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this case involves scalpers, licensed ticket brokers and online auctions.
About hdf the sates regulate the resale of sportsticketsin someway. Still,
tickets are often resold. A week before the Super Bowl, tickets on Y ahoo
Auctions traded for $1,500 to $3,500.

To economigts, scalping creates value, as Steven Happd and Marianne
Jennings of Arizona State doquently argue in the Cato Journd. Although
people sometimes make mistakes, those who voluntarily buy and sl
tickets do so only because they fed they benefit from the transaction.
Scalpers facilitate such trades. Fans seem to agree: two- thirds of the 316
fans we surveyed said ticket scalping should be legd.

LESSON 3 Ticket pricesin the secondary market vary widdy. One fan
we spoke to paid a scalper $1,000 while another paid $3,500 for tickets
in the same section of the upper deck. Even tickets in Web auctions sold
for varying prices on the same day.

This phenomenon has been observed in many auctions. For example,
Orley Ashenfdter, a Princeton economist, found that identica lots of wine
<l for lower pricesin later rounds of an auction.

At the Super Bowl, however, the supply of tickets dried up afew days
before kickoff. The fear of this hgppening might explain why prices often
decline in auctions: those who want something the most buy early in caseit
will not be available later, and pay a premium to avoid the risk.

LESSON 4 The N.F.L. could increase short-term profit by charging
more, but probably at the expense of long-term profit. In view of the
excess demand, many economists wonder why the league does not charge
more for tickets. Although the face value of Super Bowl tickets has
increased — admost quadrupling since 1987, adjusted for inflation —
tickets on the secondary market il sdll for $1,000 to $4,000 more than
theligt price. By charging amarket price, the N.F.L. could increase
revenue by perhaps $150 million.

Ticket prices are set by the N.F.L. commissioner's office and a group of
team owners. The league keeps 25 percent of tickets, which it distributes
to the media, advertisers and others; the rest go to the teams and host city
to digtribute, usualy by lottery to season-ticket holders.

Why doesn't the N.F.L. charge more? Greg Aiello, the league's vice
president for public relations, said it triesto set a"fair, reasonable price’ to
maintain an "ongoing relaionship with fans and business associates.” The
N.F.L. does not want only rich aristocrats to attend the Super Bowl.
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