) Why have the owners occasionally volun-
tarily lifted the blackout during the regular
season? The answer to this question is same as
the answer to question 2 above. The owners have
decided, on occasion, to voluntarily lift the
blackout for promotional purposes in the exer-
cise of their respective business judgments.

2) Were there any regional broadcasts during
the 1975-76 season? Yes. On March 31, 1976, after
the close of the period encompassed by the interim
report, the Philadelphia at Boston and Houston at
Seattle games were broadcast regionally.

3) Which television network holds the contract
for the broadcast of the National Basketball Associ-
ation 1975-76 season? The Columbia Broadcasting
System has the contract for the 1975-76 season.

4) Why does the Boston team sell "obstructed-
view seats" before the seats comprising the arena
capacity are sold out? As a matter of team policy,
obstructed-view seats are not sold until all seats
included in the house capacity figure have been sold.
Occasionally, when the only remaining seats are single
seats, the box office will begin to sell obstructed
view seats to persons requiring pairs of tickets.

^2-769 O - 76 - 24
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In measuring the capacity of the arena,
it has been Boston's consistent practice to not
include "obstructed view seats," because most
fans do not regard these seats as desirable,
although they are less expensive than other seats.
The practice of excluding these seats from the
computation of the capacity of the arena has been
adopted in order to most fairly reflect the num-
ber of generally saleable seats. It is probable
that such exclusion has the effect of increasing
the likelihood of a technical "sell-out."

5) Why doesn't the report contain data per-
taining to concessions and concessionaires? Item
5 on page 3 of the interim report explains that
the member teams are unable to obtain complete
and detailed data on concession receipts, etc.,
which are often derived from activities with
respect to which the teams have limited access to
information.

6) Do National Basketball Association member
teams sell season tickets? If so, have the prices
for such tickets increased since last year? The
teams do sell such tickets. The league does not
have league-wide data comparing the prices of sea-
son tickets. Ticket pricing has been and remains
a team function, rather than a league function.

Perhaps the final report for the 1975-76 season will answer
any additional questions which you might have.

Very truly yours,

Proskauer Rose Goetz & Mendelsohn

AS:djq By
Alan Stein
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May 27, 1976

Ms. Mary Donnelly
Office of Plans and Policy
Room 33 8

Federal Communications Commission
1919 M Street, N.W.
Washington, D. C. 20554

Re: National Basketball Association - Commission
Inquiry under Public Law 93-107-FCC Matters

Dear Ms. Donnelly:

We are writing to you on behalf of our client, the
National Basketball Association, in response to your request for
further information concerning the 1975-76 regular season. The
information contained in this letter has been secured from the
National Basketball Association.

You have inquired as to the following matters:

1) Does the National Basketball Association have access
to figures reflecting ticket sales as of twenty-four hours before
gcune time? We are advised that these figures are not available.
We have previously provided you with the figures reflecting ticket
sales as of seventy- two hours before gcone time.

2) In addition to the data already supplied, what are
the ticket sales figures for the balance of the 1975-76 regular
season? Attached is a schedule prepared by the National Basketball
Association which contains the ticket sales for the balance of the
1975-76 regular season.
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We will send you a final report on the 1975-76 season,
including the playoffs, during the summer.

Very truly yours,

Proskauer Rose Goetz & Mendelsohn

Alan Stein
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. O C. 20554

March 19, 1976

Mr. Jim Bukata
American Basketball Association
1700 Broadway
New York, New York 10019

Dear Mr. Bukata:

The Commission is currently preparing its third annual
report to Congress on the effect of Public Law 9 3-107
concerning the local television blackout of certain pro-
fessional sports events. As part of this continuing
study required by Section 331(d) of the Communications
Act of 1934, as amended, we must again request the
assistance of the American Basketball Association in
providing information relevant to assessing the effect of
Public Law 93-107 on professional basketball's 1975-76
season

.

Specifically, we would request that the following data be
provided for the American Basketball Association's 1975-76
season

:

(1) The total number of games played during the
1975-76 season (breakdown by regular season,
play-off and all-star)

;

(2) The number of games in the 1975-76 season
which were scheduled for telecast pursuant to
"league television contract" as defined by
P.L. 93-107 and the number of games which in
fact were so telecast (breakdown by regular
season, play-off and all-star; please also
indicate home and visiting team and date for
each game, and name of party with which the
league contracted for telecast) . If any
games scheduled for telecast pursuant to league
contract were not in fact televised, plea-se
indicate the reasons therefor.
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(3) Of the games specified in (2) above, please
indicate the games for which a local blackout
was lifted by operation of P.L. 93-107
(i.e., games for which tickets of admission
for seats available for purchase 120 hours
before game time were sold out 72 hours or
more in advance of game time) . Please
indicate any other games for which a local
blackout was lifted for other reasons.

(4) For each league team, please indicate the
seating capacity figure for its home arena.
If the arena capacity figure differs from
the base number of tickets of admission
employed in determining seating ticket
availabilities 120 hours pre-game time for
purposes of P.L. 93-107, please also provide
the latter figure. If any of the games specifi
in (2) above were played at other than a
league team's home arena, please provide
similar information for that arena.

(5) Please indicate the means used by the respec-
tive teams to inform the public of the number
of tickets available during the 120 to 72
hour pre-game period.

Please feel free to provide any other information that
you believe to be relevant regarding the effect of Public
Law 93-107.

Since the Commission's report to Congress on the impact
and effect of Public Law 93-107 is due on May 15, 1976,
we would appreciate receiving this information from you
by April 15-, 1976. We realize that the American Basketball
Association's full season of play may not be completed
by this time, but hope that you will permit as much of the
necessary available data as possible to be transmitted to
the Commission in time for analysis and inclusion in this
report.

Should you have any questions concerning this request,
please contact Mr. Robert T. Blau of the Commission's
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Office of Plans and Policy (202) 632-6312. Your con-
tinued cooperation and assistance on behalf of the American
Basketball Association will be greatly appreciated.

Sincerely yours,

Richard E. Wiley
Chairman
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WASHING! ON. D C. 20554

March 3, 1976

Philip R. Hochberg, Esq. .
.

O'Connor and Hannan
1747 Pennsylvania Avenue, N.W.
Washington, D.C. 20006 '

Dear Mr. Hochberg:

The Commission is currently preparing its third annual report
to Congress on the effect of Public Law 93-107 concerning
the local television blackout of certain professional sports
events. As part of this continuing study required by Section
331(d) of the Communications Act of 1934, as amended,
we must again request your assistance, as counsel for the
National Hockey League, in providing information relevant to
assessing the effect of FubJ.ic Law 93-107 on professional
hockey's 1975-76 season.

Specifically, we would request that the following data be
provided for the National Hockey League's 1975-76 season:

(1) The total number of games to be played during
the 1975-76 season with breakdowns in regular
season, play-off and all-star categories:

(2) The schedule of the 1975-76 National Hockey
League games to be telecast pursuant to any
league contracts;

(3) To what extent the NHL plans to apply its
policy of not imposing local blackouts with
respect to any of the games to be televised
during the 1975-76 season";

(4) The games for which a local blackout would
have been lifted during the 1974-75 season by
operation of Public Law 93-107 had the NHL
not applied the policy described in subparagraph
3 above

;
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(5) The seating capacities for all NHL arenas;

(6) The extent .that the seating capacity figures,
sought in subparagraph 5 above, exceed the
number of tickets available 120 hours before
game time (for purpos'es of Public Law 93-107);

(71 The means by which the respective teams inform
the public of the number of tickets available
during the 120 to 72 hour pre-game period;

(8) The number of "no shows" at each NHL regular
season game;

(9) The gross concession revenues for each NHL
regular season game; and

(10) All gross receipts for NHL regular season games
that cannot be classed as either gate receipts
or concession revenues, e.g. gross parking
receipts.

