
THE MARKET 
Baseball has been celebrated as the national pas-
time for more than a century, holding a unique 
place in the cultural fabric of American society 
and in the lives of fans. Major 
League Baseball is the protector 
and promoter of this great game, 
ensuring that the sport continues 
to develop, prosper, and evoke 
powerful memories and emotions 
for years to come. Over the past 
decade, Major League Baseball 
has enjoyed tremendous growth 
and some of the most successful 
and memorable seasons in its 
long and storied history.

ACHIEVEMENTS
In 2009 the sport attracted 73.4 mil- 
lion fans to its ballparks; recorded television rat-
ings increases for the All-Star Game, postseason, 
and World Series; executed the most successful 
launch of a cable television network in history; 
secured new sponsorship agreements; and drew 
2 billion visitors and 20 billion page views to 
MLB.com. 

MLB had great accomplishments off the field 
in 2009, such as honoring 30 community All-
Stars at the All-Star Game through PEOPLE 
“All-Stars Among Us,” raising millions of dollars 
for important charities, finishing a new Urban 
Youth Academy in Houston for young inner-city 
baseball players, and providing a source of enjoy-
ment to millions of fans during a difficult year. 

The impact of Major League Baseball has truly 
been beyond baseball.

Commissioner Allan H. (Bud) Selig has called 
this the golden age of Major League Baseball 

based on the popularity and busi-
ness success the game currently 
enjoys. The past six years stand 
as the six most well-attended sea-
sons in baseball history, and the 
2009 season was truly a memo-
rable one: Derek Jeter broke Lou 
Gehrig’s record for most career 
hits by a New York Yankees 
player. Mark Buehrle tossed the 
18th perfect game in MLB his-
tory and stayed perfect into his 
next start, retiring the first 17 bat-
ters he faced to set a Major League 
record by recording 

45 consecutive outs. And the most 
successful team in sports history, the 
New York Yankees, captured its 27th 
World Series Championship in the 
first year of the new Yankee Stadium.

HISTORY
Baseball has the most celebrated his-
tory of any major professional sports 
league, with the game’s roots tracing 
back to the middle of the 19th cen-
tury. Since that time, Major League 
Baseball has played an important role 
during some of the most critical 
points in the nation’s history. 

Baseball offered an important diversion dur-
ing the Great Depression in the 1930s. During 
World War II, President Franklin D. Roosevelt 
ordered that Major League Baseball continue 
play for the morale of the country. In 1947 Jackie 
Robinson became the first African American to 
play in any of the major sports leagues, breaking 
the color barrier seven years prior to the Brown 
v. Board of Education decision, which ordered 
desegregation in schools and other public facili-
ties. Baseball once again served as a rallying 
point for the country in the aftermath of the  
tragedy of September 11, 2001, with President 
George W. Bush throwing out the ceremonial 
first pitch during the World Series at Yankee 
Stadium. 

While these and many other events stand out 
in American history, Major League Baseball has 
continued to endear itself to fans across the 
country as an important daily ritual from the 
start of Spring Training to the final out of the 
World Series in the fall.

THE PRODUCT
Major League Baseball is a family-friendly sport 
that continues to draw tens of millions of fans to 
ballparks around the country each season. In 
2009, 73.4 million fans visited MLB ballparks 
despite the nation’s worst economic downturn in 
80 years. When combined with Minor League 
Baseball, more than 115 million fans attended a 
Major League or Minor League game in more 
than 200 cities in 2009. 

The game’s best players and rich history are on 
display at the sport’s annual Jewel Events. The 
All-Star Game features the best of the American 
League taking on the top players of the National 
League. The postseason features the eight best 
teams in baseball vying for a chance to win the 
World Series, one of the most celebrated and 
anticipated sporting events of the year.
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brands in the world — including Nike, Bank of 
America, Pepsi, Anheuser-Busch, MasterCard, 
and Gatorade — are MLB sponsors. In addition, 
two new companies, Firestone and Scotts, signed 
on as sponsors for the 2010 season.

MLB is a social institution, with important 
responsibilities to fans and communities. Led by 
the vision of Commissioner Bud Selig, Major 
League Baseball has taken extraordinary steps to 
give back to the communities that support the 
league. As an industry, MLB and its Clubs 
donated more than $137 million worth of money, 
products, and resources to charitable efforts in 
2007, according to a study from the Robert 
Wood Johnson Foundation’s Sports Philanthropy 
Project. In recent years, MLB has made separate 
$10 million donations to Stand Up to Cancer, a 
global campaign dedicated to pioneering collab-
orative scientific research in an attempt to find a 
cure for cancer, and Welcome Back Veterans,  
an effort that serves veterans of Iraq and 
Afghanistan and their families, providing sup-
port for mental health issues. MLB also has  
partnered with Susan G. Komen for the Cure,  
the Prostate Cancer Foundation, ALS charities, 

the Jackie Robinson Foundation, and Boys & 
Girls Clubs of America, among others, to sup-
port important causes.

