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Premier League TicketsFor the English Premier League, 

price increases make good business 

sense, but for how long? Premier 

league football clubs are in a strong 

position to maintain price increases, 

but is the League about to reach a 

tipping point? Author Tony Hodgson, 

Managing Director of Pricing Solu-

tions UK, applies the principals of the 

5Cs of Pricing to assess if ticket prices 

and costs associated with the game 

are justified. He also analyzes why 

clubs may still need to rethink pricing 

strategy to be successful in the long-

run. He can be reached at thodgson@

pricingsolutions.com.

CONTINUED ON NEXT PAGE �

In This Issue:

Have a pricing article, case study or 
story to share? Send articles to  
editor@pricingsociety.com.

Premier League Tickets ....................... 1

Business Markets, Response Modes, 
and Price Performance ........................ 4

Translating High Fashion  
into Higher Profits ................................. 6

Is Price Erosion a Natural Law? .......... 7
Upcoming Events

26th Annual North American Spring Workshops & Conference – Hilton 
Anatole Hotel – Dallas, Texas / May 5 - May 8, 2015

For the most up-to-date information about PPS events and programs, please 
visit our website at www.pricingsociety.com frequently.

PPS Happenings Serving the Pricing Community Since 1984

Every October the BBC produces 
a report looking into the “Price 
of Football” covering everything 
from season ticket prices to the 

cost of a halftime pie. This year’s report 
continued the recent trend of outraging 
fans, with a number of headline findings 
highlighting the discrepancies not only 
against inflation, but also other high-
profile European football leagues.

The report has been widely analysed and 
well reported elsewhere. For example, 
findings like fifth-tier Alfreton Town 
fans paying the same for a match day 
ticket as some of their Spanish coun-
terparts do to watch former European 
Champions Barcelona, are understand-
ably generating buzz. As pricing consul-

tants, and football fans ourselves, we’d 
like to try and shed some light on why 
Premier League clubs have been able to 
maintain these seemingly ever increas-
ing prices, as well as how they may look 
to restructure this if they remain unsus-
tainable.

Whilst the “Price of Football” report 
looks into football teams across the 
league pyramid, for the purposes this re-
port we will mainly be referring to Pre-
mier League clubs.

When advising customers on how to 
price their products or services we often 
consider the five Cs of pricing: customer, 
conditions, cost, capacity and competi-
tion. We’ve used the same approach here 
to try and explore how football clubs are 
sustaining their pricing (see Figure 1):

These pricing principals allude to the 
fact that Premier league football clubs 
are in a strong position to maintain price 
increases. In fact, were they in anoth-
er industry and offering a less emotive 
product, increases would likely even go 
unchallenged!

“The average price of the cheap-
est season tickets across English 
football has risen at almost twice 
the rate of the cost of living since 
2011.”

– BBC Price of Football  
2014 report
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Customer

For customers purchasing tickets, whether they are match day or sea-
son tickets, typical pricing methods used by football clubs tend to be 
the same as we’d advocate in other industries.

Segmentation is the basic building block of good pricing as it recog-
nizes that customers value products and their attributes differently, and 
what drives willingness to pay. Football clubs currently use customer 
segmentation by offering various levels of seat quality and add on 
features and facilities, such as corporate boxes, to determine differing 
price brackets. 

Conditions

 
As the quote earlier highlighted, football ticket prices haven’t been af-
fected by economic conditions and have been able to sustain a num-
ber of increases in recent years.

However, other outside factors may start to impact how football clubs 
look at pricing. Surveys such the BBC’s “Price of Football” are making 
the issue increasingly visible and scrutiny from fan groups and politi-
cians has never been higher. A task force has even been set up by 
Sports Minister Helen Grant to address the issue, whilst the Labour 
party have talked about helping fans have a voice on club boards!

Conversely, financial fair-play rules have meant that clubs are only al-
lowed to make certain losses each year, placing more importance on 
ticket prices as revenues are increasingly being affected by the next 
‘C’... 

Cost

 
With such a strong correlation between wages and league position, 
and the promised land of championships or more lucrative television 
revenue and sponsorships constantly beckoning, clubs look to recruit 
ever more expensive players.

In addition to this, as with ticket prices, wages and agent fees have 
undergone rampant inflation in recent years, eating into revenues and 
causing ticket prices to become the focus of increases. 