Please feel free to provide any other information that you
-believe to be relevant regarding the effect of Public Law
93-107.

Since the Coiunission ' s report to Congress on the impact and
effect of Public Law 9 3-107 is due on y^y 15 , 1976 , we v;ould
appreciate receiving this information from you by April 1,
19 76. We realize that the National Hockey League's full
season of play may not be completed by this time, but hope
that you will permit as much of the necessary available data
as possible to be transmitted to the Commission in time for
analysis and inclusion in this report.

Should you have any questions concerning this request, please
contact Mr. Robert T. Blau of the Commission's Office of
Plans and Policy (202) 632-6312. Your continued cooperation
and assistance on behalf of the National Hockey League
will be greatly appreciated.

Sincerely yours,

Richard E. Wiley /y
Chairman
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The Honorable Richard E. Wiley
Chairman, Federal Communications

Commission
1919 M Street, N.W.
Washington, D.C. 20554

Dear Mr. Chairman:

(l9i»-l»TO)

f
. c c

Thank you for your letter of February 24, 1975. The
National Hockey League desires to cooperate with the Commission
in the Commission's fulfillment of its statutory obligation.

One point not made by your letter is the expiration
of Public Law 93-107 on December 31, 1975. The National
Hockey League, unlike the National Football League, made
no specific promise to members of Congress concerning the
lifting of blackouts (after December 31) as if the statute
remained in effect; nevertheless, the NHL acted in accord
with the stated Congressional intent and blackouts were
lifted on games televised pursuant to a league-negotiated
contract as-if the statute was in effect.

Additionally, please note that the NHL did not
have a contract with a national network this season. In-
stead selected games have been televised on an ad hoc net-
work basis, packaged by the League itself. This will be

RECEIVED

APR 1 1975

RICHARD E. WILEY
CHAlRiAAN
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true of the upcoming Stanley Cup playoffs. Such telecasts
however would still come under the scope of legislation such
as Public Law 93-107.

Answers to Specific Inquiries

(1) During the 1975-76 season, each member team of the
National Hockey League is scheduled to play 80 games, a total
of 1440 regular season games; the 1440 games will obviously
be 720 separate contests (since each game requires two teams).
Of these 720 regular season contests, 600 were scheduled to
be played in the United States and, of these, 278 were
scheduled to take place before the expiration of Public Law
93-107.

At this time, it is impossible to determine the num-
ber of games or their sites for post-season playoffs.

The annual All-Star Game of the National Hockey
League was played this season in Philadelphia on January 20,

In a new series, a total of eight games were played
between member teams of the National Hockey League and two
teams from the USSR. The schedule was as follows:

1976 .

January 4

January 7

January 8

January 10
January 11

December 28
December 29
December 31

Soviet Central Army at New York Rangers
Moscow Wings at Pittsburgh Penguins
Soviet Central Army at Montreal Canadians
Moscow V7ings at Buffalo Sabres
Moscow Wings at Chicago Black Hawks
Soviet Central Army at Boston Bruins
Moscow VUngs at New York Islanders
Soviet Central Army at Philadelphia Flyers
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(2) The All-star Game on January 20 and the December 28,
January 4, January 8, and January 11 games of the USSR series
were televised pursuant to a League contract. (In addition,
the January 10 game was commercially televised on a three-
hour delayed basis by a Philadelphia station.)

Moreover, some of the upcoming Stanley Cup playoff
games will be televised pursuant to a League contract. At
the moment, these telecasting plans are not firm.

(3) The National Hockey League has not adopted any change
in its blackout policy, except to note that Public Law S3-107
was applicable for part of this season. As has been stated in
the past, in recent seasons, the National Hockey League has
lifted the home market blackout in the majority of its network
telecasts. In this regard, sec tcstirr.cny of Don V. Ruck, Vice
President, National Hockey League, on July 31, 1973, Hearings
Before the Subcommittee on Communications and Power of the
Committee on Interstate and Foreign Commerce, United States
House of Representatives, 93d Cong., 1st Sess., Ser. No. 93-40
(1973). And as stated in my letter to you of December 11,
1974 ,

While the operation of Public Law
93-107 [is] . . . not responsible for
the lifting per se , it . . . preclude[s]
any change in the NHL's policy (without
regard as to whether any chance [is]
. . . contemplated )

.

Notwithstanding the expiration of Public Law 93-107,
on those games taking place during the Russian series (im-
mediately after the law's expiration), the NHL continued to
operate as if Public Law 93-i07 still was in effect.
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The Honorable Richard E. Wiley
Federal Communications Commission
Page Four
March 31, 1976

No firm decision has been reached regarding policies
to be in effect during the Stanley Cup playoffs.

(4) Given the aforementioned general policy, the National
Hockey League made no attempt during the 1974-75 season to
determine specifically which games would have been specifically
covered by the terms of Public Law 93-107.

(5) The following are the seating capacities for National
Hockey League teams in the United States

:

Atlanta Flames 15 ,043 Los Angeles Kings 16 ,005
Boston Bruins 15 ,003 Minnesota North Stars 15,184
Buffalo Sabres 15 ,858 New York Islanders 14,865
California Golden Seals 12 ,500 New York Rangers 17,500
Chicago Black Hawks 18 ,000 Philadelphia Flyers 17,077
Detroit Red Wings 16 ,200 Pittsburgh Penguins 13,402
Kansas City Scouts 16 ,500 St. Louis Blues 18,008

Washington Capitals 18,130

(6) The above seating capacity figures do not exceed the
number of tickets available 120 hours before game time.

(7) The National Hockey League and the member clubs use the
normal communications media to inform the public of all ticket
sales

.

(8) No record has been kept of the number of "no-shows"
at NHL regular season games.
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The Honorable Richard E. Wiley
Federal Communications Commission
Page Five
March 31, 1976

(9) In these two items, the Commission has sought revenue
figures for gross concessions revenues and other gross receipts
The National Hockey League again finds that it cannot provide
this information. The reasons continue to be those indicated
in my letter to you of April 1, 1975.

The National Hockey League continually has attempted
to be cooperative on this issue. I trust you will find the
foregoing to be satisfactory explanation of our position in
this matter.

With kindest personal regards, I am,

Sincerely

,

Philip R. Hochberg /
PRH/ml

r
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FEDERAL COMMUNICATIONS COMMISSION
WASHINGTON. D C. 20554

March 5, 1976

.r mtrtm to:

Mr. Dennis A. Murphy
President, World Hockey Association
P.O. Box 2920
Newport Beach, California 92663

The Commission is currently preparing its third annual
report to Congress on the effect of Public Law 93-107
concerning the local television blackout of certain professional
sports events. As part of this continuing study required
by Section 331(d) of the ConuViUnications Act of 1934 , as
amended, we must again request your assistance, in providing
information relevant to assessing the effect of Public Law
93-107 on professional hockey's 1975-76 season.

