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Panel  ■  How does the sports industry make better use of technology and improve the fan experience?
FROM PAGE 1

SBJ: Let’s start with a look at the role technol-
ogy plays within your organization and within 
your culture. Some have said over the years that 
sports was a latecomer to technology and the use 
of the new technology. What are your thoughts 
on that, and what role does technology play in 
your organization today?

BILL SCHLOUGH, San Francisco Giants: I 
would say that that’s an accurate statement, 
to say that sports has been a latecomer in 
terms of  technology playing a strategic 
role within the organization and I would 
say that we’ve come a long way, but we still 
have a real long ways to go, especially in 
baseball. ... Back in 2002, there were two 
vice-president-level positions in technol-

ogy at the team level. Now, in 2009 there are 
eight. We’ve come a long way, but we’ve still 
got a long way to go. There are 30 teams in 
baseball, and eight out of  30 still leaves 22 
others out there that don’t have a VP-level 
person represented at the table on making 
decisions. So, I think we’ve come a long way 
in terms of  technology being strategic in 
sports organizations, but we still have a 
long way to go.

LORRAINE SPADARO, Delaware North: I think 
in the National Hockey League there are 
similar statistics. I think, like Bill, it’s evolv-
ing. I think the recognition for a need to 
have a strategic voice in alignment with 
the businesses is becoming recognized, but 
I think there’s always the challenge of  the 
operational IT role — the folks that sort 
of  sit behind the scenes and make things 
happen and do a great job at it — and own-
ership and leadership recognizing that to 
take it sort of  to the next level and to really 
legitimize technology you really have to 
have that senior-level voice. It’s going to 
take some time, but economic conditions 
and the competitive marketplace is sort of  
driving it, because you really do have to have 
somebody who can talk to the technology 
vendors out there and help create the stra-
tegic vision along with your ownership and 
executive management. Otherwise, you’re 
doing a lot of  spinning your wheels.

MICHAEL GLIEDMAN, NBA: I’m in agree-
ment with what everybody has been saying, 
but nowadays … we don’t even think that 
way anymore. We’ve definitely become part 
of  the management team at the NBA, and 
things like basic infrastructure, basic op-
erations, keeping the trains running — it’s 
something that we’ve sort of  put behind 
us. We are always working on it, but now 
that that’s in the past, we’re brought in to 
deal with contract negotiations with major 
partners, and they’re always seeking our 
feedback on initiatives that they’re thinking 
about much earlier in the process than ever 
before. So, it’s a nice place to be.

SCHLOUGH: I gave out that stat of  eight 
[teams]. That was 2009. In 2010, in MLB, 
we’re down to six. I think it has a lot to do 
with the economy because I think owners 
during boom times were saying — and this 
is somewhat counterintuitive, especially 
for us technology people because we feel 
like during a time like this is when you 
need to invest in technology — but some 
of  these owners and other team executives 
are like, “Yeah, let’s invest in technology. 
Whoa, budgets got tight. We can’t afford a 
CIO.” So, I don’t think that’s the right ap-
proach, but I think we’re seeing that and it 
demonstrates that still today, owners and 
executives at sports teams are a little bit 
behind in comparison to competitors in 
other industries.

JONATHAN PANNAMAN, ESPN: Obviously, 
as a production company, we’ve always had 
vast amounts of  technology and some might 
say a huge, huge team. I mean, we’ve got 
over a hundred developers developing soft-
ware and codes on staff, so technology is 
just a fundamental part of  doing broadcast-

ing, and ESPN has leveraged and always 
pursued very sophisticated technology for 
production.

But I think the interesting thing is hear-
ing that there are very senior technology 
people. ... It would be good if  it keeps grow-
ing to look at other ways to bring technology 
direct from the various sporting venues and 
organizations into the production world. 
We’ve been doing it with statistics. We’ve 
been doing it with new release mechanisms, 
you know, the Web and so on, but getting 
deeper and deeper and collaborating with 
the other organizations, of  course, gives 
us new opportunities.

DAVID HOLLAND, Cisco: People are begin-
ning more and more to marry up their business 
strategy with the technology strategy and they 
almost become intertwined to the point where 
you can’t really tear them apart. I’d be interested 
to hear, What is the strategic challenge that you 
really face today as a business that technology 
can really affect the most?

TERY HOWARD, Miami Dolphins: One of  the 
biggest challenges is trying to integrate our 
digital media, and I think everybody around 
the table is in the content business, so try-
ing to find an integrated solution and in-
novate with clear focus on what the purpose 
is going to be and how we can monetize that, 
because to innovate just to innovate could 
be challenging and costly. But innovation 
with a clear purpose and alignment with 
the business strategies is really where you 
drive success.

GLIEDMAN: At the NBA, we’re expanding 
our Web presence more and more inter-

nationally and so we are looking for new 
opportunities to build country-specific, lan-
guage-specific Web sites, like we’ve done 
domestically, that really enhance the fan 
experience, but for an international audi-
ence. … How do we make our video, our 
stats and all of  our information available 
to those folks in a way that is best digested 
by them and in a way that’s sort of, I don’t 
want to say country-specific again, but in 
a way that they will use that information? 
Everybody is not going to use it the same 
exact way. There are cultural differences, 
and the way they use Web technologies are 
different from place to place, and so we want 
to offer products that accommodate those 
different needs.

