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Abstract The objective of this study is identify key factors that determine the ticket-sales 
revenue of minor league baseball teams and, in doing so, to verify that marketing strategies can 
lead to greater success for free enterprise in this milieu. To ensure greater comparability of data 
between teams and hence greater relevance of the results, this study focuses upon a single 
grouping of minor league teams, the Carolina League, and a single minor league baseball season, 
2006. The minor league teams studied are treated as constrained ticket-sales revenue maximizers. 
Although certain forms of marketing prove ineffective (2-for 1 beer specials, bands or concerts) 
in promoting ticket-sales revenue, several marketing tools at the disposal of these minor league 
teams are found to be highly statistically and financially significant in elevating ticket-revenue 
sales, including fireworks displays, low-value merchandising, high-value merchandising, and 
food/drink specials, as well as occasional family discounts and group discounts, suggesting that 
even in such a constrained environment, the free market works and marketing strategies can 
promote private enterprise.   
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1. Introduction 
 
The operation of major league baseball (MLB) teams is a complex endeavor involving the 
marketing of a diverse multi-dimensional entertainment commodity. Indeed, as a consequence of 
this kind of complexity, there has developed a rather sophisticated theoretical as well as 
empirical literature dealing not only with baseball but also other professional sports as well as 
amateur sports, particularly in the U.S. (El-Hodiri and Quirk, 1971; Koch and Leonard, 1978; 
Baade and Tiehen, 1990; Zimbalist, 1992; Grimes and Chressanthsi, 1994; Vrooman, 1995; 
Burger and Walters, 2003; Solow and Krautmann, 2007).    
 
At the uppermost level of MLB are the franchise teams playing games in either the National 
League or American League. At this level in the MLB team’s hierarchy, marketing strategies 
involve myriad forms of de facto “services”/”commodities,” especially the playing of MLB 
games (predominantly in the form of regular season games, but post-season games when 
applicable), which activities generate revenues not only through ticket sales, television revenue, 
and radio revenue but also through concession sales (soft drinks, beer, hot dogs, popcorn, candy) 
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and merchandising, e.g., the sale of team baseball caps, named and numbered shirts of star 
players, autographed baseballs and bats, pennant flags, and the like. 
 
At another level of MLB of course is the multi-tiered system of minor league baseball teams, a 
framework through which the screening of players with potential for MLB playing occurs and 
within which development of players with talent occurs such that at least some portion of minor 
league players eventually, and sometimes quickly, are “called up” to a MLB team for a chance to 
earn a place on the MLB team roster. 
 
Managers of minor league teams strive to maximize team success, an endeavor that obviously 
includes helping to develop players so that they can reach their potential. Arguably, the most 
successful minor league teams develop players through a combination of coaching, conditioning, 
character development, and other means. Furthermore, more successful minor league teams 
attempt to promote their own well being in terms of resources at their disposal by attracting 
larger crowds and generating more ticket-sales revenue. Obviously, higher ticket-sales revenues 
serve to make minor league teams less of a financial burden to the host MLB franchises and thus 
more successful private enterprises in their own frame of reference. Alternatively stated, minor 
league teams with poor attendance records and/or low ticket-sales revenues are more likely to be 
greater financial burdens and ultimately to become stronger candidates either for potential 
phasing out or at least for receiving more parsimonious levels of resources from their respective 
MLB affiliates over time (Cebula and Belton, 1996). Moreover, in theory, when minor league 
teams succeed in attracting larger crowds, they can in effect use the “roar of the crowds” to 
encourage (“psych”) young MLB prospects to respond to the crowd and play closer to their 
capacity so as to attract the attention of their host MLB team while becoming more accustomed 
to playing in front of larger and perhaps more vocal audiences. Indeed, learning to adjust to 
“heckling” by fans may be yet another side benefit of performing in front of larger, and 
potentially more distracting, crowds. 
 
The objective of this study is identify key factors that determine the ticket-sales revenue of minor 
league baseball teams and, in doing so, to verify that marketing strategies can lead to greater 
success for free enterprise in this milieu. Focusing on minor league baseball is in effect a 
reflection of the view of Freeman (1995), the president of the San Diego Padres, who once stated 
that “Recently, a couple of my marketing employees asked me how they could best further their 
career and I told them ‘Go run a minor-league baseball team’.” To ensure greater comparability 
of data among teams and hence greater relevance of the results, this study focuses upon a single 
grouping of minor league teams, the Carolina League, and a single minor league baseball season, 
2006.1 Ultimately, this study is a test of whether “marketing” can act in a significant way to 
promote free enterprise among firms that are ticket-sales revenue maximizers. The choice of the 
Carolina League is predicated upon the fact that it has never before been studied from a 
marketing/private enterprise perspective. Section II of this study provides the basic model, and 
section III provides the results of the empirical analysis of that initial model. Section IV extends 
the model to include additional marketing/promotional and other variables. The most pertinent 
results are summarized in the section V of the study, along with overview observations.   
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2. The Initial Framework of Analysis 
 
The focus of this analysis is home team ticket-sales revenues at the minor league baseball games 
of the Carolina League. It is within this context that the contribution (if any) of individual team 
marketing strategies to successful private enterprise is to be assessed, i.e., does marketing 
strategy by any given “home” team actually significantly influence the demand for tickets and 
thereby influence ticket-sales revenues? 
 
