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ABSTRACT


During the past few decades the amount of money spent within and on professional sports has increased dramatically. This study looks at the change from playing sports for fun to sports as a profitable business. Specifically, the purpose of this paper is to evaluate the causes and subsequent changes over time that led to the commercialization of professional baseball as an example of the broader changes in sports. Since its beginnings as a neighborhood activity in the 1860’s, baseball has grown to become one of the most profitable business ventures worldwide. Factors such as urbanization, the role of the media, and commercialization have contributed to the changes within professional baseball and have helped lead the shift from “America’s favorite pastime” to the business enterprise that we know it as today.


The sport of professional baseball in the United States was launched in 1869 when the Cincinnati Red Stockings played their first game. While most people today could not tell you who invented baseball, what year it was first played, or who the first organized team was, baseball enthusiasts know such details as the cost of a hot dog at Wrigley Field, how much they paid for a ticket in 1969, and how much the second baseman was awarded from the signing of their last contract. Despite baseball’s claim to be “America’s favorite pastime,” baseball is increasingly becoming a profit-driven industry in which rational calculations are made in order to create a winning team. This study examines how professional baseball has changed over time from a neighborhood activity to a profit-based bureaucratic industry.

Rationalization Theory

Drawing upon the work of Max Weber (1978), sociologists have written about the bureaucratization and rationalization of modern society. In The McDonaldization of Society (2000), Ritzer analyzes the sport of baseball by applying Weber’s theory of rationalization and bureaucratization. According to Ritzer (2000:22), Weber understood “how the modern Western world managed to become increasingly rational -- that is, dominated by efficiency, predictability, calculability, and nonhuman technologies that control people.” Professional baseball today incorporates those four variables in order to become successful and profitable. 

Ritzer (2000:22) notes, in a bureaucracy “people have certain responsibilities and must act in accord with rules, written regulations, and means of compulsion exercised by those who occupy higher-level positions.” This rational structure makes for greater efficiency when trying to accomplish specific ends. The bureaucracy of professional baseball has a hierarchy of officials that determines the rules and regulations of the franchises. In the book, The Baseball Business: Pursuing Pennants and Profits in Baltimore, Miller (1990) examines whether professional baseball should be seen as a business or not. He quotes Harold Seymour (1960) as saying, “Contrary to popular belief, professional baseball is not a sport. It is a commercialized amusement business” (Miller 1990: 109). Thus, baseball from this theoretical perspective is about how team owners use the “sport” of baseball to create profit. The actual game that is played is a sport, but further analysis reveals that players are playing and fans are watching because of the marketing strategies used. 

In Economy and Society, Weber (1978:223) states, “It would be sheer illusion to think for a moment that continuous administrative work can be carried out in any field except by means of [bureaucratic] officials…The whole pattern of everyday life is cut to fit this framework.” A bureaucracy is necessary in any institution that needs rules and regulations in order to make all parties happy. For example, in professional baseball there are rules so that the players stay happy and continue to play. The players sign contracts with an individual franchise for a specific amount of money over a specific amount of time so they know what they are getting as a result of being on the team. If the players and the franchise owners do not address their specific wants and the expectations of the other, than a working relationship can become difficult. 

This example illustrates Weber’s theory of “formal rationality” which means “the search by people for the optimum means to a given end is shaped by rules, regulations, and larger social structures” (Ritzer 2000:23). Formal rationality ensures that no individual can perform every task on their own. One person can not be a baseball team, own the team, and be a spectator simultaneously. Like all bureaucracies, baseball needs many people to make up the entire franchise of a professional baseball team. In order to have a successful team, all parties of the franchise need to be able to work together cooperatively and they must clearly understand their specific role. 

