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1. CONTEXT AND OBJECTIVES 

 
Montreal Baseball Project, led by Warren Cromartie, in collaboration with the Board of Trade of 
Metropolitan Montreal, Ernst & Young and BCF LLP would like to assess market potential 
among the general population and the business community in relation to the viability of the 
return of a Major League Baseball franchise to Montreal.  
 
While it is possible to use numbers from American markets of a similar size in order to estimate 
potential sources of revenue, it is crucial to tangibly measure the interest of baseball fans and 
business leaders of Greater Montréal and bordering regions in a new professional baseball offer 
in the downtown area.  
  
The main objectives of the study’s general public segment are as follows: 

 
 Assess the population’s market potential in the primary (island of Montréal), secondary 

(Montréal’s North and South shore) and tertiary markets (regions 50km to 150km outside 
of Montréal, representing occasional visitors) 
 

 Assess the general public’s interest in purchasing tickets for the Expos, including: 
o Price elasticity 
o Types of tickets 
o Frequency of visits 

 
 Assess interest in purchasing “bricks” or other “parts” of the new stadium in order to 

foster a sense of belonging among Montreal audiences 
 

 Assess preferences for where the baseball stadium should be located: 
o Means of transportation and accessibility (parking, metro, etc.) 
o Other services close by 

 
 Identify respondents’ habits for this type of outing or event: 

o Number of outings per year 
o Purchase of beverages, food, promotional articles, etc. 
o Parking habits 

 
 Obtain a socio-demographic profile of potential buyers 
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The main objectives of the study’s corporate segment are as follows: 
  
 Assess market potential among leaders of small, medium-sized  and large businesses in 

the Montréal region when it comes to purchasing individual tickets, season tickets or 
corporate boxes 
 

 Measure their interest based on: 
o The price of packages offered 
o The type of package offered 
o The location of the baseball stadium 

 
 Assess interest in purchasing “bricks” or other “parts” of the new stadium in order to 

foster a sense of belonging among Montreal audiences 
 

 Identify companies’ habits for this type of outing or event:  
o Frequency of visits 
o Budget allocated to corporate events 
o Purchase of beverages, food, etc. 
o Obtain a corporate profile of potential buyers 
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2. RESEARCH METHODS 

 
The research methods used for both the general population and the corporate surveys are 
presented in the following tables: 
 

 
  

Phase 1: General Population Survey 

Study Population Quebeckers 18 years of age or older. 

Sample 
 

In total, 1,589 Quebeckers were surveyed, divided as follows: 
 Primary market – Montreal Island: 751 
 Secondary market – Montreal suburbs: 501 
 Tertiary market – Regions near Montreal: 337 

Data Collection 
Method 
 

This study was conducted online. Respondents were selected randomly 
from Leger Internet panel, i.e., a panel representative of Québec’s 
population and which includes 225,000 members in Québec. The survey 
was accessible through a hyperlink and a unique access code provided 
in an e-mail addressed to panellists targeted for this study. 

Study Completion 
Dates 
 

Data collection was carried out from April 2 to April 6, 2013. 

Weighting and 
Representativeness 
 

To rectify imbalances and render the sample representative of the entire 
adult population of the regions surveyed, raw data was weighted 
according to the actual distribution of the population based on gender, 
age, regions, level of education, the presence of children in the 
household and mother tongue. Results were weighted using data from 
the 2010 Census of Statistics Canada. 

Margin of Error 
 

As a comparison, a probabilistic sample of this size (n=1,589) would 
have a margin of error of +/-2.5%, with a confidence interval of 95% (19 
times out of 20). 
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Phase 2: Corporate Survey 

Study Population 

Business executives of companies based in Montreal CMA with an 
annual gross revenue of $1 million or more, divided as follows: 
 
SME 
 $1M-$2.49M: 75 
 $2.5M-$4.9M: 105 
 $5M-$9.9M: 58 
 $10M-$49.9M: 39 

 
LARGE ENTERPRISES 
 $50M or more: 23  

Sample 
 

In total, 300 business executives were surveyed, divided as follows:  
 Primary market – Montreal Island: 200 
 Secondary market – Montreal suburbs: 100 

Data Collection 
Method 
 

This study was conducted over the phone. Respondents were selected 
randomly from a contact list provided by Leger. A contact list of large 
companies was also provided by Ernst & Young to help reach this target. 
 