It is stressed that “private enterprise success” is intentionally defined narrowly in terms of home 
team ticket-sales revenues. The reason for this is quite simple, namely, minor league baseball 
teams are not profit maximizing organizations. Such is not their purpose in the MLB hierarchy. 
Instead, they may potentially be viewed as ticket- sales revenue/attendance maximizers. This is 
because the management, coach, and player composition of each team is effectively determined 
by higher-level management within MLB, as are the stadium in which the games are played, the 
equipment used, and the salaries paid to each player and staff member. Therefore, each minor 
league team is not free to pursue profits but rather is somewhat free to pursue marketing 
strategies that can influence home game attendance and ticket-sales revenues. Thus, minor 
league teams can be treated as constrained ticket-sales revenue maximizers. Such is the nature of 
their character in the private enterprise system.  
 
The analysis focuses necessarily on attendance but ultimately on ticket-sales revenue 
maximization. This is because the average price of an admission ticket to game j is essentially 
uniform (approximately $6.50) across all of the teams in the Carolina League (Table 2). The 
term TPj represents the average price of an admission ticket to game j. Ticket-sales revenue for 
games j is obviously the product of TPj and paying attendance at game j. Ticket-sales revenue 
maximization thus becomes, while not exclusively, very largely a function of the volume of 
tickets sold, which is of course an excellent proxy for attendance. 
 
To begin this analysis, it is argued that the higher the per capita income in the host county (or 
host city) for a minor league team, the greater the demand for tickets in that county (city), ceteris 
paribus, as implied directly or indirectly in a number of prior studies (Baade and Tiehen, 1990; 
Quirk and Fort, 1992; Cebula and Belton, 1996). This implies that a higher PCI elevates paid 
attendance (quantity) and thereby elevates ticket- sales revenue (price times quantity sold). The 
term PCIj represents the 2006 per capita income in the host county or host city where game j was 
played.  
 
Team performance in terms of the quality and excitement of play has been found to be important 
to fans and hence to positively affect the economic well-being of minor league baseball teams 
(Siegfried and Eisenberg, 1980; Cebula and Belton, 1996). This study initially measures team 
performance for the minor league team in two ways: the cumulative mean number of home team 
fielding errors per game over the course of the season (ERR); and the cumulative mean number 
of earned runs scored per game by the home team over the course of the season (RUN). The 
demand for tickets is expected to be a decreasing function of ERR, ceteris paribus, and an 
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increasing function of RUN, ceteris paribus. Presumably, home team fans prefer their team to 
make fewer errors (manifest quality fielding) and to score more runs (manifest more 
“excitement”/enthusiasm through a more prolific offense). Accordingly, ticket-sales revenue is a 
decreasing function of ERR and an increasing function of RUN, ceteris paribus. 
 
It would seem reasonable that minor league baseball fans prefer to purchase tickets for games on 
days when the weather is more pleasant so that they can enjoy the game in greater comfort. Two 
variables are used to reflect unfavorable or favorable weather conditions, RAIN and CLEAR.  
The variable RAINj is a binary variable indicating whether there was precipitation on the day of 
home game j. Minor league fans presumably prefer not to be in the stands during inclement 
weather, so that attendance and hence ticket-sales revenue are both expected to be lower when 
the weather is rainy, ceteris paribus. By contrast, the variable CLEARj is a binary variable 
indicating that the weather was sunny on the day of home game j. It is argued that attendance and 
ticket-sales revenue will be higher when the weather is sunny, ceteris paribus.   
 