Predictability is important to the sport of baseball. All franchises are somewhat similar, so that wherever a fan travels to see a game the field, rituals, and other activities or symbols are familiar. As Ritzer (2003:13) states, “products and services will be the same over time and in all locales.” For example, when baseball fans enter a stadium they can assume there will be beer vendors and hot dogs. The field will look similar to the last one that they saw. In some newer stadiums, they can even predict the distance from home plate to the back wall as this feature has become subject to a standardization process. The symmetrical baseball stadium, as opposed to the asymmetrical stadiums of the nostalgic early days, offers the fans and the players a predictable expectation of how far the ball needs to sail in order to get a home run. Ritzer (2000:194) explains, “Modern stadiums were designed to replace nonrationalized and unpredictable baseball stadiums such as Boston’s Fenway Park, with its grass playing field and asymmetrical dimensions.” 
Baseball promoters are trying to make it easier for newcomers to feel comfortable and at ease in their ballpark. When a visitor feels comfortable, they may spend more money, which is the driving force behind predictability. When the fans know what to expect when going to a baseball game, the owners of franchises can count on making money for that reason. 


Another element of rationality that occurs in the baseball industry is calculability -- capable of being determined or limited or fixed. Baseball franchises earn significant revenue from television contracts and revenues are part of the baseball industry’s calculability. “They will sacrifice the interests of paid spectators, even compromise the games themselves, to increase their television income” (Ritzer 2000:72). Owners believe that the economic gains from these television contracts are far superior to any possible negative effects that they may have. The TV timeout, for example, occurs between innings when the channel televising the game goes to a TV timeout for advertising. Advertisers pay large fees so that the viewers of the televised game will see their products. The normal time available for advertising during the game’s “unscheduled” timeouts was minimal, so advertisers needed a way to guarantee the appearance of these pre-paid commercials during a game. The baseball owners and commercial advertisers agreed that, “breaks were too intermittent and infrequent to bring in the increasingly large fees advertisers were willing to pay” (Ritzer 2000:72-3). Their plan was devised to schedule regular “TV timeouts” so that franchises would receive the maximum income from advertisers and, in return, the advertisers would earn more income from the consumers who buy their products. The popularity of sports on television left American society dominated by its calculability and highly reliable on this nonhuman technology as its broadcasts were of higher quality than in previous years. 


Ritzer (2000) critiques these scheduled timeouts for creating a negative effect on the games. Players can lose momentum by stopping in the middle of play and the fans in the stadium are left waiting while fans at home watch the commercials. Ritzer (2000:73) believes that professional baseball has increased profits and calculability, but such policies also created negatives for the game. 


The mass media has made a significant impact on how individuals in society view sports, particularly baseball. Ritzer’s theory of rationalization argues that society has become more efficient, predictable, calculable, and reliant on nonhuman technologies over time. Measures of quality and standards have spilled over into other aspects of everyday life, including sports.

Methodology

Procedures and Materials


Data for this study was obtained through a historical analysis, which is a method used to understand social processes that occur over time or across several societies. A historical analysis “is an approach to historical data, a style of historiography, that seeks to explain and understand the past in terms of sociological models and theories” (Neuman 2006). In this study I reviewed previous research on the topic of bureaucratization and its effects on professional baseball using the time frame of 1869 to the present. I chose 1869 because that is the year that the first baseball league was created and the first team was salaried, or paid to play games. 
Based upon previous literature, I chose to focus on specific themes including how urbanization affected the game of baseball, how the mass media has contributed to a large increase of profits for teams and for players, and how the baseball business is largely a rationalized industry.


I also analyzed several websites that were dedicated to professional baseball to obtain information including statistics over time for each professional team, players’ salaries over time, team profits over time, minimum and average wages for ballplayers over time, famous first salary levels, prior team names and where their relative expansion teams moved to and costs paid to buy franchises over time. These amounts were compared to 2005 dollars in order to better understand how the business of professional baseball is becoming more rationalized.

A Historical Overview of Professional Baseball

Urban Ethnic Socialization


According to Riess (1989), researching sports history can be seen as a chapter in urban history. He argues that the movement of immigrants helped to facilitate large enough audiences to make possible mass spectacles for sporting events. Riess identifies the historical periods of sports in the United States. First there was a “walking” city of the antebellum era. During this time, new immigrants had a version of camaraderie and loyalty to their peers. Prize fighters and pool hustlers were heroes because they had been successful outside of the work world through their physical skill. The urban scene then shifted to the industrialized city in the post Civil War era, and sports became what we recognize today. 

