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Sport ticket pricing has evolved substantially with the proliferation and legitimacy of the secondary ticket market and 
the development of new technologies to distribute and transfer tickets. In recent years, sport organizations have 
begun to adopt pricing strategies that better reflect a new age of ticketing, and to confront the issues related to 
arbitrage opportunities in this market. These strategies involve understanding inventory in a two-market system and 
developing pricing mechanisms that better reflect demand for an event at a given time period. Methods such as 
variable ticket pricing and dynamic ticket pricing are more commonly used throughout the sport landscape. 
However, our understanding of consumer response to these strategies is still evolving.  
 
Research has focused on two broad areas in relation to ticket pricing 1) price setting and optimization and 2) 
consumer response to ticketing and pricing strategies. As Courty’s (2015) article demonstrates, research on price 
setting trends is vital, but consumer response to these trends provides an understanding of how the ticket landscape 
will evolve in the future. It can be argued that consumer perceptions of price is just as important as the price of the 
product itself (Heda, Mewborn, & Caine, 2017). Yet, research on ticket pricing and consumer behavior is 
underdeveloped. In a 2013 Sport Marketing Quarterly special issue on pricing in sport, only one article focused on 
consumer response to ticket pricing strategy. As pricing initiatives continue to expand and become more complex it 
is important to understand the current research to provide direction from both a theoretical and practical 
perspective. Sport organizations will continue seeking strategies that optimize price and maximize revenue 
opportunities, but firms must be sensitive to consumer response to those initiatives (Shapiro, Drayer, & Dwyer, 
2016). Therefore, the purpose of this investigation was to review the current literature on ticket pricing and 
consumer behavior, categorize the information inferred from these studies to inform sport managers, and propose 
directions for future research. After an extensive review of the literature, the existing research can be categorized 
into organizational, attitudinal, and resale market driven studies. 
 
Organizational Studies 
 
Organizational research has focused on consumer’s understanding of the two-market ticketing environment, 
familiarity with innovative pricing strategies, and comfort level with the purchase process. Drayer, Shapiro, and Lee 
(2013) provided an overview of revenue management in sport and proposed a research agenda including theoretical 
and practical concerns in terms of strategic fit within the industry. However, consumer knowledge of revenue 
management pricing tactics plays a role in determining fit. There have been multiple studies addressing knowledge 
and familiarity with demand-based pricing (Dwyer, Drayer, & Shapiro, 2013; Kimes & Wirtz, 2003; Shapiro, Dwyer, 
& Drayer 2016). These studies have provided evidence that an understanding of ticket pricing strategy reduces 
negative perceptions of price increases based on demand. Additionally, Dwyer et al. (2013) found that consumers 
generally understood ticket availability and price would fluctuate over time, and that tickets are usually available and 
priced lower as the event draws near. These results highlight the importance of communicating pricing practices to 
create a more engaged and informed sport consumer. 
 
Attitudinal Studies 
 
There have been a variety of studies focused on consumer attitudes towards pricing and their influence on purchase 
behaviors. These studies include examinations of price fairness (Kimes & Wirtz, 2003; Shapiro, Drayer, & Dwyer, 
2016; Shapiro et al., 2016), satisfaction and team performance expectations (Drayer & Shapiro, 2011; Reese & Kerr, 
2013; Shapiro et al., 2016), involvement in the pricing process (Reese, 2012), perceived value (Drayer, Shapiro, & 
Dwyer, 2017; Shapiro et al., 2016), and team identification (Ballouli, Reese, & Brown, 2017; Dwyer et al., 2013). 
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Results showed attitudes influenced purchase intentions and in some cases consumers with a stronger attachment to 
(or positive expectations of) their team mitigated the impact of negative attitudes on purchase intentions. The value 
of fair and equitable pricing strategies is evident from these findings. 
 
Secondary Market Studies 
 
Perhaps the most unique element of the sport ticket landscape as it relates to pricing is the secondary ticket market. 
In this open market, prices fluctuate dramatically and consumers are flooded with a variety of choices. Research in 
this area has focused on the comparison of primary and secondary market consumers (Drayer & Shapiro, 2011; 
Drayer et al., 2017; Popp et al., 2018; Shapiro et al., 2016). Findings showed that attitudes such as fairness, perceived 
value, and search intentions differed based on market, yet consumers were comfortable taking advantage of 
inventory options and purchasing in either market. The integration of primary and secondary markets into one 
platform will further advance our knowledge of the consumer purchase process, yet the research in this environment 
is non-existent.  
Based on a review of the current literature we propose five consumer-based ticket pricing and distribution strategies 
for sport managers. 
 
1. Communicate clear and concise pricing and distribution strategies.  
2. Embrace the secondary market like consumers already have  
3. Communicate time and search options to consumers 
4. Present fair and equitable pricing options, they matter 
5. Capitalize on the integration of primary and secondary markets 
 
These strategies will be discussed in depth, combining theoretical and practical implications associated with the 
implementation of demand-based pricing and consumer response to these initiatives. Additionally, future research 
will be discussed, including a focus on the integration of markets and the impact of mobile ticketing, participatory 
pricing, and choose your game pricing packages. These pricing strategies provide opportunities to optimize price and 
provide a product where cost and value are congruent. However, consumer response to these more complex 
initiatives must be investigated to understand how perceptions influence consumer behavior. It is not enough to 
price effectively, consumers must believe the ticket is worth the price. 
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