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Introduction

On November 15, 2022, tickets for mega-popstar Tay-
lor Swift’s long awaited 2023 US tour were released for
early bird pre-sale on Ticketmaster, the online and de facto
monopoly concert ticket platform.'? Due to various factors,
the release was a disaster and a huge PR fiasco for both Tick-
etmaster and Taylor Swift. At the core of the issue was the
fact that demand for Taylor Swift tickets was extremely high
and Ticketmaster’s servers could not handle the volume.
According to Ticketmaster, their online platform received
3.5 billion requests, reportedly four times larger than any
previous peak sales event.’ The platform overload hap-
pened despite mechanisms to actively manage the volume
of requests, such as having potential buyers required to be
pre-approved as “Verified Fans” in order to participate in
the pre-sale event.

The Taylor Swift debacle was not the only PR backlash
for Ticketmaster in 2022. Earlier in the summer, in conjunc-
tion with sales for another mega-star’s much awaited 2023
US concert tour, namely Bruce Springsteen, Ticketmas-
ter, and said rock-star, received much negative press when
the platform’s dynamic pricing algorithm allegedly made
ticket prices soar tenfold.*> While well sought-after tickets
notoriously exhibit surge pricing in secondary markets, in
particular from scalpers, the resentment from Springsteen-
fans arose because surge pricing was applied to the primary
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market for face value tickets. Ticketmaster defended their
dynamic pricing as a form of demand-based market pricing
akin to similar practices in the airline and hotel industry.®

While the two above examples made headlines and fueled
an already heated debate about concert tickets and Tick-
etmaster’s market dominance, they are not typical for the
entertainment industry as a whole. Few bands, musical art-
ists, theater acts, etc. have the star power coupled with a
fan-base willing to purchase tickets in numbers that exceed
venue capacity by multiple orders of magnitude. The same
applies to the sporting and arts industries. For blockbuster
artists, sport teams, and art exhibitions, ticket sales and pric-
ing issues appear predominantly solvable by logistics and
communication. However, for the vast majority of organi-
zations that operate in the non-traditional space of sports,
live entertainment, and arts, there is an opportunity to apply
standard revenue management approaches, both on the sup-
ply side via capacity controls and on the demand side via
pricing.

Motivation for the special issue

Professional sporting events and leagues, and other forms of
live entertainment, including theaters, musicals, concerts,
and shows, are multi-billion dollar industries. To illustrate,
the professional NHL Las Vegas Knights, in their inaugural
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2017-2018 season, alone generated over $100 M in total
ticket sales,” while the mega-blockbuster Broadway musical
Hamilton generated over $160 M in total revenue in 2018, in
a single venue seating only 1319.% It should be noted though,
that the two examples do not reflect industry averages but
rather the upper right tail of the revenue distribution. In
fact, many sport and live entertainment venues face much
tighter finances and often rely on public funding and private
donations.

However, regardless of the financial prospects, given the
natural attributes of sports, live entertainment, and arts, they
all provide immediate and promising applications of rev-
enue management (RM). First of all, they all exhibit several
important RM features, such as a fixed supply of perishable
inventory/capacity, high fixed cost, demand uncertainty,
and customer valuation heterogeneity. There are a couple
of fundamental differences though to the traditional RM
industries like airline, hospitality, and car rental. For one,
group dynamics is vastly more important in sports and live
entertainment. Sale of single seats is rare as most individuals
attend these type of events as part of a group. Thus, fore-
casting and capacity management become more complex
and statistically convoluted. Second, for some customers of
a team or show, i.e,. fans, there is no strong substitute for
their desired event. Unlike in, say, the airline industry where
a given route not only has several competing flights, but cus-
tomers also have strong substitute options such as driving,
or taking a bus or train, for a given game/concert/show there
are only two options: buy the ticket (and enjoy the live expe-
rience) or don’t buy (and perhaps settle for a weak substitute,
such as purchasing later a recording of the show, if avail-
able). Consequently, the market forces dictating demand are
different. Third, in sports and live entertainment the physical
layout of the venue enables intrinsic value differences and
thus results in natural “fences”, as opposed to the traditional
RM industries which have to construct virtual “fences” to
separate customers based on budget or willingness-to-pay.
These intrinsic value differences between seat locations have
been leveraged through pricing-based RM applications such
as variable and dynamic pricing; for applications and over-
view within professional sports, see Arslan et al. (2022),
Mctaggart (2012), Veeraraghavan and Vaidyanathan (2012),
and Huefner (2017). Within live entertainment, the collo-
quial term “scaling the house” is used to describe how seats
are priced differently based on location, e.g. seats front and
center are more expensive compared to seats at the back and
sides (Phumchusri and Swann 2014).