Specifically, we would request that the following data be
provided for the World Hockey Association's 1975-76 season:

(1) The total number of games to be played during
the 1975-76 season (breakdown by pre-, regular,
post^sedson, all-star, etc.);

(2) The number of games in the 1975-76 season which
are scheduled for telecast pursuant to "league
television contract" as defined by P.L. 93-107
and the number of games which are in fact so

.telecast (breakdown by. pre-, regular, post-
* season, all-star, etc.; please also indicate

home and visiting team and date for each game,
•end name of party with which WHA contracted
for telecast) . If any games scheduled for
telecast pursuant to league contract are not
in fact televised, please indicate the reasons
therefor;

(3) Of the games specified in (2) above, please
indicate the games for which a local blackout
is lifted by operation of P.L. 93-107 (i.e.,
games for which tickets of admission for
seats available for purchase 120 hours before
game time are sold out 72 hours or more in
advance of game time) . Please indicate any other
games for which a local blackout was lifted
for other reasons;
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Dennis A. Murphy

(4) For each WHA team, please indicate the seating
capacity figure for its home arena. If thet
arena capacity figure differs from the base
number of tickets of admission employed in
determining seating ticket availabilities 120
hours pre-game time for purposes of P.L. 93-107,
please also provide the latter figure. If any
of the games specified in (2) above are played
at other than a \<niA teain'=; home arena, please
provide similar information for that arena.

(5) Please indicate the means used by the respective
teams to inform the public of the number of
tickets available during the 120 to 72 hour
pre-game period.

Please feel free to provide any other information that you
believe to be relevant regarding the effect of Public Law
93-107.

Since the Commission's report to Congress on the impact and
effect of Public Law 93-107 is due on May 15, 1976, we would
appreciate receiving, this information from you by April 1, 1976.'
We realize that the World Hockey Association's full season of
play may not be completed by this time, but hope that you will
permit as much of the necessary available data as possible to
be transmitted to the Commission in time for analysis and
inclusion in this report.

Should you have any questions concerning this request, please
contact Mr. Robert T. Blau of the Commission's Office of Plans
and Policy (202) 632-6312. Your continued cooperation and
assistance on behalf of the World Hockey Association will be
greatly appreciated.

•Sincerely yours.

Richard E. Wiley
Chairman

72-769 O - 76 - 25
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WORLD
HOCKEY
ASSOCIATION

March 18, 1976

Mr. Richard E. Wiley
Chairman
Federal Communications Commission
Washington, D.C. 20554
U.S.A.

Dear Mr. Wiley:

This will acknowledge receipt of your letter dated March 5, 1976
addressed to Mr. Dennis A. Murphy. Mr. Murphy is no longer with
the World Hockey Association (WHA) . In the future it would be
appreciated if you addressed all correspondence to our league
office at the following address:

415 Yonge Street
Suite 1611
Toronto, Ontario
MSB 2E7

Phone: 416/366-4281

1. Mr. Ben Hatskin
Chairman of the Board
Chief Executive Officer

2. Mr. Norman Poile
Executive Vice-President
Hockey Operations

3. Mr. Leo Ornest
Vice-President
Director of Communications.

The answers to the questions outlined in your letter are:

Attention of

:

2

WORLD HOCKEY ASSOCIATION / SUITE 1611 / 415 YONGE STREET. TORONTO. ONTARIO MSB 2£7 I (416) 265-4231 I TELEX CG 22S9S
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Mr. Richard E. Wiley
Page 2

March 18 , 1976

(1) Pre-season games: U.S.A. - 17
Canada - 8

Regular season games U.S.A. - 532
Canada - 2 02

Post season games U.S.A.
Canada

Minimum 20, maximum 3 3

Minimum 14, maximum 25

All-star game: 1 — January 13, 1976 at
Cleveland, Ohio

(2) No pre-season telecasts,
television arrangements.

Each team makes its own local
Some of the clubs do not televise

any games. No national or regional telecast of any league
games, 1975-76 season. All-Star game January 13, 1976 at
Cleveland, Ohio, telecast in U.S.A. on Public Broadcasting
System (PBS) network (one hour delay) and in Canada live on
Global network; five station French network; and on
independent stations in Winnipeg, Manitoba; Calgary, Alberta
and Edmonton, Alberta. WRA contracted with networks and
stations for the All-Star telecast.

Television plans for the playoffs have not been finalized,

(3) The All-star game in Cleveland was not sold out, but the
WHA gave permission to PBS for its station in Cleveland -
WVIZ-TV, Channel 25 — to telecast the game.

(4) TEAM ARENA

Cincinnati
Cleveland
Denver
Houston
Indianapolis
Minnesota
New England
Thoenix
San Diego

Riverfront Coliseum
The Coliseum
Mc Nichols Sport Arena
The Summit
Market Square Arena
St. Paul Civic Center
Hartford Civic Center
Memorial Coliseum
Sports Arena

SEATS

15,820
18 ,661
16,800
14 ,906
15,872
15,705
10,507
12,600
13,039

. . . 3

HOCKEY ASSOCIATION / SUITE I6H I 415 YONGE STREET, TORONTO. ONTARIO MSB 2E7 I (416) 356-<23/ / TELEX 06-22695
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Mr. Richard E. Wiley
Page 2

March 18, 1987

(5) The respective teams use all forms of media -- newspaper,
television, radio, and their own ticket agencies -- to
notify the public.

If we can be of any further assistance, please contact us.

Sincerely yours,

Leo Ornest
Vice-President
Director of Communications

cc : B. Hatskin
B. Poile

WORLD HOCKEY ASSOCIATION I SUITE 1611 I 415 YONCE STREET. TORONTO. ONTARIO M^8 2E7 / [416} 36&-i231 / TELEX 06-22€95
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WORLD
HOCKEY
ASSOCIATION

March 19, 1976

Mr. Richard E. Wiley
Chairman
Federal Communications Commission
Washington, D.C. 20554
U.S.A.

Dear Mr. Wiley:

There is one correction to be made in my letter to you
dated March 18, 197 6.

Item (1) should read:

Regular season games: U.S. A - 330
Canada- 202

Total

:

532

Sincerely yours.

Leo Ornest
Vice-President
Director of Communications
/hw

cc : 3. Hatskin
B. Poile

ORLD HCCKEY ASSOCIATION / SUITE 1611 / 415 YONGE STREET. TORONTO. ONTARIO MSB 2E7 / (416) 366-4281 I TELEX 06-22695
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APPENDIX E

LETTERS FROM CONCESSIONAIRES

IN RESPONSE TO

FCC INQUIRIES
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SPORTSERVICE CORPORATION
703 MAIN STREET, at Tupptu

BUFFALO. NEW YORK 14203

April 27, 1976

Mr. Richard E. Wiley, Chairman
Federal Conmunications Conunission
VJashington, D. C. 20554

Re: Baltimore Colts

Dear Mr. Wiley:

This is in response to your letter of April 14, 1976
requesting information as to the concession revenues we received
at the home games played by the Baltimore Colts for the 1973 -

1975 seasons.

The average game figures for total concession revenues during
each of the above seasons are as follows:

1973 - $36,952.14
1974 - 32,191.98
1975 - 47,642.02

The average sales per person figure for each of the above
seasons are:

1973 - 79.5 cents
1974 -107.4 cents
1975 -120.4 cents

The football club is not paid a percentage of revenues
directly by us. Under our Contract v/e pay 33% of gross revenues
to the Baltimore Orioles, and the Orioles pay a percentage to
the City of Baltimore for its lease of the Stadium. V7e under-
stand that the City in turn pays a percentage of the receipts

MAY 3 ,975
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Mr. Richard E. Wiley April 27, 1976
Page 2

it receives from football games to the Baltimore Colts.

We trust that the above information will be of assistance
to you for the purpose stated in your letter.

Very truly yours,

MARYLAND SPORTSERVICE^ INC.

