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Objectives

 Explain the concept 
of pricing in sport/
event marketing.

 Identify factors  
affecting pricing  
in sport/event  
marketing.

Let’s be honest—you probably consider pricing to be 
the “boring” element of the marketing mix. What could 
be challenging or important about deciding to charge 
$29.99 for a baseball bat and slapping a price tag on it? 
Wouldn’t you rather design a new baseball bat or come  
up with a catchy advertising campaign? 

You might not realize it, but pricing is the most critical  
element of the marketing mix for marketers and the most  
visible element of the marketing mix for customers. 
Price communicates to customers even more than adver- 
tising does. And unlike advertising campaigns, which can 

Value
Pricing is a complex marketing function that is 
influenced by a number of factors. But at its core, 
pricing is the process of stating the value of a 
product. So how do sport/event marketers deter-
mine that value? 

First of all, it’s important to understand that value is subjective. The same product can  
have varying values to different people. For example, Matt is wild about the Oakland Raiders.  
He doesn’t mind spending $150 for a ticket to a Raiders game because he believes it’s  
worth it. Matt’s girlfriend Maria says she would never pay that much to go to a football game. 
But last week she dropped $75 for a ticket to see Destiny’s Child in concert. Matt wouldn’t 
even spend $5 for that. So how much is the football ticket really worth? And how much  
is the concert ticket really worth? These are the questions sport/event marketers must constantly 
answer when determining price.

The reason that value is unique to each  
individual customer is that the benefits of 
purchasing the product are based on that 
individual’s perception. Perceived bene- 
fits are both tangible and intangible. For 

instance, you might want to buy a certain  
golf bag because you like its color, and it is  

the perfect size for you to carry. Those are tangible 
benefits. You might also want the golf bag because  
it will allow you to get exercise on the course and 
spend time with your friends. Those are intangible 
benefits. There are many different elements of value 
that contribute to a person’s perception of the benefits 
and worth of a particular product. Sport/Event marketers 
must consider this carefully when determining price.

$150.00  
for football  

tickets?

Pricing is an important part of marketing  
because your customers are always  
concerned with price—they want to  
get the “most” for their money. That 
“most” could be quality. It could be  
quantity. Or, it could be some com- 
bination of the two. As a sport/event  
marketer, you have to set prices that  

meet your customers’ expectations.  
But you don’t operate in a vacuum. Many 
factors influence pricing. Do you know 

how you would determine your  
sport/event product’s prices if:

 • Your play moves to a brand-new 
theater on Broadway, and the  
cost of your rent increases?

 • You sell skis and snow boots,  
and it’s the middle of July?

 • You own a golf course and want 
children to learn to love the sport?

 • A competing craft fair is offering  
holiday crafts at two-thirds the 
price of yours?

Read on to find out more about  
pricing the sport/event product and  
what factors you need to consider  
when setting prices to meet your  

customers’ expectations.

take weeks or months to alter,  
price can be changed instantly.  
To customers, price is always  
a top concern. 

The Basics of Pricing  
the Sport/Event Product
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The sport/event product

Before we go any further, let’s take a moment to consider the different 
types of products that sport/event marketers must price. Here are 
just a few:

 • Tickets
 • Concessions
 • Equipment (sale and rental)
 • Souvenirs
 • Clothing (sport apparel and licensed merchandise)
 • Media (magazines, pay-per-view events, etc.)
 • Memberships (health clubs, golf courses, etc.)

Pricing a sport/event product is similar to pricing any type of 
product, with a few exceptions. The widespread popularity of sports 
(particularly professional sports) and entertainment has created an 
extremely high demand for sport/event products. This great demand, 
combined with other factors such as rising salaries for stars, has 
pushed ticket prices for sports and events sky-high in recent years. 

Another unique aspect of pricing a sport/event product is the con-
cept of “total cost.” Marketers must keep in mind that the total cost 
of attending an event is much more than just the price of the ticket. 
Many times, the total cost includes elements that are not under  
the marketers’ control, such as gas, parking, and lodging. 
Customers tend to link total cost with their overall perception  
of the value of the sport/event product itself.

