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Traditionally, ticket sales are one of the major sources of revenue for many sport organizations, and intercollegiate 
athletic departments are not an exception from this tradition. Whereas many professional sports teams have been 
employing various ticket sales revenue generation models through, for instance, an outbound ticket sales model, 
intercollegiate athletic departments traditionally have been somewhat slow to create and adopt ticket sales revenue 
generation methods. Yet, recently there has been increasing attention to the necessity for a strategic focus on ticket 
sales efforts among many Division I athletic department. One of the most common efforts is outsourcing, a 
business decision to contract out one of the organization’s operations to an external organization (Busi, 2008), like a 
ticket sales operation to a service provider (e.g., Smith 2016). While outsourcing has advantages, outsourcing, in 
nature, does not guarantee success (e.g., Aron, Clemons, & Reddi, 2005; Willcocks, Lacity, & Kern, 1999) because of 
inherent risks associated with outsourcing such as underperformance, hidden/ unexpected costs, and previous sport 
marketing literature supports that outsourcing has risks to be monitored and managed  (Burden & Li, 2005; Lee, Oh, 
& Juravich, 2016; Walker, Sartore, & Taylor, 2009). Accordingly, it is important to continuously monitor how the 
service provider is performing, and more importantly, how effectively outsourcing model is working for the sport 
organization’s business.  
 
For athletic departments, it is recommended to develop both short and long term ticket sales strategies based on 
how the service provider has performed and might perform for the future. Thus, the purpose of this study is to 
develop a model that best forecasts the performance of ticket sales. To address the purpose of this study, a time 
series analysis was used. Time series was utilized so to help identify any potential trends in ticket sales performance 
and the results of the analysis will provide insights about what has occurred in the past and what might occur in the 
future.  
 
This study used one NCAA Division I athletic department who has been outsourcing its ticket sales operations for 
years. Specifically, ticket sales revenue data for its men’s basketball home game (n=100) except conference 
tournament and post season home games (e.g., National Invitation Tournament) since 2011-2012 seasons were 
obtained from the athletic department. The ticket sales revenue refers to revenue from paid tickets, which includes 
season tickets, mini plans, group tickets, and general admission.  
 
A time series plot shows there is a horizontal pattern that fluctuates around a constant mean (avg=$22,397.85), 
which shows how the time series has behaved in the past. One common assumption in time series analysis is to 
show evidence of stationary data. Stationarity was checked first to test the assumption of time series analysis and the 
results show the data is appropriate for further analysis (KPSS; p<0.1; ADF; p<0.01, PP; p<0.01). 
 
To select the best forecasting ticket sales revenue model, two further analyses will be conducted. Firstly, ticket sales 
revenue data alone were fitted to an Auto-Regressive, Integrated, Moving Average (ARIMA) model using R 
software. ARIMA (0,0,3) with non-zero mean model was chosen as the best fitted model based on lowest Akaike’s 
information criterion (AIC=2013.32), significance of coefficients, and a randomness test (Koehler & Murphree, 
1988). The forecasting performance of the model will be further examined. Secondly, residual after regressing ticket 
sales revenue on dependent variables will be fitted to appropriate models. In the same manner, forecasting 
performance will be also examined. An expert panel review will be conducted to identify the variables affecting 
ticket sales revenue in advance. Finally, these two forecasting performance models will be compared using root 
mean square error (RMSE) to select the best forecasting model. Further analysis and their results will be presented at 
the conference.  
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The findings of this study provide scholars and practitioners both theoretical and practical implications. 
Theoretically, this study will provide unique contribution to the body of sport marketing literature by using a more 
data—driven approach to assess the effectiveness of both short term and long term ticket sales outsourcing models. 
Practically, the results of this study will assist practitioners in intercollegiate athletics to better anticipate and manage 
uncertainty surrounding ticket sales (Burden & Li, 2005; Lee & Walsh, 2011). Especially, when the reality of the 
sport marketing decision is influenced by a rapidly changing and turbulent environment, the application of time 
series analysis will help the practitioners tremendously to develop both short and long term business decisions.  
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