RECENT DEVELOPMENTS
Major League Baseball is constantly striving  
to improve the fans’ experience by bringing  
them closer to the game and providing new 
opportunities to enjoy the sport. MLB Network 
launched in more than 50 million cable and satel-
lite homes on January 1, 2009, as the largest net-
work debut in cable television history and 
boasting some of the biggest names in baseball, 
including 20-time Emmy Award–winner Bob 
Costas, Peter Gammons, and Harold Reynolds. 
The 24/7 television home for baseball aired over 
2,300 hours of live programming in 2009, includ-
ing more than 70 live games featuring all 30 
Clubs, while its Emmy Award–winning signature 
show, MLB Tonight™, quickly provided baseball 
fans with a new outlet to enjoy the sport. 

In 2009, MLB, in partnership with the Major 
League Baseball Players Association, held the 
second World Baseball Classic with great  
success. Sixteen federations played in seven ven-
ues drawing an attendance record of 801,408, 
surpassing the total for the 2006 tournament. All 
of the first-round games were played on foreign 

soil, giving fans around the world the chance to 
see the best baseball players compete for their 
respective countries.  

PROMOTION
Major League Baseball launched its “This is 
Beyond Baseball” campaign in 2009 to celebrate 
baseball’s unique place in society and in the lives 
of fans. The campaign showcases the game’s 
many great players, including Ryan Howard, Tim 
Lincecum, and Albert Pujols; highlights the 

excitement on the field; and communicates the 
scope of baseball’s impact on people, communi-
ties, and culture beyond the field of play. 

In addition to featuring the great players of 
the game, the campaign will air spots that  
coincide with important dates on the baseball 
calendar that demonstrate baseball’s commit-
ment to cause-related initiatives. Every April 15, 
MLB celebrates Jackie Robinson Day, with all 
players, managers, coaches, and umpires wearing 
Robinson’s retired No. 42 to honor the enduring 
impact of his legacy on MLB and American 
society. On Mother’s Day, MLB partners with 
Susan G. Komen for the Cure to raise awareness 
and funds for the fight against breast cancer. 
Players use pink bats and wear pink baseball 
accessories to support the cause. On Father’s 

Day, MLB partners with 
the Prostate Cancer Foun-
dation to raise funds and 
awareness for the fight 
against prostate cancer.  

In 2009 MLB partnered 
with PEOPLE magazine 
to celebrate the everyday 
community All-Stars with 
the PEOPLE “All-Stars 
Among Us” program. Thirty 
winners were selected to 
represent their favorite 
Club during the 2009 All-
Star Week festivities in  
St. Louis and were honored 

on-field during the All-Star Game pregame  
ceremony by MLB, President Obama, and all of 
the living former U.S. presidents. MLB and 
PEOPLE once again partnered on this initiative 
during the 2010 season.

BRAND VALUES
About 60 percent of Americans consider them-
selves fans of Major League Baseball, a true 
source of family-friendly entertainment. Due  
to that appeal, some of the most recognizable 

m  On Opening Day 2010, 27.7 percent of 
the players on active rosters and dis-
abled lists were born outside the 50 
United States, spanning 14 countries and 
territories. The Dominican Republic led 
the way with 86 players, followed by 
Venezuela (58), Puerto Rico (21), and 
Japan (14). 

m  The six highest-attended seasons in 
Major League Baseball history have been 
the six most recent seasons, from 2004 
to 2009.

m  Eight different Clubs won the 10 World 
Series in the 2000s, representing the 
greatest diversity of champions during 
the decade. 

m  Ken Griffey Jr. of the Seattle Mariners is 
Major League Baseball’s active leader in 
career home runs. He entered the 2010 
season with 630 career home runs, rank-
ing fifth on the all-time list.
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THINGS YOU DIDN’T KNOW ABOUT
MAJOR LEAGUE BASEBALL

MLB began an alliance with the Natural Resources Defense 
Council (NRDC) in 2005 to identify and promote sustainable 
practices across the League. Since 2008, MLB has incorpo-
rated environmentally aware practices into annual events 
such as the MLB All-Star Game and World Series. These 
efforts have included purchasing renewable energy credits, 
fan education, recycling with MLB Green Teams, eco-friendly community activities, and pri-
oritizing environmental attributes when selecting materials. This relationship also led to the 
creation of the Team Greening Program, featuring NRDC Team Greening Advisors for Major 
League Baseball and web-based software tools tailoring advice for each Club’s operations. 
MLB is also developing software to collect and analyze stadium operations data — the first 
time a professional sports league will implement a software program throughout the league 
to collect data for the purpose of documenting environmental practices and for sharing infor-
mation about environmental best practices at stadiums.

G R E E N  F O C U S