Capacity
When challenged on raising prices, many Premier League clubs state 
that their full stadia mean they must have got it right. Many are running 
at over 95% capacity. In any industry where capacity is scarce, suppli-
ers are in a good position to raise prices.

Competition

 
The old adage is that you can change your job, your partner or even 
your religion, but you can’t change your football team. Therefore it’s 
commonly thought that fans are not price sensitive and will forego 
other luxuries rather than miss attending a game. This gives clubs a 
sense of security that allows them to increase prices with confidence. 

Figure 1
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But when it comes to football — to this 
industry — is the League about to reach 
a tipping point? Premier League football 
clubs are in a strong position to maintain 
price increases. They have a loyal cus-
tomer who is unlikely to move to an-
other brand. They’re generally running at 
full capacity and their own costs contin-
ue to rise. Lastly, historic price increases 
have successfully been made without any 
impact on volume, regardless of the out-
side economic conditions.

However, still there is a sense that a tip-
ping point may about to be reached. 
Whilst clubs have been able to sustain 
ticket price increases based on solid 
pricing fundamentals so far, the near 
future might well bring the need for a 
rethink.

Downward pricing pressure from other 
factors is building.

Technology is playing its part, with the 
rise of online streaming sites allowing 
fans to watch any match from a number 
of devices. Whilst the experience is not 
the same as being in the grounds, there 
is no longer the dilemma of not being 
able to watch the game if you can’t afford 
a ticket.

Other fans are starting to forgo Pre-
mier League grounds and get their fix of 
live football elsewhere on the continent; 
for example, saving up an equivalent 
amount of money and traveling to watch 
Bundesliga matches in Germany for a 
new experience.

There’s also the possibility of other sports 
becoming credible competition. Rugby 
Union attendances have been growing 
consistently over the past 10 years and 
the NFL is looking at establishing a Lon-
don franchise after repeatedly attract-
ing 80,000 people to its annual games at 
Wembley.

Further down the road lies the issue of 
age. Match day fans in the mid-1970s 
were mostly aged between 15-25 years. 
These days the age profile is more likely 
to be over 40, i.e. those who can afford 
tickets or have been going their entire 
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lives. Currently, ticket prices are 
squeezing out families and young-
er people – the fans of the future.

In Germany, where attendance 
levels are catching up with those 
of the English Premier League, 
but tickets are a fraction of the 
price, they take a longer-term 
view of pricing. Carsten Cramer, 
Dortmund’s commercial director 
told BBC Sport:

“If we were to ask for prices like 
this [in the Premier League], we’d 
lose the people — one of the most 
important assets for our club. We 
have to care for them.”

English clubs may soon have to 
adopt a similar approach and look 
to the longer-term value of their 
customers as their core fan base 
dwindles due to age and new fans 
become accustomed to watching 
matches away from the stands.

So how can clubs rethink their ticket 
prices and still keep revenues high?

We’ve already suggested that segmenta-
tion is a key to good pricing strategy, and 
although clubs have had some success 
here, we believe they could take it a step 
further. For example:

• Season tickets are discounted in re-
turn for buying up front for the year, 
with an assumption that the main 
appeal is to save money. Yet when we 
complete pricing research we tease 
out what product attributes custom-
ers value most. In this case it may 
be that customers value the ability 
to sit next to friends, access to cup 
game tickets, club shop discounts or 

the kudos of being seen as a loyal 
fan. Understanding these under-
lying value drivers might lead to 
designing alternative season tick-
et packages, such as cheaper op-
tions for younger fans (say, with 
no guarantee of a specific seat), or 
more expensive prices for those 
who value and can afford extra 
benefits.

• Experiment with processes to 
help identify, look after and seg-
ment the regular match day tick-
et buyer. Then, use membership 
schemes more widely for these 
fans. These would ensure that lo-
cal fans, especially younger ones, 
have access to games at reason-
able prices, rather than paying 
the higher tariffs typically aimed 
at football tourists.

Ultimately, in the short term we 
believe ticket prices could feasi-

bly continue to rise, due to the 5 Cs of 
Pricing. However, in the long term these 
increasing prices in football may not be 
sustainable, brought to an end by chang-
ing market forces. This means clubs need 
to start planning for this eventuality and 
focus on how to maximise the lifetime 
value of their fans.

In Germany, where attendance 
levels are catching up with those 
of the English Premier League, 
but tickets are a fraction of the 
price, they take a longer-term view 
of pricing.
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