This second sample was flagged, making it easier to identify within the 
total sample, should any bias occur. However, the low response rate of 
the second sample (only two interviews were completed from EY’s 
contact list) greatly reduces the chances of any bias. 

Study Completion 
Dates 

Data collection was carried out from April 3 to May 4, 2013.  

Weighting and 
Representativeness 
 

To rectify imbalances and render the sample representative of the 
business population of the regions surveyed, raw data was weighted by 
region and company revenue. Results were weighted using data from 
the 2010 Census of Statistics Canada. 

Margin of Error 
 

A probabilistic sample of this size (n=300) has a margin of error of 
+/-5.7%, with a confidence interval of 95% (19 times out of 20). 
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Throughout this report, corporate results refer to the combined results obtained in phases 2 and 
3 of this study. Specific outcomes associated with large companies combine the outcomes 
obtained in phases 2 and 3 of this study (n=115). 
  

Phase 3: Large Corporation Survey 

Study Population 

In order to have a better representation of large corporations in the 
sample, data collection was conducted with large corporations only. 
 
Business executives of companies based in Montreal CMA with an 
annual gross revenue of $50 million or more. 

Sample 
 

In total, 92 business executives were surveyed, divided as follows:  
 Primary market – Montreal Island: 73 
 Secondary market – Montreal suburbs: 19 

Data Collection 
Method 
 

This study was conducted over the phone. Respondents were selected 
randomly from a contact list of large companies provided by Leger.  

Study Completion 
Dates 
 

Data collection was carried out from October 3 to October 21, 2013.  

Weighting and 
Representativeness 
 

To rectify imbalances and render the sample representative of the large 
business population of the regions surveyed, raw data was weighted by 
region. Results were weighted using data from the 2010 Census of 
Statistics Canada. 

Margin of Error 
 

A probabilistic sample of this size (n=92) has a margin of error of 
+/-9.53%, with a confidence interval of 95% (19 times out of 20). 
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3. KEY RESULTS 

This section presents a short review of the main results obtained for both the general population 
and corporate surveys. 
 

3.1 Support of the Project and Purchase Interest 
 

 There is strong support for an eventual return of the Expos, both among the general 
population (69%) and corporations (81%). 
 

 Before mentioning prices, 40% of the general population surveyed said they were very or 
somewhat likely to purchase MLB tickets if Montreal had a team, and this proportion 
reaches 44% among corporations. This level of interest is higher than for other sports. 
Indeed, the level of interest in an NFL team reaches 35% among the general population 
and 34% among corporations, and the level of interest in an NBA team only reaches 18% 
among the general population and 14% among corporations. 
 

 When mentioning prices, $25 and $50 tickets were the most popular among the general 
population surveyed (with respectively 11% and 12% of purchase intentions1). In fact, 
Leger’s Price Sensitivity Measurement has also determined that $40 would be the 
optimal price for an individual ticket. 
 

 As for corporations, once prices were mentioned, individual tickets and season tickets 
were more popular than corporate boxes (purchase intentions of respectively 19%, 15%, 
and 2% for SME and 11%, 20% and 10% for large corporations1). The corporate 
entertainment budget is $15,271 per year on average ($13,362 for SME and $139,405 
for large corporations).  

 

  

                                            
1 These numbers should be interpreted with caution. Attendance projections will be presented later in the 
document. 
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3.2 Potential Pitfalls – The Stadium Issue 
 

 Apart from the price of tickets and corporate boxes, the stadium will play a major role in 
actual purchase intentions and support for the project. Factors such as the ambience at 
the stadium, the distance to the stadium, its accessibility by public transit and the 
availability of parking nearby are important purchase influencers for both the general 
population and corporations.  
 

 Moreover, reasons related to money were spontaneously mentioned by 11% of the 
general public who were not in favour of a return of the Expos and by 24% of the 
corporations opposed to the project. These people and companies fear a waste of public 
money, which could be enhanced by the announcement of a new stadium project. 
 