Riess argues that the social structure of this time allowed for men to display their status using sports as their showcase. Men made business contacts, solidified their identification with each other, and exercised together at upscale athletic clubs. This developing male camaraderie put an emphasis on class lines and ethnic groups, leaving little room to intermix between different groups and/or social classes. However, as Riess notes, all groups found that sports gave them a strong source of identification with the nation and a hope of social mobility, especially within the first American-born generation. Furthermore, Riess argues that sports simultaneously enhanced people’s new American identity and their ethnic consciousness; it would help Americanize immigrants and aid the lower class in becoming more respectable. 

Weber’s theory of rationalization and bureaucratization can even be seen in this assimilation of mostly European immigrants in the late 1800’s. The predictability of baseball’s rules, guidelines, and sense of being American gave immigrants something to be familiar with in a new environment. Once they adapted to these predictions and normalcies of the game of baseball, they could expect these aspects to be present the next time they played or encountered the game. 


After World War I, Riess discusses how school sports and the playground movement lost influence as a result of a loss of confidence in athletics’ ability to socialize children or improve urban problems. For example, children living in slums did not have access to extensive sports programs and if they wanted to get involved in sports they usually had to start it themselves. Riess argues that the nexus of power groups at this time, the urban political machines, local business leaders, and organized crime, used the growing demand for entertainment to further their own interests. Semi-public sports facilities were built and paid for with public money. These facilities were integral to the growing commercialization of sports because they restricted spectatorship to those who could pay to be there. According to Riess, this system of privately-owned urban franchises gave rise to the aggressive marketing of sports and an increased number of spectators. 


The audiences that were able to witness games in person did not take long to adapt to the environment of a professional baseball setting. They discovered which base side they liked to sit on, if they wanted ketchup or mustard, or both, on their hot dog and they even picked their favorite players based upon their previous performances. These factors made the spectators feel at ease and comfortable in their surroundings and more apt to spend their money on the things that they are learning to be a part of the baseball “experience” at the ball park.


As living standards rose in the 20th century and mass transits made stadiums accessible, more people could attend sporting events but the barriers between the rich and the poor still remained. Riess notes that private team ownership was part of a larger capitalist system in which a few received season tickets to luxury boxes on 50 yard lines or behind home plate while others sat in the end zone or in the bleachers, if they could afford to go at all. By the 1950’s, television made sports franchises more profitable than ever. Being a spectator in the stadium became an act of even greater upscale consumption as ticket prices rose and luxurious new arenas opened in suburbs and central business districts. The poor were left to watch a televised game interrupted with commercial advertisements.

Riess notes, as urbanization and modernization progressed, the liberal ideology of equal opportunity infused the language of sports with the notions of fair play and open competition, although sports has not promoted either of these beliefs as well as one might have hoped. According to Kahn (2000), with the birth of the National League in 1876, competition for player services from other ball leagues gave way to two periods when rival leagues posed a threat to professional sports. From 1876-1920 there was a scramble of professional baseball leagues forming, merging, and dissolving and again from the late 1960’s to the early 1980’s there were new leagues that were born in basketball, hockey, and football. As a result of these rival leagues forming in baseball during the late 1870’s, Kahn notes that the monopoly of owners introduced the “reserve clause” in 1879. 

This clause stated that players were bound to the team that originally acquired the rights to contract with them. As a result, player salaries dropped because they did not have the option to negotiate with other teams and/or leagues, so players were bound to a salary the owners were willing to pay. 


Kahn (2000) believes that the lower salaries might have contributed to the birth of the American Association in 1882 and a rapid escalation of player salaries during 1882-91 when there was player movement between the two leagues. The average National League salaries rose from $1,375 in 1882 to $3,500 in 1891, which is about the equivalent of about $62,000 in 1998 dollars (Kahn 2000). Four American Association teams were brought into the National League in 1891 and five dissolved American Association teams were bought out by others remaining in the American Association. In 1893, owners voted to put a cap on players pay, with the maximum pay for a player to be at $2,400, which is about $43,000 in 1998 dollars (Kahn 2000).


