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Live sporting events are arguably the most valuable content on TV. They deliver a consistent audi-
ence, are largely DVR-proof and can be a decisive reason to maintain a pay-cable subscription. There 
are just a handful of superpremium franchises, the rights to which rarely hit the market. For these 
reasons, Dodgers rights should command an extraordinary price. The team’s new owners have three 
options when its deals with Fox Sports and KCAL expire after the 2013 season:
Sign a RightS Deal Most Major League Baseball teams license about 150 regular-season 
games a year for regional telecast. The Dodgers can extend the license arrangements with Fox and/or 
KCAL; make deals with other stations in the market; contract with the two Time Warner Cable sports 
networks that launch Oct. 1; or license a new entity or some combination of these alternatives. Given 
the competitive marketplace for Dodgers rights, we estimate average annual rights fees between 
$175 million and $225 million. Assuming a 20-year initial term — the length of a deal recently inked by 
the L.A. Angels of Anaheim — this low-risk arrangement could be worth $4.5 billion. 
StaRt a netwoRk The Dodgers could start their own regional sports network. In this scenario, 
they would essentially “sell” the rights to themselves and compete with their jilted suitors. The team 
would control production, ad and sponsor sales integration, team-related support programming and 
distribution of its product. But it would also undertake far greater risk, effectively “doubling down” 
rather than outsourcing the risk. Several teams have successfully launched such networks (the New 
York Yankees/Brooklyn Nets YES Network, Boston Red Sox/Bruins NESN). However, others have been 
unsuccessful in such endeavors in the past decade (Minnesota Twins, Kansas City Royals). Because of 
the wide range of potential distribution outcomes, we estimate average annual revenue from as little 
as $125 million to as much as $425 million. Over 20 years, if everything were to go very well, this could 
be worth $8.5 billion, including rights, profits and equity value. 
the hybRiD MoDel The Angels, San Francisco Giants and Texas Rangers have partnered 
with Fox and Comcast regional sports network operators to license their 
rights and obtain a share of equity ownership. The risks of obtaining distri-
bution are effectively mitigated, and a large entertainment company pro-
vides the financial backing. The Dodgers could make such a deal with Fox 
or TW Cable. They could also take on production, sales, financial  
and/or distribution partner(s) to gain greater control but with lower risk 
and upside. With predictable distribution, the difference in value turns on 
the ownership percentage the team might obtain, the rights fee and the 
network’s profitability. We estimate the annual value to the Dodgers of 
$225 million to $375 million. A 20-year deal could be worth $7.5 billion in 
rights, profits and equity.

See THR.com for key assumptions and methodology.
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Kemp, 27, and Ethier, 30, recently have been rewarded with massive contract extensions, 
cementing their roles as the young faces of the franchise. Kemp signed an eight-year, 
$160 million contract in November — one of the bright spots during the rough end of Frank 
McCourt’s ownership tenure. Then, in June, the new owners inked Ethier to a five-year, 
$85 million extension. “It’s a big privilege,” says Ethier of the new group making his contract 
extension its first large deal. “I trust them — this is the only place I wanted to be. I’ve grown 
up here. This is definitely my home.” Ethier, the Phoenix-born right fielder and married father 
of two who also is a foodie — his current favorite L.A. dining spots include Son of a Gun, 
Cooks County and Ink — made the All-Star team in 2010 and 2011. But Kemp is the team’s 
biggest star; last year, the silky center fielder batted .324 with 39 home runs, 40 steals and 
126 RBI (he has battled a hamstring injury this season). Kemp dated pop star Rihanna and 
recently appeared on the covers of Forbes, ESPN the Magazine and Sports Illustrated, the 
latter with Magic Johnson. A high school basketball star in Oklahoma, Kemp has been vocal 
about his willingness to take on Johnson on the court, perhaps in an event for charity. “I 
think Magic believes that he can beat me,” he says, “and I believe that I can beat Magic.” 
Johnson is ready for the challenge, provided the Dodgers perform. “We gotta win first,” he 
says. “All that will happen after we have a long run in the playoffs, hopefully.” — D.M.

called Guber to discuss the Dodgers, things were different. The two 
had worked together in the 1990s when Sony partnered with Johnson 
to launch his eponymous chain of movie theaters, and the former Los 
Angeles Lakers great is a co-owner of Guber’s minor-league baseball club 
in Dayton, Ohio, that has sold out 897 consecutive games, a record for 
professional sports.  

“Magic called and he said, ‘Come on, we’ve been so lucky together, 
we’ve been so good together, let’s do it, let’s do it, let’s do it,’ ” says 
Guber. So after meeting with Johnson, Guggenheim Partners CEO 
Mark Walter and others in the ownership group, Guber decided to join 
the team that would make the $2.15 billion winning offer, which more 
than doubled the previous record price for a North American sports fran-
chise: “I said, ‘F— it, OK,’ and my wife thought it was absolutely insane. 
She said, ‘Are you crazy?’ ”  

N A hOT, CLOuDLESS JuNE AFTErNOON, DODGErS 
president Stan Kasten stands in a chilly Dodger Stadium office 
having a lively conversation with Peter O’Malley, the team’s 
much-loved former owner. At issue: the eight variations of 
Dodger blue that now adorn team merchandise.

“The shade of blue has changed,” notes O’Malley, 74, whose father, 
Walter, moved the team from Brooklyn to Los Angeles in 1958 and who 
remains for many fans the strongest link to the organization’s storied his-
tory. “Wherever you can, you ought to try and make it the same.”

Kasten agrees it would be good to winnow the blue hues to one. The 
detail might seem small, but the fact that O’Malley, an infrequent visitor 
to Chavez ravine during McCourt’s rocky seven-season tenure, is now 
involved in these kinds of discussions says a lot about how much things 
have changed in the short time since Guggenheim Baseball Management 
took over the team.  

The transition hasn’t been perfect — the new owners have yet to explain 
their plan for the stadium, and many have cited a recent Forbes valuation 
of the team at $1.4 billion as evidence that Guggenheim overpaid. But as 
Dodger Stadium celebrates its 50th anniversary, many longtime observ-
ers say the team is primed for a resurgence. Matt Kemp, Clayton Kershaw 
and Andre Ethier, the franchise’s marquee players, have been signed to 
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$4.5b
Potential value to the 
Dodgers of a 20-year 

rights deal.

$8.5b
Potential value in 

the first 20 years of 
starting a network.

$7.5b
Potential value of a 

20-year hybrid deal.

Valuing the Dodgers TV Rights
The head of consultancy Desser Sports Media, who negotiated the  

Lakers’ recent deal with Time Warner Cable and testified for Major League 
Baseball in the Dodgers’ bankruptcy, independently evaluates the  

team’s options when its deals expire after next season By ed desser
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