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ost Index ~ i s e s  7.7%, 
spends $141. end game; tic 

Anavcrageof$l41.9owillbe spentby a family of four attending a 1991/92 season NBAgame, according to Team Marketing 
eport's Fan Cost IndexrM. The F C P  meaSutemen1 includes items a family of four might buy at a NBA game. 

TheNBA's averageFC1 of $141 90 is 7.7% higher than lastyear'savcrageof$l31.77. Responsible for the majority ofthir 
crease is a 11.3% in the pice of an average tcket. This year, the avenge NBA ticket (not including premium priced seating 
'eas of less than 200 seats) is $22.52. Thc Los Angeles Lakers have the Ieague's highest average ticket price of $47.1 1 and thc 
BAS lowest averagc ticket ($15.00) belongs to the Orlando Magic. 

Using the same criteria, FCIs were compiled earlier this year for MajorLeague Baseball ($76.22) and t h e m  ($15 1.55) 

TEAM A W .  DRAW SOFT HOT P A R ~ G P R O ~ A ~  C.W 
TICKET BEER DRINK IKX 

L.A. Lakers $47.11 $3.75 b $1.75 b $1.75 $6.00 $5.00 $16.00 
N.Y. Knicks $30.50 3.75 c 1.25 a 1.75 18.75 6.00 11.00 

12.00 Chicago Bulls 
Lkuoit I'istons $27.07 3 . 5 0 ~  1.50 a 1.75 5.00 4.00 12.00 

__ $29.40 3 . 2 5 ~  2 . 0 0 ~  2.50 9.00 4.00 __________ - 
San Antonio Spurs $26.00 2.50 c 1 .SO c 1.50 4 .OO 4.00 12.00 
___-___ Boston Celtics $24.80 3.50a 1.50a 2.00 IS.@-- 3.00 5.00 * 14.00 Houston Rockets $22.71 3.25 c 1.75 c 1.50 3 -00 
Port. Trail Blazers $24.36 2.75 c 1.25 b 1.75 4.00 3.00 10.00 
New Jersey Nets $21.50 2.90a . 1.80a 1.95 5.00 3.00 13.00 
LEAGUE AYE. $22.52 3.05 1.51 1.84 5.29 3.29 10.21 
Phoenix Suns $21.67 3 . 0 0 ~  1 . 5 0 ~  2.00 3.00 3.00 12.09 
Golden St. Warriors $22.25 3.00 b 1.25 a 2.00 5.00 3 .OO 10.00- 
Atlanta Hawks $20.00 2.50b 1.75 c 1.50 6.00 5.00 12.15 
L.A. Clippers $20.40 3.50a 2 . 0 0 ~  2.25 6.00 3 .OO 10.00 
Cleveland Cav,aliers $21.43 3 . 2 5 ~ .  ~ L 7 5  c 1.75 5.00 3.00 8.00 
Philadelphia76ers $19.67 3.00 c 1.50 b 1.75 4.00 2.50 13.00 
Seattle SuuerSonics $19.57 3.50 c 1.50 b 2.00 4.50 2.00 12.00 
Sacramento K i n p ~ 2 9 . 6 7  2.75 b 1.50 a 2.00 4.00 3.00 10.00 
Charlotte Homets $22.44 2.25 c 1.00 c 1.50 3 .OO 4.00 5.00 
Dallas Mavericks $19.38 2.75 c 1.50 c 1 S O  4.00 3.00 10.00 
Utah J a n  $22.57 3 . 0 0 ~  .75 (802.) 1.50 3.00 3.00 5.00 
Washington Bullets $19.75 3.00 b 1 . 6 0 ~  1.65 5.00 2.25 8.00 
Mime&taT.Wolves $17.56 3.00 d 1.50 b 2.00 1.50 3.00 12.00 
Denver Nuggets $17.43 3.00e 1.50~ 1.75 3.00 3.00 12.00 
Milwaukee Bucks $18.14 3 . 0 0 ~  1.50 c 1.75 6.00 2.00 10.00 
Indiana Pacers $19.50 2 . 7 5 ~  1 . 5 0 ~  2.00 4.00 3.00 5.50 
Miami Heat $18.25 3.25 c 1.50b 2.35 5.30 3.00 6.00 
Orlando Magic $15.00 2.75 b 1.SOc 2.00 4.00 3.00 9.95 
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Legend for drink sizes: a=12 oz.; b=14 oz.; e16 oz.; d=18 02.: e=20 02.; * parking is included in ticket price 

?€SEARCH NOTES: 
The FCI is determined by adding the average cost of game tickets. concession and souvenir itcms a family of four might buy at a 
game. It is -prised of costs for four game trckets, two draft beers, four bot dogs, four soft drinks, two souvenir caps. two game 
programs andparking. 
Prices were determined by telephone interviews with team and venue executives. 
Average ticket prices were calculated by adding the different ticket price levels and then dividing that sum by thenumber of 
price levels. Teams were asked to supply drrC beer and soh drink prices for the smallest size sold. 
This FCI is a quantitative -not qualitative - nea..ure of costs at NBA arenas, Because of this approach, issues such as the quality 
of seat locations, the size of the hot dog or tk.: number of pages in the program are not factored. 
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