According to Kahn, attendance steadily climbed throughout the preceding seasons and in 1901 the American League was started with eight teams. It outdrew the National League in attendance in 1902, 2.2 million to 1.7 million (Kahn 2000). By this time, the National League was attempting to enforce the reserve clause in the state courts to prevent players from jumping leagues, but state courts have no jurisdiction for player movements outside of a state so this was not very successful. As attendance rose, the urban sports scene became a thing of the past as the shift to a more industrialized way of life gave way to more opportunities for professional sports as an industry to grow. 
Role of Media

Before the invention of television, Rader (1984) notes that in the postseason months baseball teams evoked a holiday atmosphere when they passed through a town on visits.  During the baseball season, businesses and schools would close down and people would flock to the ballpark. White (1996) notes that from 1903-1953, baseball was truly the national pastime; it transformed from a working class, rough, urban sport to a game that embodied America’s urbanizing, commercializing future and the memory of its rural, pastoral past. 


At the time of the first telecast baseball game, which took place on May 17th, 1939 at the RCA Building in New York City, the nation along with franchise owners were hesitant about its success (Rader 1984). Reviews said that, “seeing baseball on TV was too confining, for the novelty would not hold up for an hour, if it were not for the commentator,” but they also marveled at the idea of “baseball from a sofa” (Rader 1984). However, Rader notes that by 1956, 75% of all homes had televisions and minor league baseball attendance had plummeted. Rader argues that the search for higher TV revenues weakened the bonds of team and community as franchises traded their traditional bases for broader media markets. The popularity of television resulted in the “great sports slump of the 1950’s,” when the ways that Americans spent their spare time shifted from “inner-city, public forms of entertainment to private, home-centered forms of recreation” (Rader 1984). As a result of this shift, Rader notes, attendance dropped at all sporting events.


Rader claims that the alliance between sports and the media can be traced back to the 19th century when newspapers discovered they could boost circulation through sports coverage and promotion of sporting events. In the 1920’s and ‘30’s, Rader notes that radio entrepreneurs duplicated this cooperation and successfully broadened the national sports audience. However, radio coverage was objected to by many team executives who feared attendance at the ballparks would diminish as a result. 


In the 1950’s, Rader notes that sports programming offered a convenient and inexpensive way for up and coming TV stations and networks to fill airtime. Color images, instant replay, etc., enhanced the presentation of the game and both televised sports popularity and television royalties soared. In 1956, CBS paid $1 million for the annual rights to NFL games; eight years later the figure jumped to $14 million annually (Rader 1984). ABC was third out of the big three networks for years, but it jumped to first, Rader argues, because of its sports coverage such as Monday Night Football. 


Franchises began to be able to depend on these television revenues as a result of their contracts with the TV networks. These contracts gave specific amounts and specific details on what each side expected of the other in order to fulfill the contract. They allowed the owners to have calculability with aspects of their revenue which made it easier to calculate costs for each component of their clubs as well. Clearly, Weber’s notions of rationalization and bureaucratization were being applied to baseball.

Rader (1984) concludes that media destroys the distance between the fan and the athlete, thus reducing the ability of sports to elevate athletes into heroes. Along the same lines, Zimbalist (1992) argues that victimization of baseball fandom by big-league media collusions should be ended. He states that because of the mass media playing such a role in sports today, the result is that cities are being blackmailed into building and subsidizing ball parks by “big-league franchises.” However, Rader (1984) believes that media has helped to democratize spectator sports, giving greater opportunities for Americans to enjoy the finest athletes by watching famous competitors on a nonhuman technology, television, that they might not have had the opportunity to see in person. As explained by Ritzer, Americans have become highly reliant on the use of television as the quality of its broadcasts has become better. 
Commercialization


Kahn (2000) identifies four areas of research done on sports labor markets. He looks at the granting of free agency rights in professional sports, sports salary, changes in rules about the draft/player movement, and how changes in laws only affect the distribution of wealth (Kahn 2000). Kahn views sports owners as a small group that bands together and act as monopolies. Sports owners have immense influence within their organizations, so when put together with others of their same caliber it amounts to a very powerful grouping. From Weber’s point of view, they have great efficiency as a result of their superiority. 
The high-income owners use the sport of baseball to generate a profit for their bureaucratic businesses. All of the players, in the office and on the field, understand the hierarchy of the baseball business. Everyone must understand their role in order to be successful, so it is only natural to listen to the person in control. The owners supply the money; therefore they have more power in decision making and in determining how things are to be run in their franchise. 


