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Table 3-1

<TBL NUM="1" ID="TB.03.001"><TTL><INST></INST>Top 10 Sports Advertising Companies, 2008 and 2009 (Estimated)

	Rank
	Firm
	2008 Sports Spending
	Estimated 2009

	1
	GM
	$533
	$333 

	2
	Anheuser-Busch
	$345
	$350 

	3
	AT&T
	$334
	$270 

	4
	Toyota
	$279
	$255 

	5
	Ford
	$225
	$200 

	6
	Verizon
	$222
	$230 

	7
	Miller
	$212
	$220 

	8
	YUM!
	$191
	$210 

	9
	Nissan
	$174
	$170 

	10
	Cerberus
	$170
	$80 


Source:  Gleaned and tabled from text reports at www.forbes.com, March 11, 2009.
Notes:  YUM! is the parent company of Taco Bell, Kentucky Fried Chicken, Pizza Hut, and Long John Silver’s fast service chains.  Cerberus is a capital management firm that holds controlling interest in Chrysler and GMAC.

Table 3-2

Sports Programming, Revenues in Excess of $100 Million, 2003

	<COLHD>Rank
	Program Type
	2003 Ad Revenue 
	2002 Ad Revenue 
	inflation adjusted  % Change</COLHD>

	<TB>1
	Professional football*
	$2,000.5 ($2,320.58)
	$1,881.1 ($2,238.51)
	4%

	2
	Professional basketball*
	$579.4 ($672.10)
	$769.4 ($915.59)
	-27%

	3
	Golf
	$578.8 ($671.41)
	$525.7 ($625.58)
	7%

	4
	College basketball*
	$521.7 ($605.17)
	$498.0 ($592.62)
	2%

	5
	Auto racing
	$472.6 ($548.22)
	$441.8 ($525.74)
	4%

	6
	College football*
	$449.5 ($521.42)
	$423.9 ($504.44)
	3%

	7
	Sportscast
	$444.9 ($516.08)
	$355.8 ($423.40)
	22%

	8
	Professional baseball*
	$438.5 ($508.66)
	$409.5 ($487.31)
	4%

	9
	General sports show
	$361.6 ($419.46)
	$302.4 ($359.86)
	17%

	10
	Tennis
	$156.1 ($181.08)
	$150.8 ($179.45)
	1%

	11
	Hockey
	$127.1 ($147.44)
	$99.8 ($118.76)
	24%


*Includes pre- and/or postgame programming.

Source: Adapted and excerpted from Sports Business Journal, May 3, 2004, p. 21.  2009 dollar values by the author.

Figure 3.1
Favorite Sports to Watch, Poll Results 2006
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Source:  Pie charts created by the author from tabled data at www.gallup.com, Jan 19, 2007.

Table 3-3

Super Bowl Ratings and Advertising Rates

	Super Bowl
	Date
	Network
	Rating
	Share
	$/30 Sec. Ad
	Homes (000)
	Viewers (000)
	Outcome

	XLIII
	Feb 1 2009
	FOX
	42
	64
	$3,000,000 ($3,000,000)
	48,139
	98,732
	Pittsburgh 27, Arizona 23

	XLII
	Feb 3 2008
	FOX
	43.1
	65
	$2,699,963 ($2,672,963)
	48,665
	97,448
	New York Giants 17, New England 14

	XLI
	Feb 4 2007 
	CBS
	42.6
	64
	$2,385,365 ($2,456,926)
	47,505
	93,184
	Indianapolis 29, Chicago 17

	XL
	Feb 5 2006 
	ABC
	41.6
	62
	$2,500,000 ($2,650,000)
	45,867
	90,745
	Pittsburgh 21, Seattle 10

	XXXIX
	Feb 6 2005
	FOX
	41.1
	62
	$2,400,000 ($2,616,000)
	45,081
	86,072
	New England 24, Philadelphia 21

	XXXVIII
	Feb 1 2004
	CBS
	41.4
	63
	$2,302,200 ($2,601,486)
	44,908
	89,795
	New England 32, Carolina 29