As Davis (2007, p.371) states, “Minor league baseball in the U.S. provides a recreational activity 
for fans.” Accordingly, the demand for minor league home game tickets might reflect various 
marketing strategies directed at attracting fans by making attendance a more enjoyable 
experience (Siegfried and Eisenberg, 1980; Gifis and Sommers, 2006; Davis, 2007; Chupp, 
Stephenson and Taylor, 2007). In other words, effective marketing is hypothesized to promote 
successful private enterprise (as defined here). Data reflecting such marketing efforts for each of 
the teams in the Carolina League initially assume the following four forms: LOWVALMERCHj 
(a binary variable reflecting whether low value merchandise was “given away” upon entrance to 
the stadium at game j, e.g., key chains or magnetized team schedules)2; HIGHVALMERCHj (a 
binary variable indicating whether a limited volume of higher value items were given away upon 
entry into the stadium at home game j, e.g., hats, jerseys, or helmets)3; FOOD/DRj (a binary 
variable indicating whether discounts or specials on concession items such as 2-for-1 hotdogs 
either during game j or before the start of play at game j were offered); and FIREWKSj (a binary 
variable indicating whether a fireworks display occurred following the conclusion of game j). In 
each of these four cases, the impact of the marketing tool on home game ticket sales revenue is 
expected to be positive, ceteris paribus. Thus, collectively, these initial variables are being used 
to answer the question: “Does effective marketing promote private enterprise as defined in this 
study, i.e., for the case of constrained ticket-sales revenue maximizing minor league baseball 
teams?”  
 
Finally, there are the “temporal control variables,” i.e., variables that reflect the day during the 
week when game j was played or the month of the baseball season when game j was played. 
Arguably, the first category of such variables is needed to control for the fact that families are 
more likely to attend games on certain days of the week, especially Fridays and Saturdays (Gifis 
and Sommers, 2006), when the working adults in the family are relatively more available, than 
on other days of the week, such as Mondays (MON) or Tuesdays (TU), when employed parents 
are more likely to be working and hence less available or simply unavailable to attend games, or 
certain months of the summer (such as July and August) when children are in varying degrees on 
“school vacation.” Accordingly, binary/dummy variables to reflect whether game j was played 
on Monday (MONj), Tuesday (TUj), Friday (FRj), or Saturday (SATj), are included in the 
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model. In addition, dummy variables for games played during the months of July (JULYj) and 
August (AUGj) are included in the study.       
 
 
3. Initial Empirical Model Results 
 
Based upon the arguments provided above, the following reduced-form equation is to be 
estimated: 
 
 
TICKREVj = a0 + a1 PCIj + a2 ERRj + a3 RUNj + a4 RAINj + a5 CLEARj 
 
+ a6 LOWVALMERCHj + a7 HIGHVALMERCHj  + a8 FOOD/DRj 
 
+ a9 FIREWKSj + a10 MONj + a11 TUj + a12 FRj + a13 SATj 
 
+ a14 JULYj + a15 AUGj  + u                (1) 
 
where: 
 
TICKREVj, = average total ticket-sales revenue at home game j during the 2006 season for the 
teams in the Carolina League, expressed in 2006 dollars; TICKREVj is the product of TPj (the 
average price of tickets sold for game j) and TICKQUANTj, the total number of tickets sold for 
game j during the 2006 season, j= 1,…, 975;4 
 
a0 = constant term; and  
 
u = stochastic error term. 
 
The Carolina League consists of eight teams that played a total of 975 games during the 2006 
season. All variables are for the year 2006. Table 1 provides the data sources, and Table 2 
provides basic descriptive statistics for the variables in the model. Finally, it is observed that the 
primary emphasis in this study is on the impacts of the “marketing” variables and hence the 
estimated coefficients a6 though a9 in equation (1). Four additional marketing variables are 
considered in the expanded model in section IV. 
 
Based on the arguments in the previous section of this study, the following are the expected signs 
on the economic, team-performance, weather, and marketing variables for equation (1): 
 
a1 > 0, a2 <0, a3 > 0, a4 < 0, a5  > 0, a6 > 0, a7 > 0, a8 > 0, a9 > 0           (2) 
 
As for the days-of-the-week and month-of-summer control variables, it is expected that: 
 
a10 < 0, a11 < 0, a12 > 0, a13 > 0, a14 > 0, a15 > 0             (3) 
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based on the argument that families can most easily “get together” on Fridays (especially during 
the evenings) and on Saturdays, when working parents are more available, and during the month 
of July, when most school-age children are out of school, i.e., on “summer vacation”. 
Interestingly, the two days of the week having the highest percentages of scheduled Carolina 
League games are Friday and Saturday. By contrast, the signs on the control variables for MONj 
and TUj arguably should be negative because Mondays and Tuesdays are generally working 
days for most working parents, which restricts their availability to attend a game. Regarding the 
summer month of August (as opposed to July), most school-age students return to school roughly 
midway through that month and are also immersed in “back-to-school” activities during that 
month; consequently, ticket purchases/sales should be lower for August games than for July 
games, ceteris paribus. 
  