According to Zimbalist (1992), the ownership of a professional baseball team has been through a progression. In the beginning of every professional sport there are owners who are men of great commitment and knowledge. This era is followed by the business tycoons who made their fortunes in trade but then tried their hand in sports ownership both as a means of advertising their product and to find societal support. The third phase of ownership is the corporate manager who bought a franchise not only to publicize their business enterprise but also to take advantage of a development in federal tax laws. This last factor of ownership, Zimbalist notes, is mostly a benefit to those who already have wealth and want to keep it. Zimbalist explains that some owners think of their ball players as “an asset to a baseball team just as machinery was an asset to a manufacturing concern and, like machinery, players had a fixed useful life” (Zimbalist, 1992:26). By aligning a high amount of the cost it took to buy the franchise to the value of its players, franchise owners can depreciate a particular share of the purchase price of the club for that year.


Zimbalist also points out that this loophole makes very little sense. The value of a franchise comes largely from the monopoly rent that is created by belonging to Major League Baseball and the restricted territorial rights membership confers and not from the players’ contracts (Zimbalist 1992). Also, baseball players do not depreciate over time, rather they appreciate as a result of gaining experience from their time in the major leagues. Additionally, players do not make a net income stream unless the additional revenue they create for a team is larger than their salary. Lastly, Zimbalist (1992:30) notes that “if anything, the depreciable investment in players should be the amount spent on player development in the minor leagues.” A major league player can be replaced by promoting a player from the minors, but the salary is already expensed (the related expenses are fully deducted in each year).


Since 1976, franchise values have climbed substantially. The introduction of free agency brought on rapidly escalating salaries of ballplayers, which pushed owners to assertively expand baseball’s money-making potential. Zimbalist notes that new media and cable contracts, new stadiums with luxury boxes, growing attendance, and licensing income from Major League Baseball properties have all been major new revenue contributors during the last decades. Expansion teams in 1977 paid $7 million and $95 million in 1993 to enter the American League and the National League, respectively. High costs such as these along with franchise values peaking in the $300 million range means only the wealthiest are able to own baseball clubs. This leaves the purchasing of franchises to large groups of individuals or corporations; individual owners are “a dying breed” (Zimbalist 1992:27).

Facts and Figures Regarding the Commercialization of Professional Baseball


Immigrants that arrived in America in the late 19th century and early 20th century experienced predictability as a part of their assimilation into American society. They learned societal norms, within sports and within their neighborhoods. Athletes gave baseball fans someone to view as a hero and baseball popularized commercial products such as baseball cards and pop bottles that had players’ photos and facts about the ballplayers on them. Such cultural artifacts gave everyone a chance to “own” their favorite players, regardless of their social class. 
The money that franchises were making from television contracts, advertisements, and other related revenue has gradually increased over the years since baseball’s inception. The profits due to ticket sales and concession items have remained fairly constant over the years rising in conjunction to the inflation rate. Baseball-almanac.com (2006) states that the average ticket price in 1950 was $1.60 which equals $8.74 in 1990 dollars. With the average ticket in 1990 costing only $7.95, ticket prices have actually stayed under the rate of inflation. However, high ticket prices as a result of having a good team are an important part of the reason for high salaries. It is worth $12 million in extra ticket revenues for a team to be a contender in the post season. Thus, Baseball Almanac (2006) states, a team should be willing to pay $12 million before a season starts by signing players that will help get them into the post season playoffs. A good team also will earn more money from television contracts, advertisements, and the playoffs. 


There has been a steady rise in player salaries, team profits, and prices paid to buy a franchise. Baseball Almanac (2006) states, “a typical Major League ballplayer has an average salary ten times greater than the average working person.” This has been true since the creation of the major leagues, but by 1994, the comparable salary rates of baseball players today compared with the average worker were closer to 50 times higher than the national average salary. Table I reflects the players minimum wages over time and the players average salary over time compared to a workers average pay over time.