SBJ: How difficult is getting ownership to buy 
in to the role of the CIO or the CTO and really 
investing in it?

SCHLOUGH: It’s important for a CIO to be 
able to demonstrate how it ties back to rev-
enue. … Sometimes it might be about team 
performance and you want to put the best 
product on the field, but why do you want 
to do that? OK, you want to win the World 
Series, which also helps sustain the team 
revenuewise, brings in the fans and help us 
win the World Series in future years. … But 
I think one of  the big challenges that folks 
face is that IT and technology historically 
is about just keeping the lights on, and a 
lot of  times you notice IT when there are 
problems, like when your phone doesn’t 
work or when your computer blue-screens 
on you, and so the people who historically 
are in those roles have certain skill sets, 
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technical skill sets, and for someone who 
is in one of  those roles to move up to a CIO 
position and change that perception inter-
nally, it just doesn’t happen.

HOLLAND: Bill, do you think there’s a role for 
the leagues to play here in helping define what 
the technology playing field should look like?

SCHLOUGH: I’d turn that over to the NBA 
and I would love to hear what they have 
to say because each of  the major sports 
leagues, at least in the U.S., takes a very 
different approach in terms of  centraliza-
tion versus decentralization and where they 
stand. I think the NBA probably does one of  
the best jobs in terms of  being centralized 
and sharing knowledge across the league, 
so I’d love to hear their perspective.

GLIEDMAN: I appreciate that. We have, as 
you said … a very centralized model. We do 
have very good and tight relationships with 
the lead technology people at each team, 
whether they’re technically CIOs by title 
or not. They run their groups and they run 
their technology. My job is really to make 
sure that we’re finding opportunities that 
they can leverage, large deals that they 
can take advantage of, pricing that they 
can take advantage of  and continually be 
putting opportunities in front of  them so 
that they know what’s available and they 
see the opportunities that are evidenced by 
good pricing and things like that.

SBJ: How has that concept or mind-set shifted 
in the last few years as your consumer-facing 
digital presence is now in the hands of a third 

party, a joint partner?

GLIEDMAN: Well, that’s just one aspect of  
it, but even still we’re sort of  a facilitator 
between the teams and between Turner 
Broadcasting for the operational aspects 
of  the Web site. The team hand-holding, 
the team education on new technologies 
all comes through us. They’re providing 
the data center for hosting, bandwidth and 
things like that and some of  the technolo-
gies, but we’re doing a lot of  the develop-
ment for that still.

SPADARO: The experience I’m seeing 
around the leagues or around the teams 
is that ownership can be a bit reactive to 
the need for senior-level technology profes-
sionals in the organization. A lot of  times 
it’s driven by new construction moving into 
new facilities. The technology infrastruc-
ture, the technology demands, the invest-
ments that are made are so significant that 
they get into it and they’ve got a collection 
of  consultants making recommendations 
for them and, honestly, the usual names and 
faces for almost every technology practice 
that you’ll see, and they start to realize they 
have to have somebody here that can really 
understand and help us develop the strategy, 
because so much gets thrown at them or the 
investments are so significant, that they 
start saying, “OK, now I need somebody. I 
need to legitimize these investments, I need 
to have somebody who is going to spearhead 
this and create a cohesive strategy and vi-
sion around it.” … So, I’ve definitely seen 
where you’re starting to see senior-level 
technology folks around, but you’ll always 
see them in the new facilities.

HOLLAND: What can the technology sector 
do to help address these needs to reach out 
internationally or affect the fan experience for 
this new generation of fans?

SPADARO: I think you’re always going to 
have situations where you’re going to try 
some things and they’re going to work, and 
some aren’t. And that’s partly driven by 
ownership. Something gets in their head, 
and they want to try it and think that it’s 
going to help be the differentiator to get 
people out of  their living rooms and into 
the seats. But then again, it’s really sort of  
understanding your vision and really figur-
ing out how you want to connect with your 
fans and then what tools are there going to 
be to help you accomplish that.

HOWARD: A technology company’s chal-
lenge would be to see how we can integrate 
all of  these different types of  solutions that 
may or may not be part of  a Cisco platform, 
but utilizing your foundation and the infra-
structure that we already have in place to 
be able to continue integrating these and 
scaling and being as open-architecture as 
possible.

DAVID HSIEH, Cisco: One of the things that 
we see in the technology business, in general, 
is that consumerization of IT. … Are you find-
ing that people across the industry being more 
knowledgeable about technology is a curse or 
a blessing?

SCHLOUGH: Back in the old days, when 
you could have just a consistent office en-

vironment, everybody had the exact same 
desktop, the exact same cell phone, and it 
made it a lot easier to support and keep the 
lights on. Now, everybody has their own 
device that they prefer and they’re very 
attached to them, so it’s challenging from 
a support perspective. But it actually, hope-
fully, enhances productivity, so there are 
benefits and challenges.

