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Welcome

Welcome to our annual New York Executive Policy Seminar. It will
be my pleasure to introduce our guest speaker, but first | would like to
recogni ze three special Georgetown students.

They are the three graduating seniors who have worked with me in
the Capital Markets Research Center since they were freshmen: Sharon
Sweeney, Jennifer Rooke and John Antonelli. 1t would take hoursto describe
even afew of their contributions. | would like to offer one example for each
of them.

Sharon Sweeney has worked with me on a wide range of programs
and studies. Her contributions are reflected by the fact that Professor Alan
Mayer-Sommer and | selected her to be our co-author on atechnical research
paper on bank mergers applying purchase versus pooled accounting. Sharon
also presented the paper jointly with me at an international finance confer-
encein Dublin last summer. Jennifer Rooke is the author of the spiral bound
time line published by the Center. | had asked her to identify one program
from each year since our first event in 1989 from our applications, reports,
and announcements. Instead, she developed a history of all the executive,
student, sponsor, and specia events from each year, beginning with our first
executive policy seminar on January 31, 1989.

Approximately 18 months ago, our complete mailing list of more
than 750 names and addresses was destroyed. Before | could even think
about how we might reconstruct the list, John Antonelli gathered reams of
paper documents and an early electronic version. He said, “Give me two
weeks’ and he returned with a new list that was more complete than the one
we had lost.

I owe Sharon, Jennifer, and John a tremendous debt of gratitude for
their personal and professional support. Two years ago | had bypass heart
surgery, from which | have recovered completely. The support from all of
them was essential to sustaining the Center, while | recuperated.

As atoken of our appreciation, | am presenting each of them with a
commemorative bowl to celebrate our 15 years of programs to which they
contributed. Sharon, Jennifer, and John, thank you for all of your support.
Each of them will graduate from Georgetown with special academic and
service awards on Saturday, May 22, 2004.

Two other seniors — Julie Davies and Neil Jain — have aso contrib-
uted a great deal to our efforts and we appreciate their coming to celebrate
this occasion. _

Introduction

It is now my honor to introduce our speaker, Mr. Paul Tagliabue,
Commissioner of the National Football League. He is responsible for many
achievements that most of us recognize, but perhaps none of you know that
he has a claim to many of the recent improvements of the U.S. Internal
Revenue Service. Barbara Rossotti told me that one of the main reasons that
Paul’s close friend Charles, a Georgetown alum and good friend of the



business school, accepted President Clinton’s request for Charles to become
IRS Commissioner was because his friend and our guest speaker already had
the title of commissioner.

You probably know that Charles Rossotti provided the leadership to
restructure the IRS. His Fall Executive Policy Seminar has been published
by the Center and he was the one who convinced Mr. Tagliabue to address us
tonight.

Paul Tagliabue became Commissioner November 3, 1989, succeed-
ing Pete Rozelle who served from 1960 to 1989. As Commissioner, Mr.
Tagliabue has addressed many NFL priorities. Among them was the expan-
sion of the NFL from 28 to 32 teams, realignment, successive long-term
labor agreements with the NFL Players Association, and securing the largest
TV contract in entertainment history. Additionally, during this time, the NFL
has expanded |eague and team commitments to include community service,
refocused efforts in devel oping public-private partnerships for new stadiums,
and adopted a new divisional alignment and scheduling formula.

Under Mr. Tagliabue's leadership, the competitive action has flour-
ished, and stadium attendance and TV audiences have reached record levels.
The value of an NFL franchise has soared.

Mr. Tagliabue has received many honors including Sports Industri-
alist of the Year by Sports Business Daily, Sports Executive of the Year by
The Sports Business Journal and recognition as the Most Powerful Personin
Sports by The Sporting News,

Mr. Tagliabue has served on the Board of Governors of the United
Way of America, chairing it in 1998-1999, and serves as a member of the
boards of the National Urban L eague, the Pro Football Hall of Fame, and the
Local Initiatives Support Corporation. He is aso a member of the Council
on Foreign Relations where he serves on the Council’s Homeland Security
Task Force.

Previously, Mr. Tagliabue served in the office of the Secretary of
Defense, where he was awarded the Secretary’s Meritorious Civilian Service
Medal, and he was a partner with the Washington law firm of Covington &
Burling. Paul and Mrs. Tagliabue are among the generous donors to
Georgetown’s $1 Billion Dollar Campaign.

He received an athletic scholarship from Georgetown University,
where he was Captain of the 1961-1962 basketball team, president of his
senior class, a Rhodes Scholar finalist, and a Dean’s List honor graduate.

Mr. Tagliabue earned his law degree from New York University,
where he was an editor of the Law Review, and graduated with honors. He
has received honorary degrees from Colgate University and Northeastern
University. Paul and his wife, Chandler, were married in 1965 and have two
adult children and two grandchildren.