Table I: Minimum and Average Salary Wages for Baseball Players, 1882-2005

	Year
	Players Minimum Wage Salary (in 2005 Dollars)
	Players Average Wage Salary (in 2005 Dollars)
	Workers Minimum Wage Salary (in 2005 Dollars)
	times that the Players Average salary  is higher than the workers average

	1882
	N/A
	26,281
	N/A
	N/A

	1891
	N/A
	71,837
	N/A
	N/A

	1898
	N/A
	48,742
	N/A
	N/A

	1910
	N/A
	51,325
	N/A
	N/A

	1933
	N/A
	81,399
	N/A
	N/A

	1946
	N/A
	115,974
	N/A
	N/A

	1955
	N/A
	95,636
	10,088
	9.48

	1965
	N/A
	N/A
	14,040
	N/A

	1975
	59,929
	167,338
	14,352
	11.66

	1985
	106,479
	659,412
	12,376
	53.28

	1995
	135,614
	1,332,541
	11,648
	114.40

	2005
	316,000
	2,632,655
	10,712
	245.77





Sources: Baseball Almanac and U.S. Census Bureau (2006).

In Table I it can be seen that as time went on, a baseball player’s minimum wage and the players’ average wage salary increased dramatically while the workers minimum wage has stayed close to the same over the years. The players’ average salary has risen from being 9.48 times higher than the national average workers salary in the United States in 1955 to being 245.77 times higher than the average national worker in 2005. The rising salaries of the ballplayers can be attributed to larger salaries that are sought after from players after the inception of free agency or from larger revenue that franchises bring in as a result of network contracts which cause players to seek out more money that they know is available.
Other sources of income in addition to players’ contracts have always been available, such as endorsement deals and sponsorships. Even as early as 1886, companies used ballplayers to help sell their products. Baseball almanac (2006) notes that baseball cards, first packaged with tobacco products in 1886 by the Allen & Ginter Co. in Virginia, brought baseball’s heroes into homes of boys who would never have a chance to meet them in person. “King Kelley,” who played for the Red Sox, was granted $3,000 just for the use of his picture in 1886. Table II represents the famous first salary levels that have been paid to Major League Baseball players over the years.
Table II: Famous First Salary Levels in Major League Baseball, 1922-2000
	player
	year
	salary
	amount (in 2005 Dollars)
	times higher than babe ruth’s salary

	Babe Ruth
	1922
	50,000
	517,750
	

	Hank Greenberg
	1947
	100,000
	946,418
	1.83

	Mike Schmidt
	1977
	500,000
	1,622,490
	3.13

	Nolan Ryan
	1979
	1,000,000
	2,831,719
	5.47

	George Foster
	1982
	2,040,000
	4,138,416
	7.99

	Kirby Puckett
	1989
	3,000,000
	4,676,191
	9.03

	Jose Canseco
	1990
	4,700,000
	6,990,490
	13.50

	Roger Clemens
	1991
	5,380,250
	7,592,269
	14.66

	Ryne Sandberg
	1992
	7,100,000
	9,615,232
	18.57

	Ken Griffey, Jr.
	1996
	8,500,000
	10,317,505
	19.93

	Albert Belle
	1996
	11,000,000
	13,352,065
	25.79

	Pedro Martinez
	1997
	12,500,000
	14,730,875
	28.45

	Mike Piazza
	1998
	13,000,000
	15,064,022
	29.10

	Kevin Brown
	1998
	15,000,000
	17,381,564
	33.57

	Carlos Delgado
	2000
	17,000,000
	18,879,147
	36.46

	Manny Ramirez
	2000
	20,000,000
	22,210,761
	42.90

	Alex Rodriguez
	2000
	21,000,000 (’01-’04)

25,000,000 (’05-’06)

27,000,000 (’07)
	23,321,299

25,000,000

27,000,000
	45.04

48.29

52.14


Source: Baseball Almanac (2006).