	XXXVII
	Jan 26 2003
	ABC
	40.7
	61
	$2,200,000 ($2,552,000)
	43,433
	88,637
	Tampa Bay 48, Oakland 21

	XXXVI
	Feb 3 2002
	FOX
	40.4
	61
	$2,200,000 ($2,618,000)
	42,664
	86,801
	New England 20, St. Louis 17

	XXXV
	Jan 28 2001
	CBS
	40.4
	61
	$2,200,000 ($2,640,000)
	41,270
	84,335
	Baltimore 34, New York Giants 7

	XXXIV
	Jan 30 2000
	ABC
	43.3
	63
	$2,100,000 ($2,604,000)
	43,618
	88,465
	St. Louis 23, Tennessee 16

	XXXIII
	Jan 31 1999
	FOX
	40.2
	61
	$1,600,000 ($2,048,000)
	39,992
	83,720
	Denver 34, Atlanta 19

	XXXII
	Jan 25 1998
	NBC
	44.5
	67
	$1,291,100 ($1,691,341)
	43,630
	90,000
	Denver 31, Green Bay 24

	XXXI
	Jan 26 1997
	FOX
	43.3
	65
	$1,200,000 ($1,596,000)
	42,000
	87,870
	Green Bay 35, New England 21

	XXX
	Jan 28 1996
	NBC
	46
	68
	$1,085,000 ($1,475,600)
	44,145
	94,080
	Dallas 27, Pittsburgh 17

	XXIX
	Jan 29 1995
	ABC
	41.3
	62
	$1,150,000 ($1,610,000)
	39,400
	83,420
	San Francisco 49, San Diego 26

	XXVIII
	Jan 30 1994
	NBC
	45.5
	66
	$900,000 ($1,296,000)
	42,860
	90,000
	Dallas 30, Buffalo 13

	XXVII
	Jan 31 1993
	NBC
	45.1
	66
	$850,000 ($1,258,000)
	41,990
	90,990
	Dallas 52, Buffalo 17

	XXVI
	Jan 26 1992
	CBS
	40.3
	61
	$850,000 ($1,292,000)
	37,120
	79,590
	Washington 37, Buffalo 24

	XXV
	Jan 27 1991
	ABC
	41.9
	63
	$800,000 ($1,256,000)
	39,010
	79,510
	New York Giants 20, Buffalo 19

	XXIV
	Jan 28 1990
	CBS
	39
	63
	$700,400 ($1,141,652)
	35,920
	73,852
	San Francisco 55, Denver 10

	XXIII
	Jan 22 1989
	NBC
	43.5
	68
	$675,000 ($1,161,000)
	39,320
	81,590
	San Francisco 20, Cincinnati 16

	XXII
	Jan 31 1988
	ABC
	41.9
	62
	$645,000 ($1,161,000)
	37,120
	80,140
	Washington 42, Denver 10

	XXI
	Jan 25 1987
	CBS
	45.8
	66
	$600,000 ($1,128,000)
	40,030
	87,190
	New York Giants 39, Denver 20

	XX
	Jan 26 1986
	NBC
	48.3
	70
	$550,000 ($1,072,500)
	41,490
	92,570
	Chicago 46, New England 10

	XIX
	Jan 20 1985
	ABC
	46.4
	63
	$525,000 ($1,039,500)
	39,390
	85,530
	San Francisco 38, Miami 16

	XVIII
	Jan 22 1984
	CBS
	46.4
	71
	$368,200 ($754,810)
	38,880
	77,620
	Los Angeles Raiders 38, Washington 9

	XVII
	Jan 30 1983
	NBC
	48.6
	69
	$400,000 ($856,000)
	40,480
	81,770
	Washington 27, Miami 17

	XVI
	Jan 24 1982
	CBS
	49.1
	73
	$324,300 ($716,703)
	40,020
	85,240
	San Francisco 26, Cincinnati 21