Mr. Commissioner, with all of these wonderful contributions and
achievements, we bring you one request from Washington: Could you please
raisethe Redskins' salary cap so that we can activate Sam Huff, John Riggins,
Sonny Jorgenson, Billy Kilmer and Charlie Taylor for thefirst Giants' game?
Beforethe skepticsreact, did you ever think Joe Gibbswould return as coach?

Mr. Commissioner, thank you for taking time out of your busy
schedule to join us.



The Business of Football

Paul Tagliabue
Commissioner, National Football League

Introduction

Asan adjunct professor at the Georgetown University Law
Center, thefirst thing | emphasized in my coursewasthat it would
havelittleto do with sportsasathletic competition. Thatisnoless
true for my remarksthisevening. If | do speak about sportsas
athletic competition, itisonly in the context of the National Football
L eague’s product, which isboth athl etic competition and entertain-
ment. | will focusinstead onthe NFL’s structure, economics, and
governance.

Besides Charles O. Rossotti (Senior Advisor, The Carlyle
Group, and former Commissioner, U.S. Internal Revenue Service),
who has already been mentioned, the other person | credit with
arranging this evening’s speaking engagement is Frank Hawkins of
the NFL staff. Heworksat the cutting edge of financial markets,
telecommunications policy, and intellectual property policy asit
evolvesand developsinthedigital and internet age.

State of the NFL

The NFL ishighly successful. By almost any measure, we are
the number one spectator sport in Americaby awide margin. Our
structure ensuresavery strong product on thefield that isattractive
to amass audience, continuing to attract and retain that mass audi-
enceisone of thekey objectives of our business. The other sports
leagues with which we compete may belosing their mass audience
ontelevision. We are the only league sport that continuesto be
prominent on broadcast television without heavily migrating to cable
television.

Off thefield, the NFL hasunique structural elementsunlike
those of any other athletic league in the United States and probably
theworld. For example, the League controlsthe television broad-
casts of our regular-season and post-season games, which have



generated between 50 and 60 percent of our total revenue over the
life of our current television contracts. We expect to have about $5
billioninrevenuethisyear. Just over half (about $2.7 billion) will
comefrom national television, with additional contributions coming
from other national media. No other |eague hasthat kind of control
over itstelevised product or the resulting revenues—infact, because
clubsin other sports have so many more gamesto telecast, it may
not be possiblefor any other sportsleagueto manageitstelevision
exposurein theway the NFL does.

Thesetelevision arrangements al so have abeneficial competi-
tive effect. All of the League’s national mediarevenueis shared
equally among the teams, providing each club with asolid financial
base on which to operate. The NFL's player salary cap and free
agency arrangements are predicated on thisequal sharing of media
revenue and broad sharing of most of the rest of our revenue. No
other league has revenue sharing as extensive asthe NFL's. Thus,
control of mediaexposure and equal sharing of therevenueit
generates are the two unique structural underpinnings of our League
that differentiate usfrom other sportsleaguesworldwide.

Goals of the NFL

Itiscritical for any businessto haveaclear vision of itskey
goals and to pursue those goal swith both vigor and rigor. Next
month | will celebrate my 35" year of involvement with the NFL, 20
yearsasoutside counsel and 15 years ascommissioner. For ten
years | have kept our strategic goals on one sheet of paper.

We have six key goals. Thefirst isto continueto cultivate
America’s passion for the sport of NFL football. The secondisto
ensurethat the game on thefield is outstanding; on-field competition
isour core product. Thethirdisto guarantee great television that
reaches amass audience, which requiresasubstantial effort, espe-
cially with our digital and onlinetechnological revolution. The
fourthisto havefan-friendly stadiumsfor all of theteamsinthe
League. Thefifthisto continueto support the development of the
gameat all levels— especially among America syouth—to ensure
that the gameremains strong for future generations. Thesixthgoal is
to continue to expand our presence and fan base, both domestically
andinternationaly.



| would like to discuss these goals and to address two key
issues. Oneishow to deal with the new demographics and the
changing face of America, including the growth of the Hispanic
popul ation, theincreasing participation of women in sports, and the
aging of the population. The other areaconcernsinternational
expansion because | expect that the future of all sportswill betightly
intertwined with globalization.

Inside the NFL

Talent

We operatein an environment with several over-arching
considerations. First and foremost ismaintaining the supply of great
football-playing talent. Specifically, how do we ensurethat we
continueto have gifted athletes playing our sport to maintain the
quality product that we supply? We do so by thinking ahead —
making surethat football isas safe asit can be so that young athletes
will choosefootball over other sports, and making surethat as
demographicsand as college and high school athletic programs
change, football remainsaviable option for the best young athletes
inAmericaand elsewhere. Many of theinitiatives we haveimple-
mented to addressthese i ssues have been cooperatively devised with
the NFL PlayersAssociation, as| will discuss|ater.

