


Introduction

ÅThe ABC Coalition was initiated in September of 2008 
at the request of St. Petersburg Mayor, Rick Baker.

ÅThe purpose is to serve as a communitywide effort to 
ensure that Major League Baseball is vital, viable and 
successful long-term in the Tampa Bay region. 

ÅThe Coalition approached this task with no 
preconceived notions, pledging to consider all options 
that might help to ensure this outcome.
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Challenges for Major League 
Baseball in Tampa Bay

ÅThe franchise must generate sufficient revenue to 
make their continuing presence in Tampa Bay viable. 

ÅA number of critical factors come into play:
ïA market area of sufficient size
ïA competitive team
ïCorporate support in the form of season tickets, luxury boxes, 

sponsorships, etc.
ï Fan support as evidenced by attendance, season ticket sales, 

television/radio audiences, merchandise sales, etc.
ïAn optimum stadium location with respect to residential 

population, businesses and transportation
ïA stadium-facility design that provides the necessary features and 

amenities to make the fan experience attractive, as well as 
opportunities for corporate support
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¢ƘŜ /ƻŀƭƛǘƛƻƴΩǎ aƛǎǎƛƻƴ

Å¢ƘŜ /ƻŀƭƛǘƛƻƴΩǎ Ƴƛǎǎƛƻƴ ǿŀǎ ŘƛǾƛŘŜŘ ƛƴǘƻ ǎŜǾŜǊŀƭ 
interrelated topics. Subcommittees were formed to 
examine each topic:

ïTropicana Field Options

ïStadium Design and Development

ïStadium Finance

ïEconomic Impact

ïStadium Options Group Data Research and Realities

ïFan Support and Corporate Support

4



Tropicana Field Analysis

ÅA review prepared by Populous (formerly HOK Sport) 
ƛŘŜƴǘƛŦƛŜŘ ŀ ƴǳƳōŜǊ ƻŦ ŎƘŀƭƭŜƴƎŜǎ ǘƻ ǘƘŜ ǘŜŀƳΩǎ 
revenue-generating capacity at Tropicana Field. Among 
them: 

ïA complex pattern of movement creating fan confusion 
while limiting the potential for fan amenities

ïCompromised views from many seats, including premium 
club and suite spaces

ïPoor orientation of seats to the field of play

ïRoof catwalks that interfere with play

ïThe pervasive lack of natural light 
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Tropicana Field Analysis

ÅThere are a number of missing features that, over 
time, have become standards in new ballpark design. 
Among them: 
ïOpen concourses
ïLarger, more comfortable seating
ïClub lounges with field views and large suites with ample 

seating
ïAn attractive, naturally-lit and ventilated environment
ïA retractable roof and natural grass playing field
ïFan-friendly site amenities, and other features 

contributing to a more economic and energy-efficient 
operation

6



Tropicana Field 
Conclusions

Å Tropicana Field is nearing the end of its economically useful 
life. 

Å ABC determined that renovating Tropicana Field, with all 
factors in mind, was both costly and inadvisable.

ïSpecifically, such a renovation would cost between $200 
million and $475 million, require temporary team (and game) 
relocation, and still not fully measure up to the potential 
afforded by a new stadium design.

Å To invest this magnitude of money would likely require an 
operating agreement extension, a commitment that the 
Rays have indicated they would not support. 
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Stadium Design and 
Development

Å To ensure a viable franchise in Tampa Bay, certain characteristics 
will be mandatory in a new stadium design:
ïA fully air-conditioned venue with a retractable roof and 

natural grass field
ïSeating capacity of 37,000 to 40,000, including 45 to 60 luxury 

suites
ïOpen concourses with 360° circulation and unobstructed 

views of the field
ïOptimized sightlines and seats close to the action, with every 

seat positioned to provide a good view of the playing field
ïClub lounges with field views and direct access to seating
ïLarge suites with ample seating in premium areas
ïSignage, scoreboard and video systems with advanced 

technology
ïRestroom facilities located out of view, but easily accessible, 

so not to dominate concourse space
ïSufficient parking at a ratio of 2.7 or better 
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Stadium Design and 
Development

ÅThe design of the stadium can and must 
create a fan experience that:
ïIs exciting and dynamic

ïAttracts fans before and after the game

ïSatisfies corporate needs for client entertainment, 
employee rewards, and visible community support

ïCreates an iconic facility through its architecture and 
visual appeal

ï!ŎƪƴƻǿƭŜŘƎŜǎ ¢ŀƳǇŀ .ŀȅΩǎ ŎƭƛƳŀǘŜ ŀƴŘ ǘƻǇƻƎǊŀǇƘȅ
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Stadium Finance

Å An examination stadium financing in and outside the area 
reveals a wide range of financing options: 
ïGeneral taxes
ïPrivate contributions
ïSale proceeds or revenue from existing sites
ïState funding
ïFederal funding
ïFacility-related taxes and revenues
ïDevelopment-related taxes
ïPILOTS
ïSports lotteries

Å Yet, Florida law limits sources of funding.
Å Sale and/or redevelopment of the existing Tropicana Field 

site, or any portion of it, is another potential source of 
funding.
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Economic Impact

ÅNational sports-related travel is a $27 billion annual 
business. 