Estimating equation (1) by OLS, adopting the White (1980) heteroskedasticity correction, yields 
equation (4): 
 
TICKREVj = -20,370 + 1.6316 PCIj – 1,081 ERRj + 1397 RUNj -5,837 RAINj 
    (+17.93)  (-2.29)     (+1.99)       (-1.99) 
 
+ 851 CLEARj + 2,971 LOWVALMERCHj + 2,933 HIGHVALMERCHj 
(+2.42)   (+4.62)           (+2.92) 
 
+ 4,708 FOOD/DRj + 13,302 FIREWKSj – 3,603 MONj – 2,705 TUj + 1,773 FRj 
(+4.48)             (+11.19)           (-4.93)            (-3.12)         (+1.97) 
 
+ 6,479 SATj + 2,240 JULYj + 495 AUGj, R2 = 0.65, adjR2= 0.64, F= 52.72         (4) 
(+6.50)           (+2.79)            (+0.70) 
  
where terms in parentheses are t-values. In estimate (4), all 15 of the estimated coefficients 
exhibit the expected signs, with nine statistically significant at the one percent level and five 
statistically significant at the five percent level. Only one coefficient (that for AUGj) fails to be 
statistically significant at the ten percent level. Based on the values of the R2 and adjusted R2, the 
model explains nearly two-thirds of the variation in ticket-sales revenue. The F-statistic is 
statistically significant at far beyond the one percent level, attesting to the overall strength of the 
model. 
 
Starting with the temporal control variables in equation (4), the estimated coefficients on FRj and 
SATj are positive and statistically significant at the five and one percent levels, respectively, 
whereas those for the variables MONj and TUj are both negative and statistically significant at 
the one percent level. Furthermore, that for JULYj is positive and statistically significant at the 
one percent level, while that for AUGj is not statistically significant. Overall, ceteris paribus, the 
results for these control variables suggest that Friday and Saturday games are the most likely to 
generate higher ticket-sales  revenues, which is consistent with Gifis and Sommers (2006), 
whereas Mondays and Tuesdays are likely to be lower ticket revenue days; in addition, July 
games are likely to be higher ticket sales revenue events, whereas August games are not.  
Next, as shown in equation (4), the coefficient on the per capita income variable is positive and 
statistically significant at far beyond the one percent level; indeed, the t-value on this variable is 
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remarkably high, +17.93. This finding strongly suggests that locating a minor league team in a 
venue with a higher per capita income acts to raise ticket-sales revenues.  
  
As for the home team performance variables, the estimated coefficient on the ERR variable is 
negative and statistically significant at the 2.5 percent level, whereas the coefficient on the RUN 
variable is positive and statistically significant at the five percent level.  Thus, ticket-sales 
revenues from Carolina League games are negatively impacted by fielding errors committed by 
the home team and positively impacted by runs scored by the home team. These results confirm 
that team performance in terms of quality of play and excitement is important to fans (Siegfried 
and Eisenberg, 1980). The loyalty of Carolina League fans is “tested” by inclement weather. 
Namely, the coefficient on the RAIN variable is negative and statistically significant at the five 
percent level, implying (not surprisingly) that rainy weather conditions do reduce ticket-sales 
revenues. From the statistically significant coefficient on the variable CLEAR, it is inferred that 
ticket-sales revenues are enhanced by sunny weather per se.  
 
Finally, the issue of the impact of marketing is addressed. The estimated coefficients on each of 
the four marketing variables, LOWVALMERCH, HIGHVALMERCH, FOOD/DR, and 
FIREWKS is positive and statistically significant at beyond the one percent level. Thus, when 
Carolina League home teams offered fans enticements that fell under the umbrella of 
LOWVALMERCH, ticket sales revenues rose, ceteris paribus. Alternatively, when home teams 
in the Carolina League offered the enticements that fell under the more costly umbrella of 
HIGHVALMERCH, ticket-sales revenues for the game in question rose as well, ceteris paribus. 
Enticements falling under the umbrella of FOOD/DR for the game in question also acted to raise 
ticket sales revenues, ceteris paribus. Finally, home teams in the Carolina League that chose to 
offer the costly display falling under the category of FIREWKS experienced a significant spike 
in ticket-sales revenues for that game, ceteris paribus, a finding consistent with Gifis and 
Sommers (2006). Thus, on the average, taken one at a time, each of these marketing options, 
offered by itself, had a significant effect on ticket-sales revenues. In principle, this general 
finding is consistent with Siegfried and Eisenberg (1980) and Gifis and Sommers (2006). 
Clearly, to the extent that minor league baseball teams can be viewed as ticket-sales revenue 
maximizers, marketing strategy can effectively facilitate successful free enterprise.  
 