	XV
	Jan 25 1981
	NBC
	44.4
	63
	$275,000 ($646,250)
	34,540
	68,290
	Oakland 27, Philadelphia 10

	XIV
	Jan 20 1980
	CBS
	46.3
	67
	$222,000 ($574,980)
	35,330
	76,240
	Pittsburgh 31, Los Angeles Rams 19

	XIII
	Jan 21 1979
	NBC
	47.1
	74
	$185,000 ($543,900)
	35,090
	74,740
	Pittsburgh 35, Dallas 31

	XII
	Jan 15 1978
	CBS
	47.2
	67
	$162,300 ($530,721)
	34,410
	78,940
	Dallas 27, Denver 10

	XI
	Jan 09 1977
	NBC
	44.4
	73
	$125,000 ($440,000)
	31,610
	62,050
	Oakland 32, Minnesota 14

	X
	Jan 18 1976
	CBS
	42.3
	78
	$110,000 ($412,500)
	29,440
	57,710
	Pittsburgh 21, Dallas 17

	IX
	Jan 12 1975
	NBC
	42.4
	72
	$107,000 ($423,720)
	29,040
	56,050
	Pittsburgh 16, Minnesota 6

	VIII
	Jan 13 1974
	CBS
	41.6
	73
	$103,500 ($447,120)
	27,540
	51,700
	Miami 24, Minnesota 7

	VII
	Jan 14 1973
	NBC
	42.7
	72
	$88,100 ($422,880)
	27,670
	53,320
	Miami 14, Washington 7

	VI
	Jan 16 1972
	CBS
	44.2
	74
	$86,100 ($439,110)
	27,450
	56,640
	Dallas 24, Miami 3

	V
	Jan 17 1971
	NBC
	39.9
	75
	$72,500 ($381,350)
	23,980
	46,040
	Baltimore 16, Dallas 13

	IV
	Jan 11 1970
	CBS
	39.4
	69
	$78,200 ($429,318)
	23,050
	44,270
	Kansas City 23, Minnesota 7

	III
	Jan 12 1969
	NBC
	36
	70
	$55,000 ($319,550)
	20,520
	41,660
	New York Jets 16, Baltimore 7

	II
	Jan 14 1968
	CBS
	36.8
	68
	$54,500 ($334,085)
	20,610
	39,120
	Green Bay 33, Oakland 14

	I
	Jan 15 1967
	CBS
	22.6
	43
	$42,500 ($271,150)
	12,410
	26,750
	Green Bay 35, Kansas City 10

	I
	Jan 15 1967
	NBC
	18.5
	36
	$37,500 ($239,250)
	10,160
	24,430
	Green Bay 35, Kansas City 10


Notes:  Outcome compilation and inflation adjusted values by the author.  The first game was broadcast by both networks, which had separate AFL and NFL broadcast rights to the Super Bowl.
Source:  From data at www.tvbythenumbers.com, January 18, 2009.

Figure 3.2

Super Bowl XLIII Advertising by Product Category, 2009 Compared to 2008
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Source:  Author’s rendition based on tabled data at www.reuters.com, February 4, 2009.
Table 3-4