Pricing objectives
When pricing their products, sport/event marketers must keep in  
mind exactly what they are trying to achieve. Before determining 
price, they must ask themselves, “What result can the organization 
expect to achieve because of this price?” Objectives are important 
because different pricing objectives will call for different pricing strat-
egies. Pricing objectives need to line up with all other marketing 
objectives, which in turn should line up with the overall objectives 
and mission of the entire sport/event organization. 

Some pricing objectives focus on what the company is trying to 
achieve for itself. It may be trying to enhance its image, make up for 
climbing manufacturing costs, or create profits. In some cases, 
an organization simply wants to survive. For example, a nonprofit 
organization such as the YMCA prices its gym memberships with the 
simple objective of making enough money to keep the gym open 
and running.

Other pricing objectives focus on the customer. The organization 
may be trying to reach a specific target market or achieve a price that  
customers will feel is “fair.” Sometimes organizations set prices that  
will encourage maximum participation in an event. Let’s say, for in- 
stance, that the city of Sportsville is having its first annual marathon.  
City officials want as many people as possible to run in the marathon, 
so they set the entry fee at $50, about half the fee of other marathons. 
They would rather have 500 participants at $50 each than 300 parti-  
cipants at $100 each.   

Beginning in the early 1990s, an industry newsletter called 
Team Marketing Report has published the “Fan Cost Index” 
(FCI) for every major league team. The FCI includes the prices 
for the following:

 • Four “average-price” tickets
 • Two small beers
 • Four small soft drinks
 • Four hot dogs

 • Parking for one car
 • Two game programs
 • Two adult-size caps

The FCI allows fans to better assess  
the “total cost” involved with attending  
a game with their families.
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Competition sometimes becomes the focus of pricing objectives, as well. At times, 
organizations will set objectives to attract customers by offering the lowest prices 
in the market. At other times, organizations will set objectives to offer the highest 

 1. Why is pricing the most critical element of the  
marketing mix?

 2. Explain why value is subjective.

 3. List at least four types of products that sport/event  
marketers must price.

 4. How is pricing the sport/event product different from  
pricing other products?

 5. Why are pricing objectives important?

 6. List three different areas on which pricing objectives   
may focus.

PSLs
(Personal Seat Licenses)

Customer-focused  
pricing goal: An entry fee 
priced at $50 instead of 
$100 encourages maxi-
mum participation in an 

event such as a marathon.	

- 

prices in the market so their 
product will be perceived as a 
high-quality, “luxury” item. But 
most of the time, organizations  
try to meet the prices of their 
competitors and stabilize the 
market for their product. That’s 
why most leather footballs cost 
around $70, no matter what 
company makes them. 

Summary
Pricing is the most critical ele- 
ment of the marketing mix for 
marketers and the most visible 
element of the marketing mix for  
customers. Pricing is the process  
of stating the value of a product. 
Value is subjective. The same 
product can have varying values 
to different people because of 
their perceptions of the benefits. 
Pricing sport/event products is  
unique because of high demand and “total cost.” Pricing objectives are important 
because different pricing objectives will call for different pricing strategies. Pricing 
objectives might focus on the company, the customers, or the competition.

A new method of pricing sport/event tickets 
has many fans hopping mad. It’s called a per- 
sonal seat license, or a PSL. Many professional 
sport teams, especially those with new or newly 
renovated stadiums, are now requiring fans to 
purchase PSLs before they can purchase season 
tickets. The PSL gives the fan the “right” to buy  
those tickets. PSLs usually cost a couple thou-
sand dollars, with some for premium seats 
costing up to $25,000 or even more. 

Teams are using PSLs to finance their new 
stadiums or renovations. They justify doing  
so by claiming that PSLs are an “investment 
opportunity” for fans. Fans who purchase PSLs 
own them for their lifetime. They can use them 
to buy season tickets for themselves or to make 
a profit by either selling them later or leasing 
them to other fans who want to buy the tickets. 