 When asked directly about the construction of a whole new stadium, 39% of the general 
population has a favourable view of public and private funding, as opposed to 49% who 
are not favourable. This trend gets reversed when respondents are told that player 
salaries would generate large sums of money for the government in the form of income 
taxes; 47% are then favourable to public and private funding in comparison to 39% who 
remain opponents. Opinions still remain sharply divided on this issue. 
 

 As for corporations, they are also divided on the question of public funding: 50% are in 
favour of public funding, while 46% are opposed. Noticeably, the player salaries 
argument doesn't seem to have an impact on the opinion of corporations regarding the 
investment of public funds. 
 

 Among the potential locations tested, the Olympic Stadium was singled out by 38% of the 
general public and 25% of corporations as the least preferred option. 
 

 Whether or not the stadium has a roof has no significant impact on purchase intentions. 
However, the general population has a preference for a modern retractable roof 
(preference balance of +21% for a roof), while corporations have a slight preference for 
an open-air stadium (preference balance of +7% for an open-air stadium). 
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3.3 Other Sources of Revenue and Support 
 

 Respondents from the general population sample who are interested in purchasing at 
least one MLB ticket would spend an average of $19 on site in terms of food and 
beverages. More than half of them (59%) would also be likely to buy an official MLB 
product of the Montreal team at the stadium’s souvenir shop. As for corporations, they 
would spend an average of $180 per game on food and beverages.  
 

 To own shares of the team and of the stadium are the two most popular ideas to help 
fund the new stadium (respectively 66% and 58% are favourable among the general 
population). Regarding the potential implementation of new taxes to help fund the 
stadium, a new tax on tobacco gets the strongest support with 58% among the general 
population and corporations surveyed. 
 

 A quarter of the business executives surveyed who are likely to buy an MLB ticket in 
Montreal (24%) would be interested in advertising in the new stadium that would host the 
MLB team, and 16% would be interested in sponsoring it. Moreover, over a quarter of 
them would be interested in buying a brick (31%) or a seat (24%) to help MLB finance 
their future stadium in Montreal. 
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4. ATTENDANCE PROJECTIONS 

 
The data previously presented provides a good idea of the general interest of the public in an 
eventual return of the Expos to Montreal. However, care must be taken when it comes to 
estimating sales, as respondents generally tend to be more optimistic while answering a survey 
than what they would be in real life. Indeed, there is always a difference between purchase 
intentions mentioned in a survey and the actual purchase rate. 
 
To prevent these distortions, a few measures were taken: 
 
1. Segmentation: A segmentation was built based on respondents’ interest in sports and 

events. Four segments were identified: those who are sports and event fans, those who are 
sports fans only, those who are event fans only, and those who are neither sports nor event 
fans. It is then possible to isolate the non-fans in order to reduce total demand projection.   
This measure was applied only to the general population. 
 

2. Skimming: Only respondents who were the most interested in buying tickets or packages 
were kept to build the projections. Moderator variables, such as ticket prices respondents 
found too high and past Expos ticket purchases, were also used to reduce total demand. 

 
3. Weighting: Weights were applied to the various categories of respondents in order to 

consider the impact of place of residence and of level of interest expressed on the actual 
total demand. Therefore, respondents from the primary market are considered to be more 
likely to actually buy a ticket than those from the secondary market, those who said they 
were very interested have more weight than those who said they were somewhat interested, 
and those who said they would be regular buyers (five games or more) count for more than 
occasional buyers (less than five games).  

 
4. Multiple scenarios: Because projections are always somewhat subjective, multiple 

scenarios were created in order to give a range within which sales estimates could stand, 
starting from a pessimistic point of view to the most optimistic. Weights applied to 
respondent categories were adjusted to create these various scenarios.  

 
 

Note to reader: The following projections DO NOT consider the following: 
 Potential demand from Quebecers living outside the Greater Montreal Area; 
 Potential demand from Canadians living outside Quebec; 
 Potential demand from American or international visitors to Montreal; 
 Potential demand from travelling fans (visiting team); 
 Potential demand from large corporations who do not have significant headquarter 

activities in the city; 
 Potential demand from group sales (minor league baseball teams, old age groups, etc.). 
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The following graph presents the various scenarios for potential attendance, including the 
general population and corporate requests. Within these scenarios, average occupancy per 
game would range from 12,611 to 18,917 seats among the general population, and from 11,113 
to 16,669 seats among corporations. Therefore, total average occupancy of the stadium would 
vary from 23,724 to 35,586 seats per game. 
 