Super Bowl XLIII Advertisers and Amounts, 2009

	Company
	Minutes
	30-Secon Units
	Expenditure

	Pepsico
	5.5
	11
	$33 million

	Anheuser-Busch
	4.5
	9
	$27 million

	Coca Cola
	1.5
	3
	$9 million

	Paramount
	1.5
	3
	$9 million

	CareerBuilder.com
	1
	2
	$6 million

	Cars.com
	1
	2
	$6 million

	Disney/Pixar
	1
	2
	$6 million

	Frito-Lay
	1
	2
	$6 million

	Hulu.com
	1
	2
	$6 million

	Hyundai
	1
	2
	$6 million

	National Football League
	1
	2
	$6 million

	Sony
	1
	2
	$6 million

	Toyota
	1
	2
	$6 million

	Audi
	0.5
	1
	$3 million

	Bridgestone
	0.5
	1
	$3 million

	Cash4Gold
	0.5
	1
	$3 million

	Castrol
	0.5
	1
	$3 million

	Denny's
	0.5
	1
	$3 million

	DreamWorks/SoBe
	0.5
	1
	$3 million

	E-Trade.com
	0.5
	1
	$3 million

	General Electric
	0.5
	1
	$3 million

	GoDaddy.com
	0.5
	1
	$3 million

	H&R Block
	0.5
	1
	$3 million

	Kellogg's
	0.5
	1
	$3 million

	Monster.com
	0.5
	1
	$3 million

	Pedigree
	0.5
	1
	$3 million

	Sprint
	0.5
	1
	$3 million

	Taco Bell
	0.5
	1
	$3 million

	Teleflora
	0.5
	1
	$3 million

	Universal Orlando
	0.5
	1
	$3 million

	Universal Pictures
	unknown
	--
	--


Notes:  Minimums  known at the time for Coca Cola, DreamWorks/SoBe, E-Trade.com, and Paramount.
Source:  Expenditure calculated from data at www.adage.com, January 30, 2009, using 30 second price in Table 3.3.
Figure 3.3

The Sports Broadcasting Rights Market

 SHAPE  \* MERGEFORMAT 



Legend:  The sports broadcasting rights market performs two important functions.  It sends programming from teams and leagues to media providers and direct subscribers over the internet.  Network media providers, in turn, sell ad slots to advertisers and send sports programming through to cable and satellite providers.  The market then moves money from advertisers that pay slot fees to media providers, as well as rights fee and subscription money to teams and leagues.

Table 3-5

Network Advertising Revenues, 2003 ($Millions)</TTL>
	<COLH2></COLH2><COLHD>Network
	Sports Revenue 
	Nonsports Revenue 
	Total Ad Revenue 
	Sports Revenue % of Total</COLHD>