7 https://www.statista.com/statistics/764241/nhl-gate-receipts-ticke
ting-revenue-by-team/.

8 https://www.broadwayworld.com/grossesshow.cfm?show=HAMIL
TON&year=2018.
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On the other hand, beyond pricing, rather surprisingly
there has been very little RM development within sports
and live entertainment. In particular, the literature on
quantity-based Revenue Management appears to be scarce.
This is despite the tremendous technology advancement
enabling automated online and mobile ticket sales, which
provides practical levers for capacity control, and the estab-
lished value delivered in the traditional RM industries. For
example, extant studies suggest that the implementation of
RM techniques can improve revenues substantially, with
increases from 3 to 9% in a variety of industries: hotels
(Abrate et al. 2019; Metters et al. 2008; Pekgtin et al. 2013),
airlines (Cross 1997; Skugge 2004), cruise lines (Beck et al.
2021), retirement housing (Kuyumcu et al. 2018), manufac-
turing (Hintsches et al. 2010; Zatta & Kolisch 2014), and ski
resorts (Malasevska et al. 2020).

Content of the special issue

The purpose of this special issue is to stimulate, advance and
broaden the theoretical, empirical, and case study analysis of
Revenue Management within sports, live entertainment and
arts. We considered arts more broadly to include visual and
auditory exhibitions, and not just limited to the performing
arts. We hope that the publication of this special issue will
provide further impetus for new business-solutions regard-
ing pricing, forecasting, and capacity management in these
historically non-traditional domains.

The special issue consists of four interesting, engag-
ing, and diverse articles. In the first article, Airline revenue
management around sporting mega-events: an application
using data from the Super Bowl XLIX, the authors present an
empirical analysis of the demand shocks created by regional
sports team success in advancing through elimination style
conferences. Using a case-based analysis of the 2015 Ameri-
can football championship Super Bowl, the authors quan-
tify the impact on air fare and bookings due to the resolved
uncertainty of regional teams that progress or fail to progress
during the playoff.

The second article, Pricing practices of football and bas-
ketball clubs in Italy, provides a survey-based analysis on the
prevalence of revenue management and pricing strategies in
the top professional basketball and football leagues in Italy.
While the authors find a general positive sentiment regard-
ing RM, there are differences between the two leagues in the
adoption of more sophisticated pricing. Overall, the football
league teams are much more susceptible to various forms of
variable pricing and RM, while the basketball league teams
still rely heavily on fixed pricing strategies.

In the third article, Revenue Implications of Celebrities on
Broadway Theater, the authors present an empirical analysis
regarding the revenue impact of casting various celebrities,
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including those that may not necessarily have talent or expe-
rience in live theatre and musical performance. Utilizing
the Internet Movie Data Base’s (IMDB.com) proprietary
STARMeter metric to define celebrities, they conduct a
fixed effect regression analysis on weekly revenue by con-
trolling for weeks with and without a celebrity in the cast.
The authors find that casting a celebrity results in an average
weekly revenue boost on the order of $250,000.

Finally, the fourth article, The Future of Sports Ticketing:
Technologies, Data, and New Strategies, provides an over-
view of the primary and secondary sports ticket markets, and
a discussion of how the evolving technologies may enable
sports teams and venues to utilize and leverage different
pricing strategies. In addition, the authors highlight some
open and promising research areas.

In addition to the four articles, this special issue also
includes a review of a timely book, Sales and Revenue Gen-
eration in Sport Business by Shonk and Weiner (published
by Human Kinetics, 2021).

We hope that you will find the articles in this special
issue interesting, stimulating, and a source of inspiration for
engaging in both empirical and theoretical RM research in
the area of sports, live entertainment, and the arts.
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