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In 2016, regular season attendance for the 160 teams playing in the 14 minor leagues affiliated with Major League 
Baseball (MLB) and based in the United States was approximately 37.4 million (Knight, 2016). To this end, the 
primary objective for each franchise is two-fold in nature. First, they serve as a developmental training ground to 
prepare prospects to be successful for their major league parent club. Second, they operate as a business by 
generating revenue (e.g., through gate receipts, merchandise sales, and other outlets) and maximizing profits. Given 
these two objectives, providing a better understanding of the factors impacting attendance is an important topic in 
the academic literature and holds useful applications for industry professionals. Therefore, the purpose of the 
present study is to explore a specific set of factors that potentially impact attendance for teams participating in the 
Midwest and Carolina Leagues. 
 
While a number of studies have examined the different factors that have impacted gate attendance in professional 
baseball such as: promotions (e.g., McDonald & Rascher, 2000; Boyd & Krehbiel, 2006), team success (e.g., Gitter & 
Rhoads, 2010), and new stadiums (e.g., Zygmont & Leadley, 2005), much of this research has generally focused on 
professional baseball at the major league level and ignored the impact of in-game weather conditions. Only a few 
studies have examined the impacts of promotions on individual game attendance within the context of Minor 
League Baseball. Most recent analyses have explored the impact of internal factors (e.g., promotions and special 
events) and external factors (e.g., demographic variables and weather conditions) on attendance at minor league 
baseball games. These studies have examined the Carolina League (Cebula et al., 2009), Eastern League’s Trenton 
Thunder (Gifis & Sommers, 2006), NY-Penn Baseball League (Paul et al., 2007), and South Atlantic League (Paul et 
al., 2009). Across these studies, the findings reported included a number of consistencies, as well as some interesting 
differences. For example, fireworks have been found to increase minor league game attendance (e.g., Paul et al., 
2007; Paul et al., 2009; Howell et al., 2015). Conversely, when examining day of the week, Paul and colleagues (2007) 
found that relative to weekend games, weekday games predicted an increase in attendance, while results from other 
research (e.g., Cebula et al., 2009; Howell et al., 2015) suggested the opposite.  
 
The present study seeks to build on prior research in this area by investigating the impact of weather variability, 
time-related effects, and promotional efforts on attendance in Minor League Baseball; specifically for teams 
participating in the Midwest and Carolina Leagues, both Single-A level leagues, during the 2013 through 2016 
seasons. Further, the present study explores the extent to which in-game discounts, special events, and promotional 
giveaways (factors that are generally under a team’s control - i.e., internalities), and weather conditions and temporal 
factors (factors that are relatively out of a team’s control - i.e., externalities) affect attendance in Minor League 
Baseball.  
 
Using multiple regression analysis with ordinary least squares, we examined a pooled dataset of teams participating 
in the Midwest and Carolina Leagues during the 2014 through the 2016 season (n = 4,848 games). Individual home 
game attendance statistics were drawn via game box scores from each teams’ official website and these raw 
attendance figures were recalculated as a percentage of the team’s home stadium capacity (DV). In total, 10 
independent variables (IVs) were included in the model. Five were considered as external factors (temperature at the 
game’s opening pitch; a quadratic of temperature at the game’s opening pitch; and a rain, weekend, and opening 
day/final home page binary dummy variable); while the remaining five were classified as internal factors (in-game 
discounts; low- and high-valued promotional giveaways; special events; and postgame fireworks). 
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Initial results, although incomplete (currently examined through the 2014 season only), suggest that the independent 
variables explained 61.5% of the model’s variance (R2 = 0.615) and the overall model was significant (p < 0.001). 
More specific as to the impact of each IV on a game’s attendance, rain and colder weather negatively impacted 
attendance, while weekends, special events, post-game fireworks, and low- and high-valued promotional giveaways 
had a positive impact on attendance. All variables were significant at the 5% level or better (p < 0.05). 
Though ongoing, initial findings from the present study suggest that special events (e.g., concerts, fireworks, etc.), 
promotional giveaways, and weekends positively impact attendance, while less than ideal weather conditions (e.g., 
rain and low temperatures) negatively impact attendance. In sum, study findings should contribute to a better 
understanding of the factors that affect attendance in professional baseball and hold useful implications for future 
research and managerial practice. Complete descriptive statistics, results from statistical analyses conducted, and 
implications for sport management researchers and organizational stakeholders will be discussed. 
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