 
4. Alternative Estimation 
 
Naturally, there are other factors besides those represented in the model shown in equation (1) 
that could be speculated as influencing ticket-sales revenues for minor league teams. These 
would include a variable to reflect the seating capacity of each of the teams in the Carolina 
League. Another would reflect the win/loss record of each minor league team. Furthermore, there 
are additional marketing tools that can be considered. 
 
Each of the eight teams in the Carolina League has its own stadium size with its own seating 
capacity (CAPACITYj). The mean seating capacity among these stadiums is 5,671, with a 
standard deviation of 1,039 (see Table 2). Among these stadiums, the smallest seating capacity is 
4,000, whereas the largest seating capacity is 7,027. Arguably, although the average Carolina 
League game fills only about 53.4 percent of the seats, the larger the seating capacity of a minor 
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league stadium, the greater the number of tickets that could potentially be sold to any given 
game, so that ticket-sales revenue could logically be an increasing function of CAPACITYj, 
ceteris paribus.5 
 
Whereas the variables ERRj and RUNj considered in sections II and III can be said to be 
measures of team performance inasmuch as they reflect quality and excitement of play, it can 
also be argued that the home team’s cumulative win percentage (WIN) also might be a valid and 
pertinent dimension of team performance. In particular, it is hypothesized that the higher the 
home team’s winning percentage, the greater its ticket-sales revenue, ceteris paribus.  
 
Finally, there are four additional marketing variables for the Carolina League (for which 
dependable data are available) that can be included in the analysis. The first of these is a 
binary/dummy variable (CONCERTj), indicating that a concert or other live performance was 
sponsored by the home team on the same day as game j. The second dummy variable is BEERj, 
referring to the occasional use of discount pricing on beer at game j, such 2-for-1 specials. The 
adoption of either of these two promotions is presumably based on the expectation by minor 
league management that they will enhance ticket-sales revenues, ceteris paribus. Two other 
marketing/promotional variables are group discounts (GROUPDISCj) and family discounts 
(FAMDISCj), both of are expressed as dummy variables and both of which, for those to whom 
they apply, make attendance to game j less expensive and hence in theory more appealing. 
Presumably, home team j engages in such promotions because they believe that, on balance, they 
will enhance ticket-sales revenues, ceteris paribus.  
 
Amending equation (1) to include these six additional variables yields the following reduced-
form equation: 
 
TICKREVj = b0 + b1 PCIj + b2 ERRj + b3 RUNj + b4 RAINj + b5 CLEARj 
 
+ b6 LOWVALMERCHj + b7 HIGHVALMERCHj  + b8 FOOD/DRj 
 
+ b9 FIREWKSj + b10 MONj + b11 TUj + b12 FRj + b13 SATj 
 
+ b14 JULYj + b15 AUGj  + b16 CAPACITYj + b17 WINj 
 
+ b18 CONCERTj + b19 GROUPDISCj + b20 FAMDISCj 

 
+ b21 BEERj + u’                  (5) 
 
The OLS estimation of equation (5), adopting the White (1980) heteroskedasticity correction, 
yields equation (6): 
 
TICKREVj = -23,911 + 0.947 PCIj -5,191 ERRj + 2,793 RUNj - 6,306 RAINj 
   (+7.90)          (-3.72)         (+3.57)       (-2.17) 
 
+ 1,024 CLEARj + 3,042 LOWVALMERCHj + 4,640 HIGHVALMERCHj 
(+1.98)       (+4.70)       (+4.54)  
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+ 4,305 FOOD/DRj + 13,934 FIREWKSj – 3,353 MONj – 2,484 TUj 
(+4.17)   (+12.15)                   (-4.43)        (-2.95) 
 
+ 2,254 FRj + 6,819 SATj + 3.074 JULYj + 1,939 AUGj + 30.8 CAPACITYj 
(+2.35)        (+7.09)         (+3.42)          (+1.69)        (+7.54) 
 
- 32.2 WINj – 3,013 CONCERTj + 1,886 GROUPDISCj + 2,643 FAMDISCj 
(-1.61)        (-1.71)       (+2.45)         (+3.58) 
 
+2,881 BEERj, R2 = 0. 69, adjR2 = 0.68, F = 44.19              (6) 
(+1.59) 
 
In equation (6), 19 of the 21 estimated coefficients exhibit the expected signs (those for variables 
WINj and CONCERTj being the exceptions), with 13 being statistically significant at the one 
percent level and four being statistically significant at the five percent level. The results for the 
first 15 estimated coefficients are entirely compatible with their counterparts in estimate (4). As 
for the six additional variables, three are statistically significant at the five percent level or 
beyond, and three fail to be statistically significant at even the ten percent level. The R2 and 
adjusted R2 values imply that the model explains slightly in excess of two-thirds of the variation 
in the dependent variable. Finally, the F-statistic is significant at the one percent level, reflecting 
the overall strength of the model. 
 