Nelson H: Kraus
Law Department

NHK: jb
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SPORTSERVICE CORPORATION
703 MAIN STREET, at Tuppsr

BUFFALO, NEW YORK 14203

April 27, 1976

Mr. Richard E. Wiley, Chairman
Federal Communications Commission
Washington, D. C. 20554

Re : Cincinnati Bengals

Dear Mr. Wiley:

This is in response to your letter of April 14, 1976
requesting information as to the concessions revenues we received
at the heme ganes played by the Cincinnati Bengals for the 1973-
1975 seasons.

The average game figures for total concession revenues
during each of the above seasons are as follows

:

1973 - $58,677.00
1974 - 58,095.00
1975 - 62,012.00

The average sales per person figure for each of the above
seasons are:

1973 - 107.8 cents
1974 - 120.9 cents
1975 - 121.6 cents

The football club is not paid a percentage of revenues directly
by us. Under our Contract we pay approximately 33% of gross
revenues to the Cincinnati Reds. It is our understanding that
the Reds pay a percentage to the City of Cincinnati for its lease

MAY 3 1976

RICHARD E. WJLEY
CHAIRMAN

72-769 O - 76 - 26
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Mr. Richard E. Wiley
Re: Cincinnati Bengals
April 21, 1976

of the Stadium, and the City in turn probably pays a percentage
of the receipts it receives from football games to the Cincinnati
Bengals.

We trust that the above information will be of assistance
to you for the purpose stated in your letter.

Very truly yours

,

CINCINNATI SPORTSERVICE, INC.

' Nel son H ;
' Krau''s

Law Department
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CLEVELAND STADIUM corp.
^^^^ CLEVELAND STADIUM • CLEVELAND. OHIO 44U4

Phone: 781-5600

May 6, 1976

Mr. Richard £, Wiley
Chairman
Federal Communications Commission
Washington. D. C. 20554

Dear Chairman Wiley:

Enclosed is a summary of concession data you requested for the Cleveland

Browns football seasons 1973 through 1975.

1973 1974 1975

Season Season Season

Average Concession revenues

per game $58,700 $53,800 $45,000

Average revenues per person
. per game .89 .Sff 1.23

Percentage shared with Browns 11 1/4% 20% 20%

Average price change from

prior season 10%

Should you have any further que

MGP/jms

tions about this survey, please call me.

Sincerely,

CLEVELAND STADIUM CORP.

Michael G. Poplar

Controller

HOME OF CLEVELAND INDIANS AND CLEVELAND BROWNS
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CEBE CORPORATION
2401 Airport Freewjy • Irving, Texas 75062 • (214) 438-7676

May 6, 1976

Mr . Ri ch a rd E . Wi 1 ey
Ch ai rman KiCi
Federal Communications Commission *'^C'"
Washington, D. C. 20554

Dear Mr. Wi ley

:

The above corporation is a sister company of Texas Stadium
Corporation; and is responsible for concession operations
at Texas Stadium, Irving, Texas, where the Dallas Cowboys
pi ay f ootbal 1 .

In answer to your letter of April 14 requesting information
under four categories for the three previous football
seasons, may I please submit the following information:

1973 1974 1975

includes 1- $57,028^' $49,909 $56,267 ^fter 5%

2. 97. 5e 97.9^ $1.08

3. Food, Beverage, & Popcorn 16 2/3% A^ppaap i co/

Novelty 12 1/2%
^^^"^^96 i i^

4. Concession prices have changed
between 10 and 20% depending on
the items from 1973 through 1975.

I think a relevant and objective observation is that the
"anti-blackout Jaw" by having an effect on the size of the
crowd obviously detrimentally affects the over-all concession
sales with all the attending results as they affect employment
fair profitability, etc.

I hope these answers will be of assistance to you in your
analysis. If there is any further information which you
might need, please do not hesitate to ask.

I remain yours

le I B . De vi ne
Executive Vice-President
CEBE Corporation
Texas Stadium Corporation

Food Services • Managemerjt Conjultints • Stadiums - Theatres - Recreational Facilities
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VOLUME SERVICE DIVISION
Il\JTE ST3TE
UNITED

May 10, 1976

Mr. Richard E. Wiley
Chairman
Federal Communications Commission
Washington, D. C. 2055'+

Dear Mr. Wiley,

Enclosed are the figures, for the concession operations

at Arrowhead Stadium. Regarding the Kansas City Chiefs for

the 1973, 1971+ and 1975 seasons.

Sincerely,

William Z. Lemons,
District General Manager
Volume Service, Inc. Division
Interstate United Corp.

HZL;bd
enclosures

RECREATION SERVICES
HARHY S. TRUMAN SPORTS COMPLEX / 1 REOCOAT DRIVE / KANSAS CITY. MISSOURI 64129 / TELEPHONE (816) 921-4700
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1) Average game figures for total concession revenue during:

(gross sales)

1973 197U 1975

$ 53,917.90 $ 51,271.00 $ 58, 971.00

2) Per Capata sales for:

1973 1974 1975

.98 1.00 1.14

3) % of revenue shared vn.th the football club during:

1973 197U 1975

42 % 42 % 42 %

U) Concession prices changes:
ly73 orice increase 197li increase 1 07 c

HOT DOGS .50 .05 .55 c c
. D J

HAMBURGER .85 .05 .90 . y u

POPCORN .30 .30 .05 . 35

CANDY .15 .05 .20

MALTS .45 .05 .50 . 50

PEANUTS .25 .05 .30 .30

REG. COKE .25 .10 .35 .35

LG. COKE .40 .10 .50 .50

REG BEER .50 .10 .50 .50

LG. BEER .75 .10 .85 .85

BOTTLE BEER .50 .05 .55 .55

PIT. BEER 1.50 .15 1.75 1 .75

CIGARETTES .50 .05 .55 .55
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COI.ISCUM COMMKSION

»»»..TA»T a>N.e<> COMUNO (OCLMAN

LOS ANGELES MEMORIAL COLISEUM COMMISSION
COllStUM. J»ll JO. HCuetOA $T. • 7i;-71ll - SfOlIS AIIN*. 39J9 S. flCUEJOA ST. • 7*«.«1JI

lOi ANCCLfS. CAlirOlNIA 70017

April 27, 1976

City of UOS ANGELES

aikURT w LINOSAr
CAKt. M MCIAIN
MAO m. 'jm.

jOMH rtnaAKo
jiu. «wirT

Mr. Richard E. Wiley, Chairman
Federal Communications Commission
Washington, D.C. 20554

Gentlemen:

In reply to your letter of April 14, 1976 re: the Los Angeles Rams
we submit the following information.

1. Total Concession
Revenues

Regular Game
Average

Play-off
Game

1975 Season
1974 Season
1973 Season

$94,442.00
$88,574.00
$80,572.00

$122,210.00
$104,959.00
$ -o-

2. Concession Sales
per Person

1975 $1,494
1974 $1,338
1973 $1,178

$1,505
$1,314
$ -0-

3. Coliseum received 33.3% of gross concession revenue of
which 50% of 33.3% was shared with the L.A. Rams.

*4. See attached list for concession price changes between 1975
and 1974 and 1973.

The "Sports Anti-Blackout Law" will have an adverse impact on our
revenues. Our revenue is based on a percentage of gross ticket
sales and a percentage of concession revenue. Any reduction of
attendance at games due to local live TV will result in lower revenue
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Mr. Richard E. Wiley -2- April 27, 1976

to the Coliseum. Although we are a public entity owned jointly by
the State, County and City, we operate without any subsidy from
governmental bodies or taxpayers. We have no authority to tax and
our revenues come exclusively from the sports fan attending the game

We have had only one regular season game sold out prior to 72 hours
and that was the Rams - Pit tsburgh game in December 1975 . The follow-
ing breakdown on attendance is significant.