	<TB>CBS
	$1,435.6 ($1,665.3)
	$4,392.0 ($5,094.7)
	$5,827.6 ($6,760.0)
	24.6%

	ABC
	$1,330.2 ($1,543.0)
	$3,797.2 ($4,404.8)
	$5,127.4 ($5,947.8)
	25.9%

	FOX
	$1,176.2 ($1,364.4)
	$1,824.8 ($2,116.8)
	$3,001.0 ($3,481.2)
	39.2%

	ESPN
	$1,163.5 ($1,349.7)
	$0.0 ($0.0)
	$1,163.5 ($1,349.7)
	100.0%

	NBC
	$472.3 ($547.9)
	$5,103.7 ($5,920.3)
	$5,576.0 ($6,468.2)
	8.5%

	TNT
	$221.6 ($257.1)
	$508.5 ($589.9)
	$730.1 ($846.9)
	30.3%

	ESPN2
	$219.2 ($254.3)
	$0.0 ($0.0)
	$219.2 ($254.3)
	100.0%

	The Golf Channel
	$88.4 ($102.5)
	$0.0 ($0.0)
	$88.4 ($102.5)
	100.0%

	Speed Channel
	$62.9 ($73.0)
	$0.0 ($0.0)
	$62.9 ($73.0)
	100.0%

	USA
	$44.3 ($51.4)
	$522.7 ($606.3)
	$567.0 ($657.7)
	7.8%

	FX
	$43.5 ($50.5)
	$230.7 ($267.6)
	$274.2 ($318.1)
	15.9%

	TBS
	$34.4 ($39.9)
	$718.5 ($833.5)
	$752.9 ($873.4)
	4.6%

	Outdoor Life Network 
	$34.1 ($39.6)
	$16.3 ($18.9)
	$50.4 ($58.5)
	67.7%

	ESPN Classic
	$19.8 ($23.0)
	$0.0 ($0.0)
	$19.8 ($23.0)
	100.0%

	Galavision
	$19.6 ($22.7)
	$60.9 ($70.6)
	$80.5 ($93.4)
	24.3%

	Spike TV
	$14.1 ($16.4)
	$275.8 ($319.9)
	$289.9 ($336.3)
	4.9%

	MTV
	$7.5 ($8.7)
	$828.0 ($960.5)
	$835.5 ($969.2)
	0.9%

	CNBC
	$6.7 ($7.8)
	$416.2 ($482.8)
	$422.9 ($490.6)
	1.6%

	BET
	$4.7 ($5.5)
	$257.0 ($298.1)
	$261.7 ($303.6)
	1.8%

	Discovery Channel
	$4.2 ($4.9)
	$408.6 ()$474.0
	$412.8 ($478.8)
	1.0% 

	Pax
	$1.2 ($1.4)
	$161.0 ($186.8)
	$162.2 ($188.2)
	0.7%

	TLC
	$1.1 ($1.3)
	$347.9 ($403.6)
	$349.0 ($404.8)
	0.3%</TB>


<SRC><P><ITAL>Source:</ITAL> Adapted and excerpted from <ITAL>Sports Business Journal</ITAL>, May 3, 2004, p. 23.
Table 3-6

Super Bowl Advertising Results for 1991 and 1992 ($Millions)

	<COLHD>Firm/Product
	Sales 6 Weeks After Super Bowl 1/91 
	Sales 6 Weeks After Super Bowl 1/92 
	% Change 1991 to 1992</COLHD>

	<TB>Gillette Sensor
	$15 ($23.5)
	$17.8 ($27.0)
	18.7

	Advil
	$30.7 ($48.1)
	$35.4 ($53.8)
	15.3

	Kellogg’s Corn Flakes
	$27.7* ($43.4)
	$29.5 ($44.8)
	6.5

	Budweiser
	$136.9 ($214.3)
	$145.0 ($220.3)
	5.9

	Pepsi
	$296.6 ($464.3)
	$306.4 ($465.6)
	3.3

	Nuprin
	$7.6* ($11.9)
	$7.3 ($11.1)
	–4.8

	7-Up
	$59.3* ($92.8)
	$55.2 ($83.9)
	–6.8</TB>


<NOTE><P>*Did not advertise on televised Super Bowl.</P></NOTE>
<SRC><P><ITAL>Source:</ITAL> <ITAL>Wall Street Journal</ITAL>, January 26, 1993, pp. B1, B6.
Figure 3-4

The Advertising Game
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Legend:  Each firm starts at a revenue level of $15 million. Advertising costs $5 million. If one firm advertises and the other doesn’t, the advertising firm gains $7 million.  In the off-diagonal cells, the result is $15 million minus $7 million lost sales for the firm that doesn’t advertise and $15 million plus $7 million minus the $5 million ad cost for the firm that does.  If both advertise, no net change in sales occurs, but both firms fall to $10 million since they paid $5 million each for advertising (upper left diagonal cell).  If neither advertises, no change occurs (lower right diagonal cell).