Summarizing the results for the first 15 coefficients, ticket-sales revenue is an increasing 
function of PCI, RUN, CLEAR, LOWVALMERCH, HIGHVALMERCH, FOOD/DR, 
FIREWKS, FR, SAT, and JULY, while being a decreasing function of ERR, RAIN, MON, and 
TU and not significantly impacted by AUG. These findings add support to those in estimate (4). 
 
As for the dummy variable CAPACITY, although its coefficient is statistically significant at the 
one percent level, the magnitude of that coefficient appears very modest (30.8), so that it 
apparently is not financially significant. This conclusion may reflect the statistical fact that, on 
average, Carolina League games fill only about 53.4 percent of the seating capacity of the 
stadium. As for the variable WIN, it has a negative coefficient and is not statistically significant 
at even the ten percent level. This finding is consistent with the earlier study of minor league 
baseball by Siegfried and Eisenberg (1980) that also finds winning to have no effect on 
attendance.  
 
Finally, there are the additional marketing variables. The coefficient on CONCERT is actually 
negative although not statistically significant at the ten percent level. Arguably, the failure of this 
variable to significantly increase ticket-sales revenues might reflect a situation in which although 
there are fans who would appreciate such  performances, there also are fans who are parents and 
thus might be reluctant to expose their children to such events. In support of the latter conjecture, 
Minor League Management (2008) observes that among its fans, approximately 40 percent are 
women and 30 percent are children. Regarding the coefficient on the BEER variable, although it 
is positive, it fails to be statistically significant at the ten percent level, implying that this 
promotion does not affect ticket-sales revenues. The reasoning for this result might well parallel 
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that for the CONCERT variable. In any case, this particular finding is consistent in principle with 
Chupp, Stephenson and Taylor (2007), who find no statistically significant effect of alcohol 
availability on attendance at minor league baseball games. 
 
Finally, there are the variables GROUPDISC and FAMDISC, both of which have positive 
coefficients, with the former significant at the 2.5 percent level and the latter significant at the 
one percent level. These results imply that discount specials can successfully increase ticket-
sales revenues. Indeed, these results imply that the demand curve for tickets to minor league 
games in the Carolina League may be not only downward sloping but also price elastic.    
     
 
5. Conclusion 
 
Thus, even when “successful” is not defined in terms of profits per se but rather in terms of 
ticket-sales revenue maximization, good marketing strategies, once identified, can be effective 
means by which to promote free enterprise. This study reveals, for the minor league teams of the 
Carolina League, six marketing tools that can potentially be effective means by which to increase 
ticket-revenue sales (and attendance); those tools are represented by the variables 
LOWVALMERCH, HIGHVALMERCH, FOOD/DR, FIREWKS, GROUPDISC, and 
FAMDISC. 
 
In pursuing higher ticket-sales revenues, however, team management in minor league baseball 
must be cognizant of the increase in costs associated with each marketing option and must be 
very circumspect as to how these (or other) marketing tools might be optimally combined. 
Clearly, sound marketing strategy would seem to require that management simultaneously 
consider all of the factors that influence ticket purchases, including day of the week and month 
of the summer. It is likely, for example, that Monday night or Tuesday night fireworks displays 
or some other costly marketing strategy for Monday or Tuesday night games might well yield 
negative net benefits. Furthermore, the repeated, commonplace use of any of these marketing 
tools could easily lead to diminishing returns and disappointing outcomes. For example, offering 
fireworks displays, which are quite expensive, every night over any extended time period could 
clearly yield diminished benefits over time as fans would come to take the displays “for granted” 
or feel “entitled” to the displays. The same could prove true for any of the marketing tools. 
Naturally, when developing a marketing strategy, optimization would also seem a futile pursuit if 
team performance in terms of the quality and excitement of play were not given at least some 
appropriate degree of attention; hence, management must endeavor to do its best in the realm of 
coaching and motivating players. 
 