Seat Prices Tickets Sold Actual Attendance No Shows

Our concession revenue was down 23.81 for this game due to the "no
shows." Sales taxes paid to the State by the concessionaire were
also down by 23.8%.

From this one experience it is clear to us that the "Sports Anti-
Blackout Law" could have a devastating effect on our ability to func
tion free from local governmental support or subsidy as we currently
are doing.

Thank you for letting us express our views on this subject.

$10
$ 8

$ 6

$ 4

i 2

34,573
23,637
15,773
3,555

13,500
91,038

28 ,604
19,776
13,520
2,977
4,712

69 , 389
8,788

21,649

5,969
5,861
2,453

578

JV' R. White, J(/:

Chief Accountant

JRWJ : kp

Enclosure
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LOS ANGELES MEMORIAL COLISEmi COMMISSION
CONCESSION PRICES FOR FOOTBALL GA.MES

1975 1974 5 1973 Increas

no u JJO g 5 ,65 .60 , \j J

LO tree

.65 .60 . 05

C iga.r s . 20 . 20

Pepsi- large . AO

Pepsi-regula.r TC U 3

Coke .35 .30 .05

Beer .80 .65 .15

Peanuts-plain .25 .25

Peanuts-salted .25 .25

Malts .45 .40 .05

Popcorn .30 .30

Hershey- almond .25 .25
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3DOLPH3nS[:^
MIAMI OOU>HINS. LTD

330 eiSCAYNE BOULEVARD
MIAMI. FLORIDA U132

(305)37»-1851

JOSEPH ROBBIE
Managing Canaral Pannar

May 10, 1976

Mr. Richard E. Wiley
Chairman
Federal Communications Commission
Washington, D. C. 20554

Dear Mr. Wiley:

We will submit the report requested in your letter of
April 14th on or before May 15, 1976.

The information will be prepared by our Chief Accountant,
James H. Steeg, and you or Robert Blau or any member of

your staff may contact him for aiiy information you requir
Mr. Steeg will be pleased to give you full cooperation.

Sincerely, >^

Joseph Robbie
Managing Partner

JR:pb

1972 - 1973 WORLD CHAMPIONS
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MIAMI DOLPHINS LTD
330 61SCAYNE eOLIUEVARD

MIAMI. FLOniOA 13132

(30S) 379-1 »$1

May 18, 1976

Mr. Richard E. Wiley
Chairman
Federal Communications Commission
Washington, D. C. 20554

Dear Mr. Wiley:

In response to your letter of April 14th In which you ask the Miami Dolphins to analyze
the Impact of the local Television Blackout Law on concessions at the Orange Bowl for

1973 through 1975 season the following answers are:

1. The average figure on total concession revenues for Dolphin games la:

1973 - $61,660; 1974 - $59,046; 1975 - $60,412.

2. The average sales per person figure is: 1973 - 92.6c; 1974 - 96.4c; 1975 - 124.6c.

3. You •l:equ=3t^d us to indicate the perceaCas* revenues sliures with us Cor 1973,
1974 and 1975. It is impossible to allocate revenues to reflect just Dolphin games.

The Miami Dolphins own lOOX of the concessions at the Orange Bowl. Distributions
from concession revenues reflect all Orange Bowl activities and are a percentage
revenue above the cost incurred in the operation of the concessions by Restaurant
Associates who are our managers. This revenue does not reflect the profit since it

is to cover direct costs of the Miami Dolphins in running the Orange Bowl Concessions

The percentage of gross revenues that we received in relation to total revenues for

the seasons is as follows: 1973 - .3Z; 1974 - 10.12; 1975 - 5.62.

4. Prices of the various concession goods have individually changed over this period
of time. Among the items included under the label "concession goods" are food,

beverage, cigarettes, novelties and restbacks. The selling price of each item in

each category has changed over this period. Generally it could be said that prices
Increased in the following manner: aprox. 52 in 1973; approx. 52 in 1974; approx.
202 in 1975.

We can provide you with a more detailed analysis of Individual Item price increases if

you wish.

I hope that this information assists you in your study. If you should have any questions
please contact me at 305-379-1851.

Sincerely,

James H. Steeg
Chief Accountant

JHS:pb

1972 WORLD CHAMPIONS
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VOLUME SERVICE DIVISION irjTERsraTE
UNITED

May 11, 1976.

Mr. Richard E. Wilay, Qiairman
Ftdaral Coaimunications Coaunlssion
Washington, D.C. 2055A

Dear Mr. Wiley,

In response to your letter of April 1^, 1976 concerning the
"Sports Anti-Blackout Law", the information you asked for is
as follov/s:

1. average game figure for total concession revenues

1973 - 58,057.15
1974 - 62,5^1.67
1975 - 67,566.05

2. average sales per person

1973 - 1.17
1974 - 1.32
1975 - 1.39

3. % of revenue shared with football club does not apply.

4. The increases in gross and per capita figures were
primarily the result of price increases in every item.

The no show problem at televised games actually hurts the
concessionaires and the Cities and Counties who own the Stadium
rather than the teams who have already sold all tickets. For
example, one game we had approximately 13,000 no shov/s. This
means nearly S6700 lost income to the Stadium and $18,000 to us.

I hope that this information will help in your preparation of
the report to Congress.

Sincerely,
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Concessionaire • Restaurateur

publisher

^ain C§fficre

521 ^iftl] ^benue
^tbo Hork.^. 10017

iCtlrphonr. Arra Codt 212 661-0400

"FscncsnsTTO GOASr

April 28, 1976

Mr. Richard E. Wiley
Chairman
Federal Communications Coimission
Washington, D.C. 20554

Re: San Francisco 49ers
New York Jets
New York Giants

Dear Mr. Wiley:

In reply to your letters of April 14, 1976, we submit the follow-
ing information:

1973 1974 1975

(1) Average game total concession
revenues:

49ers
Jets
Giants - played in Shea

only in 1975

$ 99,823
60,309

$87,305
61,803

$ 82,197
71,032

78,596

•) lS75

RiC!-;.:,. ;D 7.. V. LIiY
CHAi.-MV:.^H
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1973 1974 1975

Average sales per person:

49ers $ 1.85 $ 1.75 $ 1.91

Jets 1.17 1.25 1.38
Giants - 1975 only 1.53

% & amount of revenue shared
with Football Club:

49ers share souvenirs & 54.98% 58.89% 54.66%
programs only 93,219 82,306 69,195

Jets share programs & 46.98% 42.88% ' 32.79%
yearbooks only 24,936 23,529 17,911

Giants share - 11.12%
programs only 7,148

Changes in concession prices:

49ers -

Beer - bottle sot est lot
Soda 12 oz.30(t 12 O2.30(t 10 02. 30^
Snackateria $ 2.50 $ 2.75 $ 2.75

Franks - large 85<t 9Q(t 90^
Franks - small SOi sst 55^
Popcorn 2S<t sot 50*
Peanuts 2H 2St 30*
Sandwiches 60(t lot 70*
Roastbeef & Cornbeef sst 9St 95*
Hamburger est ist 75*
Scorecard 3St m 50*

Jets -

Peanuts 25* 30* 30*
Cigarettes 70* 70* 75*
Ice Cream 30* 35* 35*
Beer - small 65* 65* 70*
Beer - large 85* 85* 90*
Soda 30* 35* 35*
Franks 45* 50* 55*
Coffee 20* 20* 25*

Very truly yours,

Pat Carpanzano
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0»flCi»t

O. O. M<C/ockt«

fiacw'tV* Vic» fftidmn

Jokn t. TarlOf. If.