ÅOut-of-town fans and visiting teams generate an 
estimated $136.5 to $212.5 million in direct tourism 
expenditures annually. 

ÅSome studies suggest that the economic impact of 
the Rays may be as high as $298 million annually.
ïAdditional direct expenditures, including operations, 

payroll and other Rays-related items, promote both 
primary and secondary economic activity

ïPublicity for the region
ïSuccessfully attracting new businesses and residents to 

the region 
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Economic Impact

ÅThere are also considerable intangibles related to 
major league baseball.

ÅExternally, there is little question that the Tampa Bay 
άōǊŀƴŘέ ƛǎ ōǳǊƴƛǎƘŜŘ ōȅ ƘŀǾƛƴƎ ǘƘŜ wŀȅǎ ƛƴ ǘƘŜ ǊŜƎƛƻƴΦ
ïOnly 25 metropolitan areas across the United States have 

Major League Baseball
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Stadium Options Group 
Data Research and Realities

Å Stadium location: Current and future residential population 
and business concentration are the most important factors 
in considering and determining the ideal location for a 
stadium.

Å Based on these factors, the mid-Pinellas (North St. 
Petersburg), Westshore and Downtown Tampa trade areas 
represent the best choices among areas considered. 

Å The greatest raw potential for future ticket sales rests with 
the greatest concentrations of population within a              
30-minute drive time of a stadium.

Å Downtown Tampa trade area has the highest population, 
followed by the Westshore, mid-Pinellas and Fairgrounds 
trade areas.

Source: www.demographicsnow.com. 13



Stadium Options Group 
Data Research and Realities

ÅPinellas County accounted for over 47% of 2008 season 
ticket sales.

ÅNearly 43% of new season ticket holders in 2009 came 
from Pinellas County. 

ÅWhile penetration may be higher in Pinellas County, 
the absolute number of people currently attending 
Rays games from the mid-Pinellas, Westshore and 
Downtown Tampa trade areas is actually greater than 
that from the Downtown St. Petersburg trade area. 
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Stadium Options Group 
Data Research and Realities

ÅThis supports the finding and recommendation that, all 
other factors being equal, the potential for increased 
attendance is greater if a stadium were located in Mid-
Pinellas, Westshore or the Downtown Tampa trade 
areas.

ÅFinally, the existing use agreement between the Rays 
and the City of St. Petersburg is also of great 
significance and must be considered germane in any 
final recommendations and remedies. 
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Fan Support

Å The Rays have historically been near the bottom of the 
attendance charts. 

Å Yet, it is important to note that the Rays were one of only 
nine teams to increase attendance (up 3.5% in 2009), 
versus a 6.7% average attendance decline across the 
major leagues. 

ÅWhile this is somewhat positive overall, Rays weekday 
attendance fell 6.9%, a decrease only offset by relatively 
strong weekend attendance driven by Saturday concerts 
and Sunday family days.

Å It was also reported that television and radio ratings 
increased in 2009, as did sales of Rays merchandise. 

Å The Rays finished 23rd out of 30 in MLB attendance for 
2009.
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Corporate Support

ÅSeason-ticket holders are the foundation of any 
successful franchise.

ÅTypically, two-thirds of MLB season tickets are 
purchased by corporations and one-third by 
individuals.

ÅHowever, only one-ǘƘƛǊŘ ƻŦ ǘƘŜ wŀȅǎΩ ŎǳǊǊŜƴǘ ǎŜŀǎƻƴ 
ticket holders are corporate, in reverse proportion to 
the typical MLB team. 

Å If the Rays total season-ticket base were at MLB 
average levels, ticket revenue would not be a 
significant problem. Unfortunately, this is not the case.
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Corporate Support

ÅThere seem to be three major reasons for 
this situation:
ï¢ƘŜ ¢ŀƳǇŀ .ŀȅ ǊŜƎƛƻƴΩǎ ŎƻƭƭŜŎǘƛǾŜ ŎƻǊǇƻǊŀǘŜ 

presence ranks in the bottom half of MLB markets
ïThe majority of corporate offices in the Region are 

located outside of Pinellas County/St. Petersburg or 
the proximity of a stadium
ïTropicana Field does not provide the same quality 

of corporate opportunities or amenities as do 
almost every other Major League ballpark
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Corporate Support

ÅOne silver lining: significant corporate revenue 
growth opportunities exist within the entire 
Tampa Bay region, particularly in Hillsborough 
County.
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