Many people argue that PSLs are a way of 
charging fans twice for the exact same thing. 
They claim that in any other form of business, 
this practice would be considered extortion and  
would be against the law. Yet, the demand for 
major league season tickets is so great that 
teams have been successful at requiring PSLs 
and have no incentive to quit doing so. What 
do you think?
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Pricing is a multifaceted marketing function that is influenced by a  
great number of variables. We can break these variables down into  
four main groups: company, environment, customer, and competition. 

Company
Marketing Mix Elements
Sport/Event marketers must take all of the marketing mix elements into con- 
sideration when pricing their products. All of the elements must be consistent 
with each other and work together for a common marketing goal. Take a look at 
the effects the three other marketing mix elements have on determining price.

 •  Distribution—The distribution of a product plays a large role in pricing.  
In the traditional channel of distribution (manufacturer to wholesaler to  
retailer to customer), price must cover the various costs of each channel mem- 
ber. That’s why prices are typically lower in a nontraditional channel of distribu-
tion. For instance, fishing rods and reels are less expensive when ordered 
over the Internet because customers are able to purchase them directly from the 
manufacturer or wholesaler. Retailers have a major impact on the final 
price of a sport/event product because they control the final markup.

  There are two other distri-
bution factors that sport/event 
marketers must keep in mind 
as well—customers will pay 
more for better facilities, and 
customers will pay more for 
convenience. Take health club 
memberships, for example. 
The YMCA may be the least 
expensive option, but many times customers are willing to pay more 
for newer exercise equipment, a bigger pool, and locker rooms with 
tanning beds. And, if given a choice between two comparable health clubs, 
customers will probably pay slightly more to join the one that’s closer 
to their home or office. 

 • Product—It goes without saying that the product itself greatly  
influences its own price. The biggest way that product affects 
pricing is its quality. Price will go up or down depending on 
the quality of the product and the perceived quality of the 
product in customers’ minds. The product’s life cycle also affects 
pricing. During the introductory phase, the price may be low 
or high, and then it may be deeply discounted at the end. 
Think of sporting goods that are being discontinued appearing 
on the clearance rack.

 • Promotion—Overall, price influences promotion more than  
the other way around. But there are a few small ways that pro- 
motion affects price. For instance, if a sport/event organization 
wants to promote its product as being either better quality 
or lower priced than its competitors, the price will have to 
reflect that promotion decision. Also, some sales promotions 
include discounts, coupons, or rebates. Pricing must adjust 
to these variables as well. 

CA Fly Tying Kit— Steelhead & Salmon $�9.�9

We offer the  
highest quality gear  
at the lowest prices. 

Give us a try!

Customers 
may be  

willing to  
pay more  
for newer  
exercise  

equipment, 
bigger pool, 
and locker 
rooms with  

tanning beds.

Factors That Affect Pricing 
the Sport/Event Product
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Costs

 Market 
demand for 
Super Bowl 
tickets will 
always be 

high, even if 
the cost  

per ticket 
increases 

considerably.

An elastic demand means that small price 
changes have a big impact on product sales. What 
if Nike reduced the prices of all its running shoes 
by 10 percent? Most likely, the company would 

Small price  
changes have

Big Impact.

A 10% price reduction  
might result in a significant  
increase in Nike shoe sales.

A 10% price increase  
might cause many consumers  

to consider other brands.    

A unitary demand means that changes in price 
create proportionate changes in product sales. A small 
decrease in price would create a small increase in sales.  
For instance, a game program might go from $3 down to 
$2.75 and sell a few dozen more copies per game. Or 
a large increase in price would create a large decrease 
in sales. If a pay-per-view boxing match went up by 
$200, many customers would no longer pay to watch 
the fight.   

Estimating market demand is a huge responsibility 
for sport/event marketers involved with pricing. They 
must learn to understand the many factors that affect 
demand and price elasticity, including:

 • The economy
 • Competitors’ prices
 • Customers’ price expectations
 • Customers’ income
 • Customers’ tastes and preferences
 • Customers’ time frames for purchase
 • The quality and specialization of the product
 • The availability of substitute products

Changes in market demand lead sport/event marketers 
to make changes in their pricing strategies.