Additionally, it is stressed that anything ranging from demographic changes to economic 
slowdowns to more rapid economic expansion to increased competition for the entertainment 
dollar could act so as to require a dynamic process of marketing formulation and re-formulation. 
Such of course is part of the very nature of the free enterprise system. Clearly, then, the strength 
of the marketing tools at management’s disposal offers not only opportunities but also complex 
challenges. Complexities notwithstanding, based on the defined private enterprise market 
identified and studied here, it is clear that good marketing can be very effective, indeed perhaps 
indispensible, in promoting successful free enterprise in this category of competitive markets. 
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One final observation would seem in order. Namely, the fact that the present study focuses upon 
one component of professional sports in the U.S. (baseball) notwithstanding, it would seem 
plausible that the kinds of results obtained here could easily be generalized for domestic as well 
as internationally based sports systems. Moreover, there is no reason to expect that the general 
conclusion reached in this study, i.e., that wise marketing strategy can promote successful free 
enterprise, could not be applied to other industries and to other nations. Thus, just as baseball 
crosses international boundaries across the globe, so might, in principle, the basic conclusion 
reached in this study. Arguably, then, it would appear reasonable to extrapolate from the results 
in this study that in any economy that operates to a significant degree upon free market 
principles, good marketing strategies could be effective means by which to promote revenue 
maximization and thereby promote private enterprise. It also would seem reasonable to infer that 
the strength of the marketing tools at management’s disposal offers not only opportunities but 
also complex challenges. This is especially true in the remarkably integrated global economy of 
the 21st century.  
 
 
Footnotes 
 
*Shirley & Philip Solomons Eminent Scholar, Department of Economics, Armstrong Atlantic 
State University. 
 
1. The teams in the Carolina League (and their respective MLB affiliations and county or city 
plus state where located) are, as follows: Frederick Keys (Baltimore Orioles, Frederick County, 
MD); Kinston Indian (Cleveland Indians, Lenoir County, NC); Lynchburg Hillcats (Pittsburgh 
Pirates, Lynchburg City, VA); Myrtle Beach Pelicans (Atlanta Braves, Horry County, SC); 
Potomac National (Washington Nationals, Prince William County, VA); Salem Avalanche 
(Houston Astros, Salem City, VA); Wilmington Blue Rocks (Kansas City Royals, New Castle 
County, DE);  and the Winston-Salem Warthogs (Chicago White Sox, Forsyth County, NC). 
 
2. Also included in this category of promotions are mugs, bobble heads, calendars, water bottles, 
mouse pads, posters, team photos, baseball cards, and stadium replicas. Such items can, in 
theory, tend to generate a degree of spectator loyalty. 
 
3. Also include in this category are shirts, blankets, backpacks, gym bags, baseball caps, and 
more. 
 
4. Interestingly, the mean percentage attendance at the 975 Carolina League games in 2006 was 
53.4 percent of stadium capacity, with a standard deviation of 27.59 percent. Thus, it might be 
reasonably inferred that, for the average game, as a pragmatic matter stadium capacity might not 
a serious constraint in the pursuit of maximizing ticket-sales revenue. The reader is referred to 
equation (6) of this study. 
 
5. Thus, the variable CAPACITYj could be considered a stadium-size “control variable.” 
 



       Cebula, Journal of International and global Economic Studies, 2(1), June 2009, 31-45 42

References 
 
Baade, R. and L. Tiehen.1990. “An Analysis of Major League Baseball Attendance, 1969-
1987,” Journal of Sport and Social Issues, 14(1), 14-32. 

 
Burger, J. and S. Walters. 2003. “Market Size, Pay, and Performance: A Generalized Model 
and Application to Major League Baseball,” Journal of Sports Economics, 4(1), 108-125. 
 
Cebula, R.J. and W. Belton. 1996. Economics of the Sports Industry, New York, NY: McGraw-
Hill Book Co. 
 
Chupp, A., E.F. Stephenson, and R. Taylor. 2007. “Stadium Alcohol Availability and Baseball 
Attendance: Evidence from a Natural Experiment,” International Journal of Sport Finance, 2(1), 
36-44. 
 
Davis, M.C. 2007. “Income and the Location of AAA Minor League Baseball Teams,” Atlantic 
Economic Journal, 35(3), 371-372.  
 
El-Hodiri, M. and J.P. Quirk. 1971. “An Economic Model of a Professional Sports League,” 
Journal of Political Economy, 79(6), 1302-1319. 
 
Freeman, D. 1995. “Marketing as a Tool for Minor League Baseball,” Los Angeles Times, July 
24, D-4. 

 
Gifis, L.S. and P.M. Sommers. 2006. “Promotions and Attendance in Minor League Baseball,” 
Atlantic Economic Journal, 34(3), 513-514. 
 
Grimes, P.W. and G.A. Chressanthis. 1994. “The Role of Intercollegiate Sports and NCAA 
Sanctions on Alumni Contributions,” The American Journal of Economics and Sociology, 53(1), 
27-40.  
 
Koch, J.V. and W.M. Leonard. 1978. “The NCAA: A Socioeconomic Analysis,” The 
American Journal of Economics and Sociology, 37(2), 225-239. 
 
Minor League Management. (2008). “Sports News You Can Use,” 
http://www.onlinesports.com/sportstrust/sports19.html. 