Table II further shows the increase of paid salaries to ball players over time. The highest salary paid to a major leaguer in 1922 was Babe Ruth who made $50,000, which is the equivalent of $517,750 in 2005 dollars. The highest salary paid to a player in 2000 was to Alex Rodriguez who signed a contract for $21,000,000 with an increasing amount over six years that would eventually make him $27,000,000 a year. This amount was 52.14 times higher than Babe Ruth’s 1922 groundbreaking salary.

The calculability that television contracts, advertising, and longer seasons have made have resulted in significant increase in profits for franchises as well. The Yankees alone bring in $175 million annually from local television contracts (baseball-almanac.com 2006). Their team is positioned in a large viewer market so they have more opportunity to generate greater profits, while smaller market teams may bring in only $1-5 million in television revenue. Major League Baseball is also exempt from federal anti-trust laws through a ruling from the Supreme Court. Baseball almanac notes that this has enabled its billionaire owners to maintain a monopoly cartel that carves out territories and enables the owners to put up a united front against the players in salary matters. 
Every professional sports team needs an owner because they are the money supplier. When the team needs new uniforms, new equipment, or sometimes even a new stadium, these items are not paid for by the ballplayers but, rather, by the owner of the teams. The efficiency of how owners perform this duty can determine a successful or not successful ball club. Baseball has become bureaucratized because of the team’s heavy reliance on this one key person and their decision-making abilities. While many people help to run a successful franchise, the owner has a strong influence on every decision because he/she is the one paying the bills. As a result of the evolution of team owners mentioned earlier, the owners who are now controlling professional baseball teams are coming into the business with already established wealth and their goal is to generate even more profits. Table III shows the amounts paid by owners to purchase their respective franchises over time.
 Table III: Amounts Paid by Owners to Purchase Franchises
	Team
	Owners by year
	sale price (in 2005 Dollars)

	San Francisco Giants
	John Day, 1883-1885
	N/A

	
	Andrew Freedman, 1885-1902
	N/A

	
	John T. Brush, 1902-1912
	N/A

	
	*Harry Hampstead,1912-1919
	N/A

	
	*Charles Stoneham, 1919-1936 
	N/A

	
	Horace Stoneham, 1936-?
	N/A

	
	Peter Magowan, 1993-Pres.
	131,481,372

	Pittsburgh Pirates
	Barney Dreyfuss, 1900-1932
	N/A

	
	Bill Benswenger, 1932-1947
	N/A

	
	John Galbreath, Bing Crosby, 1947-?
	23,660,464

	
	**Pittsburgh Association, 1984-1996
	N/A

	
	Kevin McClatchy, 1996-Pres.
	115,313,295

	Detroit Tigers
	S.F. Angus, ?-1903
	N/A

	
	*William Yawkey, 1903-1908
	1,065,173

	
	Frank Navin, 1908-1935
	N/A

	
	Walter O. Briggs, Sr., 1935-?
	N/A

	
	Thomas Monaghan, ?-1992
	N/A

	
	**Mike Ititch, 1992-Pres.
	N/A

	Oakland Athletics
	Ben Shibe and Family, 1906-1922
	N/A

	
	*Connie Mack, 1922-1950
	N/A

	
	Earle and Roy Mack, 1950-1954
	N/A

	
	Arnold Johnson, 1954-1960
	24,166,685

	
	Charlie Finley, 1960-?
	22,178,639

	
	**Walter Haas (Levi Jeans), N/A
	N/A

	
	Steve Schott and Ken Hoffman, N/A
	N/A

	
	Lewis Wolff, 2005-Pres.
	180,000,000

	New York Yankees
	Colonel Jacob Ruppert and Colonel Tillinghast L’Hommedieu, 1915-1945
	8,474,362