SPADARO: I’d say it’s best for our business 
for the folks that are in sales and market-
ing to understand, to be consumers and to 
be fans … because we depend upon them 
to really deliver our product to our fans 
and understand what they want and be out 
ahead of  it, whether it’s pricing, our ticket 
pricing, campaigns, brand management; 
that’s what we expect of  them. I don’t ex-
pect them to be the super-user technology 
professionals. I see it as an extension of  
my team to also empower the technology 
tools we put in front of  them — sales force 
automation, CRM tools — and it’s a strain 
on resources to be able to close that gap at 
times, but I do really believe it’s important 
for us to understand [that] when it comes 
to the consumerism of  technology, it’s re-
ally important for them to understand what 
consumers are doing with technology.

GLIEDMAN: I find that the folks who work 
at the NBA know a lot about what’s going on 
in the non-corporate world and they always 
want to know, “This is what I do on Google, 
this is what I do on Facebook, this is what 
I’ve been Twittering, I’ve been this, I’ve been 
that,” and they always want to know how 
they can bring those technologies back into 
the corporate world to help them do their 
jobs better. And they are very savvy as far 
as having a broad understanding of  the lat-
est whatever. iPad is almost too pedestrian, 
but whatever widget, whatever Facebook 
game, whatever you name it, they seem to 
know about it, and that keeps pushing us 
to keep up.

HOWARD: When you look at our fans, you 
have to believe that they are becoming more 
technology savvy, especially our die-hard 
fans. I think that’s a trend that we’re going 
to be seeing more and more, only because of  

all of  the content that’s out there for our fans 
to look for and find. We did some surveys 
at Sun Life Stadium before we deployed a 
handheld mobile TV and found it interest-
ing to see how many fans out there are al-
ready used to using gadgets and the devices 
and their phone to search for content and 
search for the stats. So, I think it’s going to 
benefit us from a sports side to encourage 
our fans to become more technology driven 
so that we can cater [to] them and allow for 
that content to follow them as opposed to 
them following the content.

SBJ: What percentage of your fans want some 
kind of technology enhancement or device dur-
ing the game?

HOWARD: We did a pilot project last season 
where we deployed about 2,700 devices. … 
The surveys came back overwhelmingly 
positive with respect to having all of  this 
information in the palm of  their hands and 
they’re not missing out on any other out-of-
town game that they could be watching from 
home. Or they could watch any replay from 
different camera angles, and some of  the 
feedback that we’re getting now from our 
renewal process and our new-ticket sales 
[is that] people are very excited about the 
unit and anticipating its arrival when the 
season starts.

SBJ: When it comes to advertising and spon-
sor activation, how active are the corporations 
you’re dealing with in terms of in-venue new 
technology applications … or how much are 
you having to train them and walk them through 
some of the abilities that they have now within a 
building to get their messaging across?

SPADARO: It depends. You know there’s 
this piece in the middle of  these relation-
ships with the agencies, and honestly it 
often depends on who at the agency has 
made the buy. If  it’s the interactive group, 
you’re going to get it as sort of  a different 
activation plan than you are with the guys 
that sell typical signage and media. What I 
find is I really like having the technology 
companies come in because they’re excited 
about activating their partnership with 
your team or with your facility.

In particular, for us, we have AT&T Wire-
less, and they have a plan where they come 
in with their wireless team and they want 
to build out wireless infrastructure; they 
have a plan to deliver mobile apps. For me, 
it’s a challenging environment. … All of  
those wireless-enabled devices coming into 
your facility wreak havoc on your everyday 
network, but those are the sponsors that 
I’m seeing in the best position to activate 
their partnerships.

HOLLAND: How important is it for you to be 
able to touch that fan through their wireless de-
vice directly as opposed to letting a third party 
maybe intermediate this and control it?

SPADARO: Obviously, we’d want to control 
the experience, but you want to do it in a 
way that’s going to be a very positive experi-
ence. So, we’ve looked at a number of  mobile 
apps that are out there and there’s a lot of  
opportunity, but you want it to be a good ex-
perience. You don’t want to be trying to push 
videos through a wireless environment. 

SBJ staffers link from Charlotte with other 
TelePresence video conference participants.

NBA CIO Michael Gliedman says teams are 
looking for tech opportunities to leverage.
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It’s got to scale, right, through adoption. 
We want to have the partnership and we 
want to be able to, working together, deliver 
content that’s relevant for our teams. So, 
we don’t want a third party to come in and 
just be doing random content delivery. We 
absolutely want it to be in alignment with 
our team. It’s just challenging balancing the 
investment with the opportunity.

SBJ: Let’s go back to that comment and just 
talk a little bit more about the wireless network. 
Bill, a lot of what you’ve done does leverage off 
the cell phone, but what’s going on in Miami and 
with Stephen Ross buying Kangaroo and trying 
to take that as much leaguewide as possible is 
predicated in part on a wireless network not 
working in-venue and not being able to scale. 
Can we go around the group and get a sense of 
how you’re managing that in terms of being able 
to have those touchpoints wirelessly when, to 
your point, it’s not something that you’re in direct 
control over?

