Ravens’ home game could generate $25M in local spending
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The wings are piling up, the beer is flowing in and the wallets are coming out as Baltimoreans prepare for their football team’s first home playoff game in five years.



Erin Kane, Manager of Alonso's Restaurant and Loco Hombre

When the Baltimore Ravens take on the Houston Texans at M&T Bank Stadium on Sunday, it will be the 11th time the team will have played at home this season. The playoff game could generate between $20 million and $25 million in local spending, a $5 million increase from regular season games, said Anirban Basu, chairman and CEO of the Sage Policy Group Inc.

Some of that increase can be attributed to the additional media attention the city expects to see on Sunday, he said.

And the AFC Championship game in Baltimore would mean even more money surging into the area.

“Every businessperson in the community should be doing ‘The Tebow,’” Basu said, referring to Denver Broncos quarterback Tim Tebow.

If the Ravens beat the Texans and the underdog Broncos upset the New England Patriots on Saturday, Baltimore would play host to the conference championship game on Jan. 22.

But for now, area businesses are excited about what will happen this Sunday.

“The home game is a huge deal for Mother’s,” said Dave Rather, owner of Mother’s Federal Hill Grille.

Rather said he expects Sunday to be the busiest day of the year for his business.

“Busier than the Ravens versus Steelers [season] opener,” he said.

Across South Charles Street at Mad River Bar & Grille, day manager Lia Evans agreed. Though she wouldn’t reveal exact figures, Evans said they were expecting “to be double how busy it was for the home opener.”

Mad River is opening an hour earlier than usual for a home game — 8:30 a.m. instead of 9:30 a.m. — and Evans said they expect a “late Saturday night”-size crowd throughout the day. They’re also bulking up their usual game day staff by four people, she said.

A home game also means more for Mark Derr, owner of Nunnally Brothers Choice Meats in the nearby Cross Street Market. To him, any Ravens game means selling a lot of chicken wings — but a home game means selling even more.

“On this coming Saturday we will probably sell about 30 more percent of the wings,” he said. That means anywhere from 1,200 to 1,500 pounds of wings, he said.

But the increased demand for wings works both ways. In the last two weeks, Derr said, the price he pays to his supplier has gone up 30 percent, hitting almost $2 per pound, one of the highest prices he’s ever seen.

Still, “As long as the Ravens are winning, it’s good for us,” Derr said. A home game “is even better.”

Chef David Thomas of Nick’s Inner Harbor Seafood in Cross Street Market said he expects his business to be 100 times busier that day, “easy.”

“The Ravens have done a miracle for the whole city,” he said.

Thomas, who has worked at Nick’s for 18 years, said he remembers rioting outside the market in 2007 when the Ravens lost their previous home playoff game to the Indianapolis Colts.

This time, he said, he thinks the crowd is “going to be more laid-back.”

Because 80 percent of Ravens tickets are held by Marylanders, said Tom Noonan, president of Visit Baltimore, the city’s tourism bureau, he doesn’t expect major booms in hotel bookings. Still, the last time the Ravens had a home playoff game, hotels surrounding the Inner Harbor reaped the benefits.

The day of the 2007 playoff game, Inner Harbor hotels had a 65.3 percent occupancy rate, according to Visit Baltimore Director of Public Relations Sara Hisamoto-Warfield. In 2006, without a game, corresponding day occupancy was 47.8 percent, and 2008 saw a 42.9 percent occupancy rate.

Increases in local spending will be mainly at bars and restaurants and for cabs and parking, Noonan said.

Game day parking vendors haven’t had an 11th opportunity for football-generated business in five years. It’s “common sense” that another home game is good for business, said an employee at the BP gas station at Haines and Russell streets who declined to give his name.

The gas station, which is about a half-mile walk from the stadium, charges $30 for game day parking and can fit almost 80 cars in its lot, he said. On game day Sundays, he said, they open the deli for added business; on other Sundays it’s closed.

Ravens excitement recently reached a new level at Alonso’s on West Cold Spring Lane. 98 Rock’s 6 p.m. Monday broadcasts there with Ravens’ linebacker Jarret Johnson always bring in a crowd, said manager Erin Kane. The restaurant usually lets people upstairs for the broadcast at 5 p.m. Two Mondays ago, the crowd was so overwhelming, she said, they had to open the room early.

“I’m sure it’ll only get more exciting,” she said.

That excitement is part of what Jack Hollerbach, adjunct professor of finance at the Johns Hopkins Carey Business School, called “festivus effectus.”

“Everybody relates to [the Ravens],” he said. “There’s people from all different economic and cultural backgrounds who come together.”

When people feel good about where they live, that translates into more business activity, he said.

“If people are in the store looking for a Ravens jersey, they’re likely to buy something else,” he said.

A business perk that is harder to quantify, though, is the TV time Baltimore will get this weekend, Noonan said.

“It’s nice to have a three-hour commercial surrounding your city,” he said.

Related: Winning O’s would give businesses big boost