	
	Dan Topping and Del Webb, 1945-1964
	29,413,497

	
	**CBS, 1964-1973
	67,598,668

	
	George Steinbrenner, 1973-Pres.
	44,153,999

	Boston Red Sox
	Harry Frazee, 1917-1923
	6,780,716

	
	Bob Quinn, 1923-1933
	16,571,086

	
	Thomas Yawkey, 1933-1976
	20,319,461

	
	John Henry and Tom Werner, 2001-Pres.
	715,776,488

	Minnesota Twins
	*Clark Griffith, 1919-1955
	2,152,372

	
	Calvin and Thelma Griffith, 1955-1984
	Inherited

	
	Carl Pohlad, 1984-Pres.
	59,231,097

	Chicago Cubs
	**William Wrigley, 1921-1932
	N/A

	
	**Philip Wrigley and Family, 1932-1981
	Inherited

	
	**Chicago Tribune Company, 1981-Pres.
	N/A

	Atlanta Braves
	Emil Fuchs, 1928-?
	N/A

	
	Lou Perini, 1946-1957
	N/A

	
	Joseph F. Cairnes, 1957-?
	N/A

	
	**Ted Turner, 1976-Pres.
	N/A


* Denotes Former Players     



Source: Baseball Almanac (2006). 
** Denotes Companies and/or Owners of Companies That Own a Team


Table III gives a sampling of the prices that were paid to purchase some of the franchises in the major leagues. As costs to keep players, facility fees, etc. have increased over time so has the purchase price of a team. It takes a lot of money to keep these teams where they need to be and to expect to make a profit off of their team the owners have to be willing to put in a lot of money to start with.

Table III also shows that the early owners of baseball teams, around the turn of the 20th century, were often previous ballplayers themselves or they had a strong connection to a specific team. The second type of owners were those who were most interested in using their products to make a name for them and to further develop their profits which in turn could be used on their products. Examples of these would be the Anheuser-Busch family who owns the St. Louis Cardinals and the Wrigley family who owned the Chicago Cubs. The last types of owners are groups of businessman or very independently wealthy corporate managers who are trying their hand at professional baseball in order to turn a profit. They already have established products on their own and are usually very well known without being synonymous with their respective baseball team. These owners can be seen by looking at buyers in the late part of the 20th century. They are prominent business dealers such as the Walt Disney Company who owned the L.A. Angels, Mike Ilitch, the creator of Little Caesars Pizza and the owner of the Detroit Tigers, and Ted Turner, the owner of the Turner Broadcasting Company, TBS, and the Atlanta Braves. 


Baseball today has become an increasingly rational and bureaucratized business. The efficiency of its team’s owners, the predictability of ball parks and aspects associated with it, the calculability of pre-determined profits from mass media sources, and the spectators increasing reliance on the nonhuman technologies of television and internet to get access to sports has made professional baseball the lucrative business that it is today.

Discussion


As this paper has argued, the commercialization of professional baseball is caused by multiple factors. When immigrants first came to the U.S. in the late 1800’s and early 1900’s they were outcasts among the majority of Americans. They tried to assimilate themselves to gain respect throughout the larger communities and neighborhoods, whether it be within their own ethnicity or not. Playing baseball in their neighborhoods brought people of various ethnicities together as a group and this allowed them to interact. It gave immigrants and second generation families a way to identify themselves as American. The camaraderie that was built by this neighborhood sport turned into a love for the game that would last throughout their lives, but this relationship between people and baseball changed as baseball became just one more venue for profit-making.

The popularity and success of television in the 1950’s and 1960’s left many teams with declining attendance in the stadiums. The American family had less need for entertainment outside of the home. Why would one leave the house when he or she could see their favorite teams and athletes from their very own sofas? This change in lifestyle meant a decrease in profits for baseball team owners. In order to keep their franchises viable, owners needed to produce income from other areas. This gave rise to many teams adapting the structure of the game in order to make it more appealing to TV. Television stations learned that by televising games high ratings resulted. In turn, advertisers paid the stations in order to have their products seen on the networks, thus networks generated even greater profit from broadcasting the games. In turn, the networks paid baseball franchises for airing the games. The owners no longer had to worry about a loss of profit; they only had to worry about a loss of enthusiasm for the game. In the end, this paper has identified the growing role of the rational bureaucratic structure of baseball, but the foundation of the change is capitalization. Players and teams have all become commodities for sale, and the worth of the team is only as good as the marketing campaign and promotional products available to an ever more distant viewing audience.
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