SCHLOUGH: It’s a huge challenge and I’ll 
look all the way back to when we built our 
ballpark. … We didn’t put a data jack at 
every seat in the facility, but we did put six 
voice and six data jacks in every suite so 
that every suite-holder could come in back 
in 2000 and they could plug in and get a 
modem line on their laptop if  they wanted, 
and that’s how it all started out. And that 
was not long ago. And then it moved into 
DSL, and everybody had a free DSL line in 
their suite, which was great. And it was all 
controllable. You had your own dedicated 
DSL line.

Now, we’re in the wireless world, and ev-
eryone shares one pipe, and if  one person 
decides that they want to stream HD video 
and maybe 10 people do, now all the other 
people who just want to access stats are 
locked out. So, it’s a huge challenge. It came 
to a head for us last season so we, in conjunc-
tion with AT&T, have invested significantly 
in our infrastructure this year so that we 
can continue to provide that for folks with 
mobile devices and to push it out.

It’s an astute question. You’ve got your 3G 
network, you’ve got your Wi-Fi network and 
then you’ve got other mechanisms of  get-
ting information out to fans, like what Tery 
is doing in Miami with using traditional 
broadcast networks. And I think, as we look 
over the next few years, today, especially for 
AT&T with all these iPhones out there, the 
3G network is tapped out, so they need to 
offload that on Wi-Fi now.

HOLLAND: When a broadcaster comes into 
a game and all kinds of stuff comes in from the 
league, from the broadcaster, and there’s a bunch 
of wireless spectrum that gets used, sometimes 
they stomp on each other, frankly, both from the 
licensed and unlicensed space. Is it getting better 
or is it getting worse? I mean, it could be getting 
worse, because there are more wireless things 
out there that could stomp on each other, but 
it could be getting better because maybe it’s 
being controlled better by whoever is regulating 
frequency at the venue.

SPADARO: At our events, the frequency 
coordination, the broadcasters are really 
good at this. … At 6:30 p.m., my wireless 
bandwidth is perfect; exactly where it needs 
to be. At 7 p.m., some of  the biggest chal-

lenges are photographers: They’re literally 
streaming right from their cameras … and 
there’s this balance with the media that we 
are trying to keep. OK, let’s put them on 
hard lines, but then you have a new pho-
tographer come in that doesn’t know the 
policy. It’s really dealing in an ever-involving 
environment of  demands that’s the great-
est challenge.

But wireless frequency coordination I see 
being a lot better and we run into a lot less 
of  it, but there’s definitely the surprises that 
hit you and just literally take your wireless 
to its knees.

HOWARD: We had a meeting with the 
chief  frequency coordinator at the NFL a 
couple of  weeks ago to get a sense of  what 
the Wi-Fi requirements and the spectrum 
capabilities will be for next season because, 
after the Super Bowl, we ran into some chal-
lenges. And the trend is that it’s going to 
get more limited in nature only because of  
what the broadcasters are going to require, 
whether we have a Monday night game or 
Sunday night game and they’re going to 
be broadcasting from the field, so there’s 
a lot of  wireless requirements there. They 
take precedence over that. Spacing takes 
precedence there.

Then you go into your media. We use 
wireless for our point-of-sales systems; 30 
percent of  our POS sales are wireless, and 
… on the sidelines, the NFL is using Wi-Fi 
more and more to communicate with the 
coaches and the quarterback. So, when you 
look at what we have available to service 
on a Wi-Fi level, it’s very, very limited and 
there’s not much we can do because of  the 
limitations of  what the technology holds 
today, which is why we went to the UHF solu-
tion with Kangaroo TV. And we know that 
this is an evolving technology and it’s just 
a matter of  time where the innovation will 
take us into, similar to what Bill was talk-
ing about: What’s that next generation of  
solutions that we’re going to be seeing? But 
right now, we want to cater to our fans; we 
want to empower them to consume content 
when they want it and how they want it.

PANNAMAN: ESPN’s perspective, obvi-
ously, is we don’t have the local problem that 
the local events and stadiums have. We’re 
bringing media from a pretty significant 

number of  venues around the country, co-
alescing it and then distributing it, but we’re 
distributing it across the country in all sorts 
of  locations. We’ve got these local dot-coms. 
So, in a city we may have a problem because 
if  we’ve got a large number of  people ac-
tive on the local dot-com, even if  the team 
is playing away, we may be under quite a 
bit of  pressure there, but it’s an Internet 
problem, not a Wi-Fi or 3G problem locally. 
So that’s a different problem, and I think 
possibly the easiest solved because we can 
just scale out different places that has more 
Internet bandwidth. Obviously, I’m not sure 
whether our event group either helps the 
problem or hinders the problem at stadi-
ums. I don’t know if  they try and distribute 
anything locally on either Wi-Fi by adding 
more access points that compete with yours 
or use your Wi-Fi that competes with your 
bandwidth, but from the normal distribu-
tion situation, we’re more countrywide and 
areawide rather than locationwide.