Table 3-7

Recent Naming Rights

	<COLHD>Name
	City
	Years
	$Million per Year (2009)
	Expires
	# Events</COLHD>

	<TB>Phillips Arena
	Atlanta, GA
	20
	$11.3
	2019
	82

	FedEx Field
	Washington, DC
	27
	$9.6
	2025
	9

	American Airline Center
	Dallas, TX
	30
	$7.8
	2030
	95

	Staples Center
	Los Angeles, CA
	20
	$7.1
	2019
	136

	PSINet Stadium
	Baltimore, MD
	20
	$6.8
	2018
	8

	Gaylord Entertainment Center
	Nashville, TN
	20
	$10.0
	2018
	48

	Lowe’s Motor Speedway
	Concord, NC
	10
	$4.3
	2009
	16

	Pepsi Center
	Denver, CO
	20
	$4.2
	2019
	82

	Enron Field
	Houston, TX
	30
	$4.0
	2030
	83

	Raymond James Stadium
	Tampa, FL
	18
	$4.0
	2016
	32

	Xcel Energy Center
	St. Paul, MN
	25
	$3.7
	2024
	N/A

	Edison International Field
	Anaheim, CA
	20
	$3.2
	2018
	81

	National Car Rental Center
	Sunrise, FL
	10
	$3.2
	2008
	50

	Continental Airlines Arena
	East Rutherford, NJ
	12
	$3.2
	2008
	101

	Bank One Ballpark
	Phoenix, AZ
	30
	$2.8
	2028
	83

	MCI Center
	Washington, DC
	20
	$2.8
	2017
	116

	Fleet Center
	Boston, MA
	15
	$2.7
	2010
	82

	Comerica Park
	Detroit, MI
	30
	$2.6
	2030
	81

	American Airlines Arena
	Miami, FL
	20
	$2.6
	2019
	34

	Ericsson Stadium
	Charlotte, NC
	10
	$2.6
	2006
	8

	Pro Player Stadium
	Miami, FL
	10
	$2.6
	2006
	87

	Pacific Bell Park
	San Francisco, CA
	24
	$2.5
	2024
	81

	Miller Park
	Milwaukee, WI
	20
	$2.5
	2020
	78

	Conseco Fieldhouse
	Indianapolis, IN
	20
	$2.5
	2019
	53

	Safeco Field
	Seattle, WA
	20
	$2.5
	2019
	42

	PNC Park
	Pittsburgh, PA
	20
	$2.5
	2021
	80

	Adelphia Coliseum
	Nashville, TN
	15
	$2.5
	2013
	9

	TransWorld Dome
	St. Louis, MO
	20
	$2.5
	2015
	10</TB>


<NOTE><P><ITAL>Notes:</ITAL> Events are for 1999–2000. Values are in $2004 calculated based on the beginning year of the contract.</P></NOTE>
<SRC><P><ITAL>Source:</ITAL> Excerpted from <ITAL>Sports Business Journal</ITAL>, July 3, 2000, pp. 24–25.
Table 3-8 (Transposed from the text to fit)

All Media Revenues, 1990 through 2001

($2009 Millions)

	Year
	MLB
	NBA
	NFL
	NHL

	1990
	$1,092 
	$307 
	$1,263 
	$170 

	1991
	$1,120 
	$582 
	$1,403 
	$173 

	1992
	$1,079 
	$593 
	$1,516 
	$106 

	1993
	$1,137 
	$591 
	$1,698 
	$186 

	1994
	$460 
	$718 
	$1,540 
	$198 

	1995
	$718 
	$791 
	$1,771 
	$200 

	1996
	$949 
	$828 
	$1,818 
	$220 

	1997
	
	
	$1,842 
	

	1998
	
	
	$2,641 
	

	1999
	
	
	$2,706 
	

	2000
	$1,167 
	
	
	

	2001
	$1,546 
	
	
	

	Growth Rate
	3%
	18%
	9%
	4%


Sources: forbes.com for MLB 2000, Selig Report for MLB 2001, LA Times for NFL 1995–1999. The rest are from Fort and Quirk (1999). All calculations by the author.

Table 3-9

Most Recent National Contract Deals

	<COLHD>League
	Duration
	Buyer
	Property Purchased
	Amount ($)</COLHD>

	<TB>NFL
	2006-2014
	ESPN
	Monday Night Football
	$8.8 billion

	
	2005-2011
	FOX
	NFC Sunday, Super Bowls
	$4.3 billion

	
	2005-2011
	CBS
	AFC Sunday, Super Bowls
	$3.7 billion

	
	
	
	
	Total: $16.8 billion ($18.3 billion)

	NBA
	2007-08 to 2015-16
	TNT and ABC/ESPN
	
	Total:  $7.4 billion ($7.6 billion)

	MLB
	2007-2014
	FOX
	Postseason/All-Star Game; Saturdays
	$2.1 billion

	
	
	ESPN
	Regular Season
	$2.5 billion

	
	
	TNT
	Post-season selection
	$900 million

	
	
	
	
	Total: $5.5 billion ($5.7 billion)</TB>

	NHL
	2008-2011
	VERSUS
	Regular season
	$72.5 million ($71.8 million)

	
	
	NBC
	No fee, revenue sharing
	Unknown

	
	
	
	
	Total:  Unknown


Notes:  2009 dollar values in parentheses are calculated from the earliest contract year listed.