Legal Issues
The law also influences pricing the 
sport/event product. Here are a few 
regulations that sport/event market-
ers must keep in mind:

 • The Sherman Antitrust Act— 
This law makes “price fixing” illegal. 
Companies cannot get together and “fix”  
certain prices for a product—that would be a 
restraint of competition in the marketplace. The 
Sherman Act also outlaws “predatory pricing,” 
a pricing strategy used to undercut competitors 
and drive them out of the market. 

 • The Consumer Goods Pricing Act— 
This law establishes a balance in power between 
manufacturers, wholesalers, and retailers. It gives 
retailers the right to establish a product’s final price.

 • The Clayton Act and The Robinson- 
Patman Act—These laws make using price  
to discriminate against certain groups illegal.

 • The Wheeler-Lea Act—This law ensures 
that customers won’t be deceived by pricing 
practices.

Costs
Costs are the expenses involved with manufacturing, promoting, and distributing the 
sport/event product. Costs affect pricing because the price of the product must at least 
cover costs in order for the organization to survive. Total costs are the sum of fixed costs 
and variable costs. Fixed costs are the expenses that stay the same no matter how 
much of the product is being produced. These costs include expenses such as rent, equip- 
ment, salaries, and maintenance. Variable costs are the expenses that change along 
with the amount of production. These costs include expenses such as materials, pack-
aging, and advertising. 

Environment
Market Demand
One of the most crucial factors in pricing the sport/event product is market demand. 
Market demand is the amount of the product that customers are willing to purchase 
at a certain price. As a general rule, customers are more likely to buy products at lower 
prices rather than higher ones. 

To better understand the concept of market demand, it’s important to understand 
another concept, known as price elasticity. Price elasticity is a measure of how 
sensitive customers are to changes in price. It gauges the relationship between market 
demand and pricing. 

An inelastic demand 
means that price changes 
have little to no impact on  
product sales. For example,  
let’s say the price of Super 
Bowl tickets increases by 
$75 per ticket this year. 
Will the demand for tickets 
change? Not likely! A hall-
mark event such as the 
Super Bowl will always sell 
out, no matter how much 
tickets cost. This event is  
a product with an inelastic 
demand.

experience a significant increase in shoe sales. On the other hand, Nike could 
increase prices by the same amount. Although many customers would still buy 
Nike running shoes, the price increase would cause other customers to consider 
getting Reebok or Adidas shoes. The small price increase could create a major 
slump in Nike’s sales. 
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Technology
Technology is another factor that affects pricing. The more technologically advanced  
a product is, the higher its price usually is. Customers expect to pay more for a basket-

ball hoop with an electronic scoreboard than for one without 
it. Technology can make prices lower at times as well. Think 
back to the example of fishing rods and reels purchased 

over the Internet. The technology of the  
World Wide Web allows customers 
to skip retailers and buy sport/event 
products at whole-sale prices. Auc-
tion sites also give customers a 
chance to buy new or used items 
at lower prices. 

Customer
Market Segmentation
Sport/Event marketers usually want to focus their efforts on a specific group of customers. 
To do so, they must look at the market in terms of market segments, or groups of 
people who share common characteristics. The chosen market segment is known as the 
target market.

Sometimes target markets are segments of people who share the same demographic 
characteristics. Demographics are variables such as age, ethnicity, gender, religion, 
family size, education, income, or occupation. A youth hockey program is going to be  
marketed to a segment defined by the demographic of age.

At other times, target markets are simply people who live in the same geographic  
area. Geographic segmentation can cover an area as big as the western United States or 
as small as the northeast side of Hartford, Connecticut. Sport/Event marketers know that 
customers are loyal to the region where they live when it comes to purchasing sport/
event products. That’s why marketers for the Boston Celtics concentrate on New England 
instead of the entire country.  