GLIEDMAN: From the NBA, I deal with 
these things for the large events, for All-
Star Game and NBA Finals, and I agree 
with everybody: There’s just more and 
more requests for wireless, more and more 
demands on the bandwidth. The tools are 
getting better, though, and as Lorraine said, 
frequency coordination is key to making 
sure that to the best of  your ability that all 
the stuff  is going to work. But, nevertheless, 
when you get 108,000 people in one place and 
everybody wants to take pictures on their 
phones and send a message to their friends, 
it’s hard to stay on top of  that.

HOLLAND: What if you look out three or five 
years? What does the experience look like in 
the venue, and what role does video specifi-
cally play? 

SCHLOUGH: We’ve seen video’s role evolve 
significantly over the past few years, es-
pecially with HD. Before HD, we all had 
our CRT TVs all up around the ballparks, 
some of  them above concession stands. We 
had, hopefully, a color video board. Then 
we went HD with our video boards. … The 
current wave that we’re seeing is, send it 
to mobile devices, especially with baseball. 
You’ve got a lot of  gaps, so people have free 
time — whereas in an NBA game, I want 

to be watching right there. I don’t want to 
miss something on the court. I don’t want 
to miss a dunk. But in baseball, you’ve got 
three hours of  a game and 20 minutes of  
action, so you have a lot of  time to sit there 
and look at that last play. That’s what I’m 
seeing today: More and more people are 
wanting to go to their mobile devices and 
access video. What comes after that? Maybe 
it’s just we continue to increase quality of  
that video. I mean, I’m not sure what would 
come after mobile devices. 3-D?

HOLLAND: What about interactivity: the abil-
ity to not only consume content that’s coming 
to you, but interact with somebody else while 
you’re consuming it? 

SCHLOUGH: Yes. There may be some rights 
issues in terms of  sharing. I mean, you may 
be capturing content yourself  and integrat-
ing that in there and doing your own mash-
ups and that type of  stuff  … but I really 
think it’s going to be a mobile-centric world. 
That’s the biggest trend I see. 

SPADARO: In our market here in Boston, 
we have some generations of  fans that still 
don’t think we need the video centerboard, 
who don’t want to play music and can’t un-
derstand why there’s not just an organ. But 
I watch my children watch the games the 
way they experience a sporting event or 
“American Idol” show or Nickelodeon “Kids’ 
Choice Awards,” and it’s a two-screen expe-
rience for them. It’s really understanding 
who they are and who that next consumer is 
and making sure that we can still get them 
into our venues and still connect to them. 
I really believe it’s how they interact from 
their mobile device through their social 
networking to their social network: “I’m 
at the game.” That communication back 
and forth — that’s all you see people doing 
all during the entire game, you know? It’s 
constant between text and texting pictures, 
and it’s really sort of  capturing interactiv-
ity between the fan in your venue and their 

Delaware North’s Lorraine Spadaro says that coordinating wireless frequencies continues to 
challenge sports venues as the use of the technology continues to spread. 

ESPN’s Jonathan Pannaman thinks every 
sport will find a way to present itself in 3-D.
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social network as well.

HSIEH: Do you think that there’s an opportunity 
for the teams or leagues or broadcasters to help 
facilitate that?

SPADARO: It’s challenging because of  your 
rights: the balance between your league 
rights, your team rights … what’s your 
ownership relationship with your venue, 
and then your league rights to your digital 
assets, all of  which are going to have to be 
recognized and vetted before really any of  
us can sort of  go down this road. 

 
HOLLAND: But if the money is there, then 

you think something can happen?

SPADARO: Yes. I think if  the money is 
there, then I think the leagues will. … They 
have to. They have the biggest aggregation 
of  opportunity across the teams to do it. It’s 
part of  that balancing. You know, if  we do 
something at the team level, an initiative at 
the team level, and then all of  the sudden 
your league sort of  decides that mobile asset 
or digital rights that we had at the team 
level, and they are retracting that and now 
are controlling it — those stops and starts 
are tough with your fan base, so you have 
to be really careful. 

HOWARD: I think if  you ask the fans where 
do they see themselves three to five years 
from now, they want to see themselves 
on the field. They want to see themselves 
communicating and collaborating with the 
coaches and the players and finding how to 
navigate those waters and finding ways for 
them to be part of  that experience from their 
seat. That is really going to be something to 
think about. How that’s all architected I’m 
not sure, but the technology will be there 
because it’s there already today. 

SPADARO: I agree. I think Tery makes a 
good point about our fans wanting access 
and there are also those virtual experi-
ences now where you can put yourself  in 
the position of  being the coach or being 
the quarterback and sort of  replaying a 
play that’s just been played or participating 
in the play-calling. The opportunities are 
endless. It’s really a matter of  what really is 
going to be the right match to make it.

SCHLOUGH: David, I want to go back to 
where you said if  the money is there you 
can make it happen. One danger in that, and 
there is a risk of  me coming off  hypocritical 
here because we play in AT&T Park, but 
I’ll give you an example: There are a lot of  
vendors out there that want to throw money 
at a league or a team to create an exclusive 
relationship, but in some cases, that’s not in 
the best interest of  the fans. That’s a tough 
call to make and, in fact, it’s a call that a 
team doesn’t even have the opportunity to 
make sometimes.