<SRC><P>Source: <URL>Gleaned   Gleaned by the author from various media sources.
Table 3-10

All Media Revenues and Player Costs, MLB, 2001

($Millions)

	Team
	Local Media
	National Media
	Media Total
	Player Costs
	Media Total:Player Costs

	Minnesota 
	$7.3
	$24.4
	$31.7
	$30.5
	1.04

	Florida 
	$15.4
	$24.4
	$39.8
	$42.1
	0.94

	Philadelphia 
	$18.9
	$24.4
	$43.3
	$49.4
	0.88

	Chic. White Sox 
	$30.1
	$24.4
	$54.5
	$66.7
	0.82

	San Diego 
	$12.4
	$24.4
	$36.8
	$46.1
	0.80

	Oakland 
	$9.5
	$24.4
	$33.9
	$43.8
	0.77

	Detroit 
	$19.1
	$24.4
	$43.5
	$57.2
	0.76

	Seattle 
	$37.9
	$24.4
	$62.3
	$83.9
	0.74

	Kansas City 
	$6.5
	$24.4
	$30.9
	$42.7
	0.72

	N.Y. Mets 
	$46.3
	$24.4
	$70.7
	$99.1
	0.71

	Cincinnati 
	$7.9
	$24.4
	$32.3
	$45.4
	0.71

	N.Y. Yankees 
	$56.8
	$24.4
	$81.2
	$117.9
	0.69

	Anaheim 
	$10.9
	$24.4
	$35.3
	$52.2
	0.68

	Montreal 
	$0.5
	$24.4
	$24.9
	$37.7
	0.66

	Pittsburgh 
	$9.1
	$24.4
	$33.5
	$53.2
	0.63

	Chic. Cubs 
	$23.6
	$24.4
	$48.0
	$78.1
	0.61

	Colorado 
	$18.2
	$24.4
	$42.6
	$70.0
	0.61

	Milwaukee 
	$5.9
	$24.4
	$30.3
	$51.2
	0.59

	Tampa Bay 
	$15.5
	$18.3
	$33.8
	$57.0
	0.59

	San Francisco 
	$17.2
	$24.4
	$41.6
	$72.2
	0.58

	Baltimore 
	$21.0
	$24.4
	$45.4
	$79.8
	0.57

	Texas 
	$25.3
	$24.4
	$49.7
	$92.8
	0.54

	Houston 
	$13.7
	$24.4
	$38.1
	$71.6
	0.53

	Boston 
	$33.4
	$24.4
	$57.8
	$118.5
	0.49

	Toronto 
	$14.5
	$24.4
	$38.9
	$83.8
	0.46

	St. Louis 
	$11.9
	$24.4
	$36.3
	$80.1
	0.45

	Los Angeles 
	$27.3
	$24.4
	$51.7
	$116.1
	0.45

	Atlanta 
	$20.0
	$24.4
	$44.4
	$99.7
	0.45

	Cleveland 
	$21.1
	$24.4
	$45.5
	$102.5
	0.44

	Arizona 
	$14.2
	$18.5
	$32.7
	$99.4
	0.33

	Consolidation 
	$571.1
	$720.0
	$1,291.1
	$2,140.7
	0.60


<NOTE><P><ITAL>Notes</ITAL>: Local media includes OTA, cable, and radio.  National media is the national TV contract but also likely includes some MLB properties revenues.  Player costs include player compensation for the 40-man roster costs and termination pay, plus contributions to the player benefits plan.</P></NOTE>
<SRC><P><ITAL>Source</ITAL>: Selig Report, 2001.
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