Our most realistic scenario would be to have an average of 14,713 to 16,815 seats per game 
occupied by the general population, and 12,965 to 14,817 seats occupied by corporations, for a 
total of 27,678 to 31,632 seats occupied per game.  
 
 

Average Attendance per Game 
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Average Attendance per Game (depending on the type of purchase) 
 

 
* Cautionary note: Projections relative to the number of boxes take into account the companies 
that showed an interest in getting a box, regardless of the type of box. These results must be 
interpreted with caution since the sales potential for boxes will depend a great deal on the price 
asked. Knowing that in large corporations, the annual average budget for entertainment is 
$139,405, the price of a box must be well below this amount.   
  

REALISTIC SCENARIO 
General 

population 
Corporate  TOTAL 

Tickets  
(including Season Tickets and Packages) 

14,713  16,815  12,422  14,197  27,135  31,012 

Tickets  6,188  7,072  3,043  3,478  9,231  10,550 

 $25 tickets  2,917  3,334  128  146  3,045  3,480 

 $50 tickets  2,809  3,210  1,253  1,432  4,062  4,642 

 $75 tickets  461  527  1,662  1,900  2,124  2,427 

Season tickets  6,735  7,697  9,378  10,718  16,113  18,415 

Package of 40 games  993  1,135  ‐  ‐  993  1,135 

Package of 20 games  798  912  ‐  ‐  798  912 

Box*  ‐  ‐ 
542       

(45 boxes 

of 12 seats) 

620       
(52 boxes 

of 12 seats) 

542       
(45 boxes 

of 12 seats) 

620       
(52 boxes 

of 12 seats) 

Average attendance per game  14,713  16,815  12,965  14,817  27,678  31,632 
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5. CONCLUSIONS 

About half of business executives and of the general population surveyed are 
likely to buy an MLB ticket in Montreal  
 
In fact, 44% of business executives would be very or somewhat likely to buy an MLB ticket for 
business purposes in Montreal. This proportion is similar (40%) among the general population. 
 
As for the return of the Expos, the great majority (81%) of business executives surveyed are in 
favour of this project. This proportion is 69% for the general population. 
 

The stadium is a major purchase influencer and comes into play when assessing 
support for the project 
 
Close to half of business executives and a third of the general population mentioned an element 
related to the new stadium as the most important factor when it comes to purchasing an MLB 
ticket in Montreal. According to them, ambiance is important, as well as location (near public 
transit, parking, etc.). 
 

Business executives would be interested in participating in financing the project 
 
More specifically, 31% of respondents would be interested in buying a brick, and 24% would be 
likely to own a seat in order to help the MLB finance their future stadium in Montreal. 
 
Among those who are likely to buy MLB tickets in Montreal, 24% would be interested in 
advertising in the new stadium, and 16% would like to sponsor it. 
 

According to projections, average attendance per game would be between 23,724 
and 35,586 seats, and according to the most realistic scenario attendance would 
be between 27,678 and 31,632 seats 
 
Average occupancy per game would range from 12,611 to 18,917 seats among the general 
population, and according to the most realistic scenario, attendance would be between 14,713 
and 16,815 seats. This scenario includes the following:  

 6,188 to 7,072 tickets (2,917 to 3,334 at $25, 2,809 to 3,210 at $50 and 461 to 527 at $75)  
 6,735 to 7,697 season tickets  
 1,791 to 2,047 packages 

 
Among the corporate clientele, average attendance per game would be between 11,113 and 
16,669 seats, and according to the most realistic scenario, attendance would be between 12,965 
and 14,817 seats.  
This scenario includes the following:  
 3,043 to 3,478 tickets (128 to 146 at $25, 1,253 to 1,432 at $50 and 1,662 to 1,900 at $75) 
 9,378 to 10,718 season tickets 
 542 to 620 seats from boxes (45 to 52 boxes of 12 seats) 