GLIEDMAN: The response that if  the money 
is there — I don’t think that’s what it’s all 
about. I think we look at making sure that 
we’re working with sponsors in situations 
that are going to really further the fan ex-
perience and further do something that’s 
going to further the experience for our spon-
sors as well. Otherwise, we’d be working 

with different folks all of  the time just on 
a whim. But we like to have good relation-
ships that can benefit everybody. I think we 
work long and hard in the negotiating part 
of  any deal to make sure that everybody is 
going to benefit. If  exclusivity is something 
that’s important to the vendor, then that is 
something that’s up for discussion. But it 
has to be part of  a deal that’s going to, as I 
said before, benefit everybody. I don’t think 
one takes precedence over the other. 

SBJ: Bill, you mentioned 3-D before. I’m cu-
rious, to [everyone] on the panel, how you’re 
evaluating 3-D and particularly where it might 
fit in in-venue. 

SCHLOUGH: People wearing glasses … 
that’s my issue. When we get past the glass-
es, maybe it will work, but I can’t see it in a 
venue. People are not going to like looking 
at the field and then looking at their device 
or TV with glasses. … At home it’s different, 
but in-venue, I can’t get over it. 

HOLLAND: Jon, a question for you, if you can 
demystify what the 3-D experience will be like 
for World Cup, for example, this summer. Can you 
kind of walk through as a consumer what I would 
need in order to be able to experience that?

PANNAMAN: We’re working very hard in 
a lot of  different areas to get the broadest 
reach and the simplest implementation. 
The current approach [is] … we’re looking 
at getting a signal direct from South Africa 
through to distributors here. You’ll see an-
nouncements over the next couple of  weeks 
of  who’s actually picking it up.

We’re doing it in a way that won’t require 
any changes in set-top boxes or the delivery 
mechanisms and so on to get it to the home. 
The signal coming out of  the set-top box, if  
you try to look at it on a regular TV, would 
look weird, but then on an appropriate 3-D 
TV, we will have the internal processing 
then to pull the signal up. … It’s meaningless 
to somebody watching it without the right 
set and the right glasses. Basically, they’ll 
need to pony up and buy one of  the new 
TVs. The Samsung is already out. Sony is 
proposing to be out by then. Panasonic’s are 
out. There are quite a few options. They’re 
not crazy money.

I think the issues that face the consumer 
is that a year ago, most of  the TVs out there 
were using the passive glasses, the ones that 
you use in a theater if  you’re watching a 3-D 
movie. But most of  the manufacturers now 
have gone to active glasses, which means 
that it’s an added complexity in theory and 
in practice. Certainly, if  everything works 
well, it’s a better experience arguably.

SPADARO: Jon, one question I have is in 3-D, 
do you see it being more beneficial for some 
sports than others?

PANNAMAN: I think the issues of  doing 3-D 
in different sports are quite radically differ-
ent. In football, you’re so far away from the 
action most of  the time that to get a real 3-D 
feel is more difficult. We’ve been doing a lot 
of  work on that. We need different camera 
positions to shoot 3-D.

The big debate for us at the moment is, is 
it possible — and I don’t think there’s much 
feeling that it is — but is it possible to do a 

single production for both 2-D and 3-D? The 
consensus at the moment is it doesn’t look 
likely. You’ve got to be lower and closer to 
do 3-D. … There is an enormous amount of  
work to find the new right way to produce 
all of  these sports. They’re all out there. … I 
think also we need a bit more time to know 
whether it’s the 3-D hand-coming-out-of-the-
TV kind of  effect and the player running 
off  the field into the camera and everybody 
ducking as opposed to just being immersive 
and being there as if  you’re sitting in a seat 
in the stadium. … So there’s a huge amount 
to do. I think every sport will find a way to 
present itself  in 3-D.

I think as far as displacing being there, 
until we can get the TV to dump cold beer 
down your neck when something major hap-
pens, that’s not going to happen. I think it’s, 
again, a complementary thing. I think it will 
be something, which might be an interest-
ing comment back from you guys, if  there 
are so many people around the country that 
just can’t get to one venue in one city, this is 
a way where instead of  them surfing across 
every single game, in theory you could put 
them in the stadium and they would be more 
dedicated to your game, their team across 
the country, because they can be much more 
immersed in it. Have you looked into that 
approach to it, saying if  we get more into 
the delivery to the home of  the game in 3-D 
we’ll actually bring people and have people 
more connected with one game and not the 
whole lineup of  games?

SCHLOUGH: Jon, speaking on behalf  of  
baseball, which is very different from foot-
ball in this space, in baseball we all have our 
local rights … so it’s actually a little more 
competitive for us I think, locally. This is 
definitely good overall, because anything 
that drives enthusiasm and excitement 
about our sport and brings fans closer to 
it, whether they’re in the ballpark or at 
home, it’s all good. But for us, the compe-
tition you’re describing, Jon, would take 
place at the league level for the special Fox 
games on Sundays or Saturdays or whatever 
it might be or for the jewel events. But in our 
local area in baseball, every single team has 
their local rights-holder deals. It’s a little 
bit of  a different model, I think. 