REDEVELOPftUNT

CORPORATlOii
300 STADIUM KAZA / IT. lOUIS, MO. M\<n

nUPHONI 141-4180 (Arto Cod* 314)

May 7. 1976

Mr. Richard E, Wiley, Chairman
Federal Communications Commission
Washington. D.C. 20554

Dear Mr. Wiley:

This is in reply to your letter of April 14, 1976 regarding the

Sports Anti-Blackout Law in which you requested information

on concessions revenues. Answers to your questions are as

follows

:

1973 1974 1975

Total Attendance 413. 511 400, 232

Concession Sales:

Average per game $ 55, 390 $ 56.151 $ 61,780
Average per person $ 1.21 $ 1.26 $ 1.39

The St. Louis Football Car(^nals do not share in the con-
cession revenues.

Although there have been some slight increases in conces-
sion prices to off-set inflationary costs, tliey have not been
significant.

Civic Center Redevelopment Corporation has vigorously opposed
the lifting of the TV blackout of home games. The position of

private owners and operators of stadia, which is our case.

J.
tOAtP Of DIPtCTOaS; Charltl I. Oougharty. Che^iman • Zar, E toinci Doxold N. ttondin • J. C. >ull»

Oicor A. ChrhordI * SlonUy i. CoodmoA * Edwin S. Jonal ffd I. Kwhlmonn • Dofiold E. Laiol»r ' O. O.

I. Hal 0*011

ck<n • Cl<a>l<i H. iommtt
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Mr. Ricliard E. Wiley

FCC -2- May 7, 1976

seems to have been completely forgotten in that the Anti-

Blackout Law has had a deleteriously effect on the financial

health of the stadiums. The financial support of our stadium
comes primarily from concession and parking revenues. At
best it operates at a deficit as do stadiums in most communities
and any decrease in revenues, from whatever cause, is critical

from the standpoint of income necessary to support the stadium.

Attached hereto is data previously furnished in opposing the

legislation lifting the blackouts.

Sincerely,

(,

/Johrv E. Tayl;^, Jr

Vice President and

Treasurer

Enclosure
cc: Jim Cash, St. Louis Football Cardinals
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March 1. 1973

Mr. William V. Bidwill

President
St. Lcuis Football Cardinals Company
200 Stadium Plaza
St. Lottis, Missouri 63102

Dear Mr. Bidwill:

'Yoa have inquired as to the probable financial impact on
our stadium operations that would ensue from the lifting

of the so-called television blackout of football Cardinals

home games.

As you know, this Corporation lo responsible for the op-
eration and maintenance of Busch Memorial Stadium, and
the financial support of the stadium comes in great measure
from our concession and parlung receipts. For the calendar

year 1972, the net cash flow stadium operating deficit was
$409,491. Fortunately this stadium deficit was moro than

made up by our income from other properties.

Some measure of the impact can be determined from our
experience for the December 10 and December 17, 1972
Cardinal Football home games. There were approximately
11,400 less attendance than tickets sold for the December
10 game, and this figure was approxin-^ately 9, 000 for the

December 17 game because of inclement weather. The
parking and conceoolon revenue derived from these two
games can bo compared with two similar games in October
as follows:

72-769 O - 76 - 27
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Mr. William V. Bidwlll -2- March 1, 1973

Copceaoion and Parking Revenue

Date Amount

10/1/72 $24,430
10/29/72 23.866
12/10/72 13,756
12/17/72 13,558

It will be Been from the above that any fubstantial decreaao
In attendance for whatever cauee is critical from the stand-

point of income ncceesary to oupport the stadium physical

plant. Since the stadium io already a deficit operation, we
believe the reduced attendance that would unquestionably

result from the televising of the Football Cardinals home
games would be dl£aotrGus.

Sincerely yours.

O. O. McCracken
President
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wA'iiimTCN office.

JO/C<-«r<nN Ouii iiiNO

CIIAHLt'.'. O. HOUGHT&N

Congrcs:j^ of tlje cLIm'teb ^tate^

5;ousc of iUpreSentntibes

Jilasfjiiigton, D.C. 20515

Aup.ii-st 15, 10 7.1

!r. J'lmtj y, Ilickok

unainrian of tiic »oard

Li vie Cor.tcr Redevelopment Con).

300 Stadiun Pla:.i

St. Lcuis. .'.tissouri 63102

Ucar Mr/!

Tl^ank/you for your letter of July 30. 1 have been studying the two

prop/'^ed House bills, H.ii. y-;2G and II. R. 'Jj33, and the proposed Sen-

ate bill, S. 1S41, wliich woulil permit home rames to be broadcasted
locally if they are sold out 48 hours prior to the scheduled start-
ina time.

H.R. 9-120 and .H.R. 0553 were referred to the Interstate and ForciTn
Co.'nmerce Committee. The first day of subconjiiittec h^arinp.s, held in

the CoTjTiiinications and Power subcommittee, was on July ?1 . As Con-
gress is now in recess, thcrewill be no furtfier action until after
September 5.

S. 1341 was referred to the Commerce Committee, which reported it to
the Senate on July 26. In its report, the (iommerce Committee took
into consideration the possibility of an increase in the number of
"no shows". They concluded that... "this argument is hi{;hly specula-
tive" and that "t!ie one year experience under this legislation should
answer the question in a definitive and factual manner".

Ilcwcvcr, T am sor.iewhat skeptical of the committee's findings and ap-
preciate having your comments on hand when this Icjjislation comes
before the House,

Enclosed are copies of the two House bills and the Senate com.mittec
renort

.

Kith best regards,

Sincerely,

James K .^^miri'p.ton

JWS: Ic

enclosures



408

July 30, 1973

Hon. Stuart Symington
United States Senate

Washington, D. C. 20510

Dear Stu;

I am writing you as Chairman of the Board of Civic Center
Redevelopment Corporation which owns and operates Civic

Cecter Busch Memorial Stadium in St. Louis. As you know,
our primary tenants are the Cardinalc football and baseball

teainfl.

We have been advised that the Senate Commerce Committee
haa voted approval of a bill that would lift home area black-

outs on professional football games and perhaps other events

where such gam.es are sold out 43 hours in advance, A
similar bill is under consideration by the House Subcom-
mittee on Communications.

The financial support of our stadium comes primarily from
our concession and parking receipts and is tlaereby directly

related to attendance. For the calendar year 1972, the net

cash flow operating deficit was slightly in excess of $400, 000.

Therefore, any significant decrease in attendance from what-
ever cause is critical from the standpoint of income neces-
sary to support the stadium physical plant.

Some measure of the potential impact of the proposed legis-

lation can be projected from our experience for the December
10 and December 17, 1972 Cardinal football homo games
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Hoa, Stu*rt Symington -2- July 30, 1973

during inclement weather. There waa approximately
11,400 less attendance than tickets sold for the Decem-
ber 10 game, and this figure waa approximately 9, 000

for the December 17 game. "We believe the proposed
legislation must necessarily lead to a decline in conces-
sion and parking income, that would endanger our ability

to service the long-term debt that we incurred in building

the ttadium.

AH of us at Civic Center would be moot grateful to you If

you would oppose the propoocd legislatioa in any appro-
priate manner.

With kindest personal regards, I am

Sincerely yours.

bcc: Mr. Wm. V. Bidwill

Same letter to:

Hon. William L. Hungate
Hon. Thomas F. Eagl eton
Hon. James W. Symington
Hon. Leonor K. Sullivan

Hon. William Clay

James P. Hlckok
Chairman of the Board
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Seotember 11, 1973

The Honorable Jair^es W. Symington
U. S. HOUSE OF REPPJBSENTATIVZS
307 Cannon Building
Washington, D. C. 2 0515

Dear Congressman Synington:

Your letter of August 15 to Mr. Jair.es P. Hickok, Chainr.an of
the Civic Center Redeveloprr.ent Corporation, has been called to
r.y attention.