Another way that sport/event marketers can group 
customers together is by their psychographic char- 
acteristics. Psychographics are harder to measure than 
demographics or geographics because they are a meas-
ure of characteristics such as customers’ needs, motives, 
lifestyle choices, perceptions, attitudes, opinions, and 
interests. If event marketers want to sell tickets to a bene- 
fit concert supporting a political candidate, they will 
target the market segment whose attitudes and opinions 
support that candidate’s platform. 

So how does market segmentation affect pricing?  
Several different pricing strategies exist that allow sport/ 
event marketers to price their products according to 
their target market. Although price discrimination is 
illegal, charging different prices to different people is 
acceptable if the product is a service instead of a good 
and if the practice doesn’t restrict competition in the 
marketplace. For example, at college football games, 
tickets are priced lower for students and faculty members.  
Swimming lessons may be less expensive for three-
year-olds than for twelve-year-olds. Golfers who like 
to play at 7:00 a.m. on Tuesdays will likely be charged 
less than golfers who prefer noon on Sundays. 

Smoothing
Another important consideration for sport/event marketers 
in pricing is smoothing. Smoothing is very similar to  
market segmentation, but it groups the product into 
different segments for customers, rather than grouping 
the customers into different segments for the product. 
Most marketers can divide their products by either time 
or place.

Needs  
and wants

Lifestyle 
choices

Perceptions

Attitudes  
and opinions

Interests
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Time smoothing usually involves determining “prime times” and “nonprime times” 
for services. Take a health club, for instance. The yoga classes that are offered in the 
evenings and on weekends fill up quickly. But during the morn-
ings and afternoons, the yoga studio stands empty. Rather 
than make no money during those nonprime hours,  
the club’s marketers offer classes at half price. 
This arrangement offers savings to 
customers who can attend day-time 
classes and also creates some 
revenue for the club.

Place smoothing occurs 
mostly at sport/event venues. 
Marketers divide the stadium or 
arena into “sections” and price 
them accordingly. Everyone 
knows that the closer to the action, the more expensive the ticket is. Upper level, “cheap 
seats” allow customers without a lot of money to spend to attend games and events as well. 

Competition
Competition strongly influences the pricing decisions of sport/event marketers. There 
are two types of competition: nonprice and price. In nonprice competition, sport/event 
organizations try to create a unique product through design, packaging, distribution,  
or promotion. Then, they charge higher prices than competitors, hoping that customers  
will perceive their product as having higher quality and value. In price competition, 
sport/event organizations try to create sales by simply offering lower prices than their 
competitors. 

Sport/Event products are usually priced according to a penetration strategy or a 
skimming strategy. Penetration pricing refers to setting prices lower than the competition. 
Marketers mainly use it to introduce a new product or to gain a greater share of the mar-
ket. Price skimming refers to setting prices higher than the competition. Marketers use it 
to keep other competitors from entering the market or to promote a prestigious image 
of their product. Think of high-priced country club memberships. Sport/Event marketers 
must pay close attention to the pricing strategies of the competition when making pricing 
decisions themselves.  

Summary
Pricing is a multifaceted marketing function that is  
influenced by a great number of variables. Factors  
that affect pricing the sport/event product include the 
other marketing mix elements, costs, market demand,  
the law, technology, market segmentation, smoothing,  
and competition. 

 1. How do the other marketing mix  
elements affect pricing?

 2. How do costs affect pricing?

 3. Explain the difference between  
fixed and variable costs.

 4. What is market demand?

 5. Explain price elasticity.

 6. List at least two laws that govern 
pricing decisions. 

 7. How does technology affect pricing?

 8. Explain the ways that sport/event 
marketers divide customers into 
target markets.

 9. What is smoothing?

 10. Explain the two strategies that  
sport/event marketers use in  
price competition. 

List at least five factors that influence the price of a sport/event product. Then, choose a sport/event product that you would 
be interested in purchasing—a ticket, a club membership, a piece of equipment, a magazine, an article of clothing, etc.  
For each factor you listed, write a sentence or two describing how that factor influences the price of the product you chose. 
For example, if you chose ballet slippers and market demand, you might say that if the market demand for ballet slippers 
increases, the price of ballet slippers will go up. 