GLIEDMAN: For the larger event, it’s a 
lot easier because we don’t have to worry 
about the rights. It definitely has been a 
complement. If  you can’t get to the All-Star 
Game — it’s a highly sought after ticket; 
if  you can’t get to a Finals game — it’s a 
highly sought after ticket; you can go to a 
theater. You can watch it in 3-D, and you’re 
right: There’s no competition between a 
game that’s going on … and what you’re 
watching. 

SBJ: We talked a lot about the business side 
today: ticket sales, sponsorship activation, video. 
How much work are you doing on the player/per-
sonnel side of the business, where maybe the 
general manager wants to grab stats, wants to 
look at some new statistical data that they can 
capture on their players?

GLIEDMAN: At the NBA, a lot. We have 
a very active, large stats concern. I have 
a team that focuses on slicing and dicing 
the data. As you probably know, we have 

Bill Schlough of the San Francisco Giants says dynamic ticket pricing will continue to rise in 
popularity as technology gives teams more options on how they price their ticket inventories.
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folks in every arena capturing the stats. 
That all comes back into a database, and 
we have been building technology that lets 
basketball operations or people at the teams 
analyze that data in much faster ways than 
ever before, in much more complicated ways 
than ever before. 

SBJ: How are you balancing competitive, 
proprietary team concerns with having a level 
playing field for all of the teams?

GLIEDMAN: We make it available to ev-
erybody, and people like [Rockets general 
manager Daryl Morey] or other folks who 
are very heavily vested in dealing with stats, 
they look at it as they accept us as a great 
tool. We have our other things also and it 
doesn’t replace that, but this is great be-
cause I can do a lot of  things that I couldn’t 
easily do with some of  the things that I’ve 
had. It’s made available to everybody, so all 
ships rise on a rising tide.

SCHLOUGH: My problem with that is that 
we don’t really care if  we’re higher than 
we were before. We want to make sure our 
ship is higher than the one next to us, so it 
doesn’t really matter to us if  the tide has 
raised everything. …

You’re either going to compete based on 
technology or you’re going to compete based 
on the intelligence of  how to use and lever-
age the data that comes out of  that tech-
nology. So clubs have to, hopefully, have an 
expertise in each of  those areas and choose 
where they’re going to compete. If  you’re 
going to try to compete on technology, you’re 
only going to have, at best, a competitive 
advantage of  maybe a year or two and then 
everybody is going to catch up or the league 
is going to roll it out to everybody. Thank 
you, Michael. The tide lifts, and everybody 
is all even again.

In reality, that’s the most efficient thing 
to do. … There is so much duplication of  ef-
fort. We’re all throwing money away. We’re 
all doing the same thing and we’re saying 
we’re the only ones doing it, and you’re only 
ahead for so long, so I think it is good that the 
leagues roll stuff  out, and then it’s just up to 
us to be smart like Daryl in Houston.

SBJ: One of you said previously, “You have 
to remember that failure is an option.” What 
hasn’t worked when you’ve tried to test new 
technologies, either in your building or at your 
complex? 

SCHLOUGH: It’s not really a failure … Radio 
frequency: I really thought that this would 
really take hold more, that there would be 
contactless, credit card transactions and 
contactless tickets. I saw it in Germany 
many years ago. The concept of  a ticket-
less ballpark and where everything is con-
tactless and uses RF technology — it really 
hasn’t taken off  in sports the way I expected. 
… But I just think we’re ahead of  the curve. I 
think it will come. I wouldn’t call it a failure, 
but maybe it’s a little too early. 

GLIEDMAN: Probably player tracking. 
That’s something that we keep bringing 
out every few years. … It’s not necessarily 
a failure, but it’s maybe a technology that 
hasn’t been ready. Either it’s too expensive 
or [there are] other reasons why it didn’t 

work properly at the time. 

SPADARO: I know, Michael, in the NHL, 
there was a technology a while back that 
Trakus brought in; similar player tracking. 
… The technology seemed to work well, but 
the appetite for the information wasn’t there 
by the consumer.

GLIEDMAN: Yes, but with Trakus also I 
know that the players didn’t want to be 
tracked. “So you [are a] tiny bit slower 
than you did last year; do I cut your salary 
as a result?” … With us, a lot of  it is about 
defensive stats that we have a hard time 
getting ahold of, so if  we can track which 
guys are running around together, we can 
get a whole new category of  statistics that 
we didn’t have before. 

SPADARO: We had “smart seats” in Boston 
and it didn’t work. We had it in our suites 
and as much as we thought that people [fa-
vored] controlling the way they experience 
viewing the game, they wanted to watch the 
game. They did not want to be distracted 
by these devices. That’s going to change as 
generations change, but at that time, again, 
ahead of  its time. 