I share your apparent concern that the "no -show" issue be very
clearly defined and its potential consequences made known prior
to the Gnact.T£nt of legislation now under consideration.

With your indulgence, I would address myself to this area, not
only as it affects the St. Louis Cardinals football team, but,
to the best of ny knov/ledge, all member cl'jbs of the NFL. .

I would first attempt to resolve what appears to me to be a
confusion in the Committee Report. Reference is r.ade (section
on "no-shows", pages 23-23) that NFL cl^obs listed significant
numbers of "no-shows" for the 1972 season while, at the same
time, listing their announced attendance as being in excess of
paid attendance.

The "announced" capacity crowd for a professional football game
will, in ail likelihood, exceed "paid" attendance by a substantial
figu;re since not all seats in the stadium are sold. Clubs are,
by League regulation, permitted to issue up to 1,000 co.mpli.me.ntary
tickets for each regular season game. In addition, many clubs
count v;ithin their "announced" figure all persons present at the
stadium in a working or "official" rola . This number would in-
clude concessionaires, parking personnel, m.aintenance and regu-
latory personnel, e.ntertainers , m;edia, players, etc. VJe believe
a fair numiber that might be used to cover this area of co.mpli-
m.entary ticket-holders and workers/officials would be 2,0 00

persons. As an example of this, the Minnesota Vikings announced
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Th2 Kcnorable Jar.es Vi . Synington
Sep^eniber 11/ 1973
Page 2

capacity crowd on a nid-seasoa sallout was 49,780. The paid
attendajice for this carve (S^. Louis vs. :iir.nesota, 10/3/72)
vas 4 7,287, a difference of 2,4 93. We do not consider the
practice a deception; rather, in keeping v/ith the philosophy
of the entertain!r.ent industry at large of announcing an atten-
dance figure of raaximum attractiveness.

"Announced" attendance, then, is the optinu.'u figure. "Paid"
attendance is the working figure. It is the seats sold, the
H'J^er by which division of receipts bet;v-een hOu\e and visiting
tean is deterrained. A third figure or inportance in this issue
is the "actual" crowd. That is, the nuxTu:er of purchase-ticket
fans present at a given gair.e. In the instance of St. Louis vs.
Minnesota cited above, as an example, the "actual" nuirJDer was
46 ,099 . Thus the "no-show" factor in that particular gaine v/as

1,183.

The Cornmittee Report questions the validity of our "no-show"
figures, citing instances of approximations and because of the
apparent conflict in crowd figures mentioned earlier in this

The member clubs of our League kept "no-show" figures for the
1972 regular season. As the Corrijuittee Report relates, a total
of 624,636 tickets were purchased, but not used. It is our
experience that determination of "no-shows" is difficult. Crowds
are large and quite mobile and certain of cur stadiums do not
have the physical facilities to m.ake an exact "turnstile count."
Perhaps the Committee's apprehension over apparent estimated
numbers is understandable. I do not suggest estim3.T:ed n'-imiers
were willfully inflated, but I concede that defense of "no-
show" n'jmbers as being exact and final is next to imipossible.

Accordingly, I- have studied the "no-show'" figures reported by
our member teams for 1972. In every case, I reduced the reported
n-Jirier by 2,0 00, the figure given above for com.pl imentary tickets
and persons working in connection with the game. Such a reductio
would m.ore than rem.ove any possible inflationary factor. My
findings were interesting.

A total of 93 regular season gam.es were played v;here the
"no-show" numbier exceeded 2,000 persons. And the total figure
for "no-shows" in excess of 2,000 at those 9 3 games was 372,757,
for an average of slightly over 4,000 per game.
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The Honorable Jar.es W. Synip.gton
Seotei^ier 11, 19 7 3

Page 3

These are, v;e believe, significant "no-show" nujnbers . Moreover,
they are conservative. That thay v/ere coc?.?iled during a tiyjs
v;hen there v/as no in'ininent lifting of the local television blacr.
out, they becoir^ even more significant projected against a seaso
where, in- fact, the blackout v;oulc be lifted in numerous cases.

The Committee Report intimates that our nunibers cast an illusory
light on "no-shows." \-le learn, for example, that poor weather
does not necessarily insure poor attendance. Rather, we learn
that personal schedules, illness, business, etc., and the com-
petitive ranking of the team, also bear on the fan's decision to
attend or not attend.

We agree

.

But we are unable to dismiss quite so airily as does the Report,
the significance of the latter ... a team's won-lost record.

Our sport — our game — is cyclic in nature. A team gathers st-
through acquisition of talent and experience. It advances. Eve
tually, it recedes because of attrition. It follov/s a cycle.

Simply stated: Today's fan apathy in City X eventually will be-
come tomorrow's fan apathy in City Y.

Houston, playing within a controlled climate, listed 36,989
"no-shows" for seven hom.e games. New Orleans, playing in warm
weather, listed 45 , 190 "no-shows" for seven home gam.es. Houston
finished 1-13-0 in 1972, Mew Orleans finished 2-11-1. Los Angel
another warm-weather city, had 31,386 "no-shows" and a 6-7-1
record.

Mo one is suggesting that the fan obligates himself to attend
the game by p'orchasing a ticket, ^-Jhether due to poor weather
or a poor team or for personal reasons, we do not question the
fan's choice. However, as a promoter, I can assure you that we
are sincerely alarmed by a trend that kept hundreds of thousands
of persons away from our stadiums in 1972. The prospect of legi
lation which, in 1973, would encourage this trend is not comfort

Comjnissioner Rozelle has said that today's "no-show" is tomorrow
lost fan. V.'e v;ould agree. And we V70uld add that the thrust of
regulatory legislation now under consideration might very v/ell

m.ake professional football, as we know it, tomorrow's lost gaxme.

Sincerely,

ST. LOULS FCC.T3.=JZ,L CAPJ)i:iALS

willia:4 v. bidwill
Managing General Partner

:pe?
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SepteDDber 28, 1973

National Broadcasting Company
30 Rockefeller F'laza

New York, New York 10020

Attention: Mr, Julian Goodman, President

Gentlemen:

As you well know, Congress recently passed a bill lifting

the blackout cn the televising o£ local profec sioaal football

gaines, aa heretofore imposed within a 75-mile radius of

the stadium In which they are played, when such games are

sold out 7E hours in advance. In doing so, Congress said

nothing about the revenues which many stadiums throughout
the country muot rely upon for their support - i. e. , con-
cession and parking income. V/e must assume that Congress
did not intend to impinge on these essential stadium cupport

revenues, but rather intended that equitable financial arrange-
ments would instead be worked out.

Hero at Civic Center Eucch Memorial Stadium we have a

privately finimced, conctructed and operated stadium v/hich

annually euffers a substantial financial loco. That loss is

partially offset by parking and concession revenues derived
from patrona at stadium events. This parking and concession
revenue is extremely valuable for football games, and is a
factor on which we must depend to help pay for the private

financing of the Gtadium,

With the lifting of the blackout, we conceive of circumctances
and events under which there will be a ctadium sellout 72
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houro in advance of a football game bat, at the same time,

weather conditions and other intervening factors might
cause a substantial amount of the sellout crowd not to

attend the game. The non-attendance ("no-shows") will be

almost entirely due to the fact that the game will be televioed

locally. This will result in a correcponding decrease In

stadium parking and concession revenues.