 
Quirk, J. P. and R.D  Fort. 1992. Pay Dirt: The Business of Professional Team Sports, 
Princeton, NJ: Princeton University Press. 
 
Siegfried, J.J. and J.D. Eisenberg. 1980. “The Demand for Minor League Baseball,” Atlantic 
Economic Journal, 8(2), 59-69. 
 
Solow, J. L. and A.C. Krautmann. 2007. “Leveling the Playing Field or Just Lowering 
Salaries? The Effects of Redistribution in Baseball,” Southern Economic Journal, 73(4), 947-
958. 

http://www.onlinesports.com/sportstrust/sports19.html


       Cebula, Journal of International and global Economic Studies, 2(1), June 2009, 31-45 43

 
U.S. Census Bureau. 2008. Statistical Abstract of the United States, 2008, Washington, D.C.: 
United States Printing Office. 
 
Vrooman, J. 1995. “A General Theory of Professional Sports Leagues,” Southern Economic 
Journal, 61(4), 971-990.   
 
White, H. 1980. “A Heteroskedasticity-consistent Covariance Matrix Estimator and a Direct 
Test for Heteroskedasticity,” Econometrica, 48(5), 817-838. 
 
Zimbalist, A. 1992. Baseball and Billions, New York, NY: Basic Books.  
 
 
 
 



       Cebula, Journal of International and global Economic Studies, 2(1), June 2009, 31-45 44

Table 1. Data Sources 
 
Variable   Source 
 
TICKREVj   ballparksofbaseball.com/aballparks.htm 
TICKQUANTj  ballparksofbaseball.com/aballparks.com 
CAPACITYj   ballparksofbaseball.com/aballparks.com 
TPj    Team Contacts* 
PCIj    U.S. Census Bureau (2008, Table 686) 
ERRj    minorleaguebaseball.com/milb/stats/ 
RUNj    minorleaguebaseball.com/milb/stats/ 
RAINj    minorleaguebaseball.com/milb/stats/ 
CLEARj   minorleaguebaseball.com/milb/stats/ 
WINj    minorleaguebaseball.com/milb/stats/ 
LOWVALMERCHj  Team Contacts* 
HIGHVALMERCHj  Team Contacts* 
FOOD/DRj   Team Contacts* 
FIREWKSj   Team Contacts* 
MONj    Team Contacts* 
TUj    Team Contacts* 
FRj    Team Contacts* 
SATj    Team Contacts* 
JULYj    Team Contacts* 
AUGj    Team Contacts* 
CONCERTj   Team Contacts* 
GROUPDISCj   Team Contacts* 
FAMDISCj   Team Contacts* 
BEERj    Team Contacts* 
 

 
Team Contacts*: “Frederick Keys,” Deanna Davis, Assistant General Manager of Ticket 
Operations; “Kinston Indians,” Katrina Carter, Director of Sales and Promotions; “Lynchburg 
Hillcats,” Erica Marcum, Ticket Manager; “Myrtle Beach Pelicans,” Dan Kurland, Director of 
Ticket Sales and Services; “Potomac Nationals,” Doug McConnell, Box Office Manager; “Salem 
Avalanche,” Jeanne Boester, Director of Ticket Operations; 
“Wilmington Blue Rocks,” Jared Forma, Director of Ticket Operations; “Winston-Salem 
Warthogs,” Brian Shollenberger, Director of Ticket Operations. Team names are expressed in 
quotes. 
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Table 2. Descriptive Statistics 

 
Variable/  Mean  Standard Deviation 
 
TICKQUANTj 3,028.9 1,583 
TICKREVj  20,279  12,546 
PCIj   21,880  3,379 
TPj   6.46  0.36 
ERRJ   1.153  1.1479 
RUNj   4.997  4.234 
RAINj   0.08  0.09 
CLEARj  0.497  0.50 
LOWVALMERCHj 0.217  0.412 
HIGHVALMERCHj 0.0636  0.244 
FOOD/DRj  0.071  0.257 
FIREWKSj  0.138  0.346 
MONj   0.127  0.333 
TUj   0.1456  0.353 
FRj   0.161  0.368 
SATj   0.1589  0.366 
JULYj   0.204  0.4033 
AUGj   0.205  0.404 
CAPACITYj  5,671  1,039  
WINj   0.492  0.50 
CONCERTj  0.0564  0.231 
GROUPDISCj  0.1569  0.3639 
FAMDISCj  0.201  0.40 
BEERj   0.056  0.0213 
 

 
 


	1. Introduction
	2. The Initial Framework of Analysis
	3. Initial Empirical Model Results
	Footnotes
	References