HOWARD: A technology that we tried a 
little bit over a year ago was voice recogni-
tion from a fan-safety perspective. So we 
have in a given day 70,000 people in the 
building, and we have different vomitories 
with security people that are standing at 
each one, and so if  they’re able to detect 
a problem, the radios become a little bit 
of  a challenge. They can’t use their cell 
phone because you can’t be guaranteed 
that you’re going to have a connection, so 
we resorted to these RF radios, and it really 
doesn’t work. So we tried this Wi-Fi device 
that … can learn your voice, and that was 
a complete failure, so convergence of  com-
munication from a fan-safety perspective 
during a game is something that is really 
big on our radar and [we’re] trying to see 
if  there’s a convergence solution that can 
take cellular and radios and other types of  
texting types of  technologies together to be 
able to have everybody in the stadium from 
a fan-safety perspective, be able to commu-

nicate quickly and efficiently. 

SBJ: What is the one thing that perhaps we 
haven’t talked about that you are really excited 
about and is going to be a big deal down the 
road? 

SCHLOUGH: Definitely dynamic pricing. 
… Ticketing is, for us, one of  the largest 
portions of  our revenues. Dynamic pric-
ing totally changes that game. I was look-
ing back today. It wasn’t that long ago that 
every sports team priced every ticket the 
same. That was like 2001, 2002 — less than 
10 years ago. 

SPADARO: I agree, Bill. The market-driven 
pricing, the way it’s been in the travel in-
dustry, is the topic of  discussion. It takes 
awhile for owners to feel comfortable with it. 
There’s that level of  unknown. You can get 
the ticket floor pricing in place, but it’s very 
difficult. There are no guarantees, right? 

PANNAMAN: I’m very interested in the 
sort of  connectivity side of  it. I mean, we’re 
always trying to get media much more easily 
from venues back to the production facility. 
Currently, lots of  satellites we need to get 
deployment and stuff, so that would be one 
topic I would be interested in. 

HOWARD: I know we’ve talked about fan 
experience, but I think that there is a level 
of  understanding and identifying what 
other value proposition, amenities [and] 
services that we can incorporate into the 

ticket offering that we have for our season-
ticket holders and our premium holders 
that continue to provide for and validate 
the investment that they’re making with 
that purchase, so fan experience. I see those 
two things as completely different for pre-
mium holders.

Then something else [is] more and more 
the video conversions with technology and 
how you can continue monetizing that not 
only from an experience standpoint, but 
also from a broadcasting standpoint — le-
veraging some of  the technologies and the 
bandwidth that stadiums and venues have 
to be able to do more … broadcasting locally 
here at the stadiums and venues to have 
more control over those media assets. 

PANNAMAN: What does everybody feel about 
media management, the management of their 
media assets? It’s something which has been 
evolving for it seems like forever, and I’ve never 
really heard anybody say they’ve got it 100 per-
cent under control, feeling like they’re leveraging 
everything from it.

GLIEDMAN: I think that’s something that 
we’ve been working at for a while. We’re 
pretty much tapeless at this point. Every-
body has got browser access to the archives. 
All games are coming in over fiber every 
night. They’re all indexed with statistics. 
They’re all logged. Then partners, like 
ESPN, can come in and look at the archive 
and browse the clips and teams can pull 
down things that they need back to the 
arena. So putting aside the rights manage-
ment piece, which, in some cases, we just 
sort of  level the playing field by saying we 
own everything, so it makes it a lot easier. … 
The infrastructure and the basic underpin-
nings of  the management are pretty well 
under way at the NBA. 

SCHLOUGH: We’re more decentralized than 
the NBA. I mean, clubs are even looking at 
their assets and saying, “Should we create 
our own massive data warehouses and sys-
tems to capture all of  these assets because 
there are tapes sitting at warehouses that 
are eroding?” So I love what the NBA has 
done, and MLB is heading in a similar di-
rection, but we’re a little bit behind where 
they’ve gone. 

PANNAMAN: It’s going back to that earlier 
question of  what have we tried that hasn’t 
worked. Media asset management, I think. 
… In fact, on that side of  it, one of  the things 
that ESPN has found over the years is that 
nobody makes the ideal product for us, and I 
doubt any product they do make is ideal for 
everybody. There’s no such thing. So we’ve 
been putting enormous amounts of  effort 
into kind of  turning that on its head. We will 
take products and we will supplement the 
technology and build the technology around 
them to get them to fit our workflow, not 
change our workflow to fit the technology. 
I think it’s true in every area. We’re doing 
our own media asset management because 
we just couldn’t find that kind of  solution 
that gave us the level of  control we needed 
to completely fit within the workflow or the 
production area. Tools all over the facil-
ity are created by ESPN specifically that 
hit this workflow requirement, which has 
proven to be so valuable with your asset 
management.

Cisco’s David Holland (left) directs a question to Schlough and others on the panel.
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“If you’re going to try to 
compete on technology, 
you’re only going to have, 
at best, a competitive 
advantage of maybe a year 
or two and then everybody 
is going to catch up.”

BILL SCHLOUGH
SAN FRANCISCO GIANTS

 