The management of this Corporation has given eerious thought

to this problem, and it proposes to institute a charge of an

amount equal to $1 per capita for the difference between the

sold-out etiidlum capacity and the actual crowd attendance by
turnstile count. This charge will be innposed for the privi-

lege of parking vehicles on the etadium property, the opening

of areas to TV crewo, and for the use of the stadium's power
supply and other necessary facilities. We contemplate in-

stituting this chSFgo ill llic very near future and of requiring

a letter a3reement with the appropriate television network
entity to pay auch a charge before permission ia granted for

use of the etadium facilities.

We feel it ie only fair to present to you what we feel to be a

very equitable position before inotituting the ch2.rge. \Ve will

bo happy to receive your comments concerning this or to meet
with you chould you dooire to do so. Ii you have some other

suggestion on how the stadium might protect itself from the

projected loss of revenue, then certainly thece altern£.tive8

can b3 explored. If wo cannot come to come amicable solu-

tion to this problem, then you may aasurae the charge will

be Inotitutod in the near future.

Very truly yours,

O, O. McCracken
Preaidont

cc: Mr. Ray Karpowics
Manager. KSD-TV

bcc: Mr, Peter W, Herzog, Jr.
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the designated-hitter experiment, which won increasing acceptance

89 the season progressed.

There is no question that the DH provided far more offensive wal-

lop than non-hitting pitchers could have supplied. The DH furnished

other pluses, too. It had to be a contributor to the A. L.'s bumper crop
• of 12 20-game winners, while the National could muster just one. Start-

ing pitchers who had reservations about the DH in the beginning

should have changed their minds by this time. Beyond doubt, the DH
enabled many a pitcher to remain on the job and win mstead of bow-
ing out for a pinch-hitter. That's the only logical conclusion to be
drawn from the A. L.'s 12 20-victory huriers, the highest total for one
major since the National produced 17 in 1S99.

Impressive as the 1973 A. L. gate figures were, they still fell short

of the National's. The N. L. drew 16,607,127 spectators, a healthy fig-

ure, but one the N. L. has topped three times. Still, the National

League gate was up 1 .077,397 over 1972. an advance of 6.9 percent. Nine

N. L. clubs drew more than one million, and two of them, the Dodgers

and Reds, exceeded two million. The Mets, meanwhile, fell from the

two-million pinnacle after four straight years above it. All in all,

though. 1973 was a mighty good year for baseball.

BACtULiSn FK03i BLACSlOfJT UA\
Club owners' worst fears appeared confirmed in the first four

weeks of the National Football League season. No-shows for sold-out

games totaled 140. OQO. not including two sellouts for which figures
i

were not immediately available-Dallas at Washington October 8 and

the New York Giants and Green Bay at New Haven. Conn., October 7.

The newly legislated home blackout ban was in effect for 31 sellouts

during that sp^n (29 with no-show figures available). Some observers

were predicting that the arrival of cold weather would push the

no-show rate even higher.

Perhaps the biggest surprise was the preponderance of no-shows

at Miami, where the Dolphins supposedly had been elevated to deity

status by their adoring public. Dolphin ticket buyers accounted for

17,538 of the 32,022 no-shows for seven sellout matches September 30.

Though skies were sunny and the temperature 80 in Miami, a lot of

Dolphin customers declined to visit the Orange Bowl to watch their

heroes play New England. Presumably they viewed Miami's 44-23 vic-

tory via TV.

Miami, in fact, was responsible for nearly 50,000 of the 140,000

ticket-holding absentees the first four weeks of the season. Some
12,000 Miamians who held tickets for the Dolphins' home opener
against San Francisco September 16 failed to attend. And 16,097 didn't

show October 7 for the game with the New York Jets.

At the current rate, no-shows figure to shrink parking and conces-

sions revenues at NFL playing sites. That's bad news for city and
*

county-operated stadiums. Their financial underpinning is pegged to a

great extent on concessions and parking income.

It's unlikely that the blackout ban will go down in history as one of

Congress* more enlightened bits of legislation.
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SERVOMATION DUCHEISS • INC.
8998 LA MESA BOULEVARD • 714 - 461-760}

P. 0. BOX 411 ' LA MESA. CALIFORNIA 92041

April 30, 1976

Mr. Richard E. Wiley RE: San Diego Chargers
Chairman
Federal Communications Commission
Washington, D. C. 20554

Dear Mr. Wiley:

Answering your inquiry of April 14, we are very much in favor of con-
tinuing the local television blackout of San Diego Chargers' games.

Particularly in view of the Chargers current league standing, it seems
to us that televising their games would result in a definite reduction
in attendance. Such a development would undermine the economic founda-
tion of presenting the games to the public, and probably make it im-

possible to continue on the present basis.

Regarding your specific questions:

1. Our average sales per game declined rather substantially
from 1973 to 1974. 1975 was about unchanged.

2. Average sales per person have been quite stable for the

3-year period.

3. The football team receives a royalty from us on novelties
only, and the total amount paid to them per game has been

less than $1,000 for each of the three years. (The City
of San Diego is the party to whom most of our concession
payments go) . ^

.

4. Selling prices for food and beverage items have risen

5c or lO? each from 1973 to 1975.

I trust this information will be helpful in completing your report.

Sincerely,

Earl E. Rana
PRESIDENT

EER/ddn

cc: A. P. Lucht
Carr Newcomer
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Bm B 7023 BLAIR ROAD. N'.W. , WASHINGTON, D.C. 20012 • 829-8640

i CATERERS

April 16, 1976

Federal Communications Commission
Washin^on, D.C. ZO^S^'^

A-trtn. Richard E. Wiley

rii'— • ^
Dear Sir;

I am enclosing here with a copy of your
letter to my firm and with the following explantion;

l) and 2) are explained in attached schedule

3) We shared no re-^ues with the football
club

k) Out prices were as follows for major sales
items i

Beer i Qt. 1%
Beer 12oz. .75 .75
Soft Drinks ikoz. .50 .50
Soft Drinks lOoz. .35
Popcorn .50 .50
Pizza .60 .60
Peanuts .35 .^0
Bsirbeque .85 .85
Giant Kosher Pranks .95 .95
Hot Dogs .55 .60

You coiild probably estimate that Beer, Soft •

Drinks, popcorn, Peanuts, and Hot Dogs account
for 90^ of Imcome.

As you will note we have omitted 1973 inasmuch
as we were not the concessionaire during that period.
We believe it was Canteen Corporation. An easier
Method to securing 1973 fiqures may possibly
be through the D.C. Armory Board.

For the only comment we may offer regarding

WASHINGTON • MARYLINU • VIRGINIA
j



418

"the need for blackout of games, I call your
at-ten-tion to the game of 1 2/21/75 • which was
listed as "cold"> the attendees decreased by appr.
11% over previous gajne.

Sincerely,

Carl d/ I^gley
President
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7023 BLAIR ROAD. N.W., WASHINGTON, D.C. 20012 • 829-8040

CATERERS

RFK CONCESSION

1974 SEASON

DATE

9/22
9/30

10/13
10/20
11/17
11/24
12/15

SPECTATORS

53,888
54,395
55,167
54,396
56,758
35,017
52,939

1975 SEASON

DATE SALES SPECTATORS

9/21 60,012.72 52,828
9/28 . 64,290.30 54,973

10/13 62,487.48 53,487
11/2 62,591.68 55,127
11/23 54,476.74 53,668
11/30 58,020.21 54,642
12/21 40,001.64 48,890

B
BefB

WASHINGTON • MARYLAND • VIRGINLi ^H
O