Audience

| have already alluded to the need to maintain the appeal of the
sport for amassaudience. Inthe current television environment,
where the typical household may have accessto between 60 and
400 channelson digital cable and satellite television, much program-
ming, including sports programming, has been commoditized to the
point whereit isbecoming marginalized and irrelevant. From both
an advertiser’ sand asponsor’s perspective, audiencesthat other
sportsattract on 400-channel television are so marginal that the
tel ecasts may become unattractive asan advertising platform. In
many respects, the only sportsthat continue to have masstelevision
audience appeal for spectators and advertisersalike arethe NFL and
the Olympics; they may well be the only sportsthat will continueto
findit financially viableto use broadcast television astheir main
mediadelivery vehicle.



It may or may not be a coincidence that the NFL and the
Olympics each present only 17 days of programming, that their
programming isconcentrated in terms of when it occurs (thereby
generating huge fan interest), and that they continue to have broad
reach on broadcast television. The Olympicslast for two and a half
weeks; our regular seasonis 17 weeks. About 125 million people
watch our games every Sunday; the Olympicsdraw on asimilar-
sized audience when they are at their peak. Other sports attract
audiencesthat are only afraction of that number, producing the
sponsor and advertiser concernsthat | previously mentioned. There-
fore, retaining the mass appeal needed to attract such an audienceis
an over-arching consideration that shapes much of what we do and
what concerns us.

Our biggest competitive advantage on television has been that
our product is offered only one day of the week, through a broad
array of regional telecasts, with key matchups of national interest
featured aslate games on Sunday afternoon and Sunday evening
and with one Monday telecast — Monday Night Football —which
has become an American television institution. Many current and
potential tel evision partners have noted this concentration of product
and have proposed NFL television packagesto air other nights of
the week. We have approached such suggestions with caution
because scheduling large numbers of games on other weekdays
could conceivably fragment our audience and commaoditize our
product. On the other hand, we might be able to “incubate” a cable
network by playing a Thursday night series of cable games, and
such anetwork could be along-run success that would strengthen
our product aswell. But before we proceed with any new package,
we must assure ourselvesthat it is based on sound television pre-
misesand that it isstructured to complement our other television
packages rather than to cannibalize our Sunday and Monday night
audiences and move us down the road to commoditization. As
previously mentioned, commaoditization isultimately very negative
in a400-channel universe, and the challenge we faceishow to
balance the need for revenue and viewersto ensure the long-run
successof our sport. Intheory, greater revenues are availablefrom
cabletelevision, which isboth advertiser and subscriber supported,
than from broadcast television, which isonly ad-supported, but



despite cable channels gainsin viewership over theyears, more
viewersarestill availablefrom traditional broadcast television.

Structure

Thethird consideration is our ownership structure. We have
some uniquerules, including debt ceiling limitsand clear limitations
in terms of how teams can be financially structured with debt and
equity. We arethe only league that continuesto prohibit companies
with outside businessinterests from owning teams. Teamsmust be
owned by individuals, corporations, or LL Csthat are owned by
individuals. For many years, in order to ensure that ownerswere
football-focused, we even prohibited ownersfrom owning teamsin
other sportsleagues. (Now we alow our ownersto own teamsonly
in other sportsleaguesin their own community, but for both gover-
nance reasons and others, we do not allow an NFL owner to own a
team in acommunity served by another NFL owner’sclub.)

We have agovernance structure that requires all decisionsto be
made by athree-fourthsvote of our membership. Whether we are
voting on aplaying rule, on anew owner, or on some of the most
fundamental economic decisionsthat affect thelong-term future of
the sport, it takes athree-fourths consensus and vote of the member-
ship to be adopted as L eague policy.

We spend alot of our time thinking about structure. Recently,
we addressed the structure of our sponsorship and retail licensing
business. All of the owners voted on amaster agreement for con-
ducting thisbusiness, which included everything from apparel
manufacturing to soft drink advertising and distribution. We have an
equity joint venture with Reebok through which we conduct our
L eague-wide apparel business, aswell as sponsorship agreements—
at both thelocal club level and the League level — with avariety of
business entities. But we must be careful in pursuing these business
opportunitiesand others not to do damageto our long-run interests.

For example, some clubs have sponsorship arrangementswith
hospitals, with the hospital sponsorsreceiving as part of the sponsor-
ship arrangement both advertising privilegesand the responsibility
of providing medical carefor the players. However, these arrange-
mentsraise ethical issuesthat must be considered — including but
not limited to our need to ensure that quality medical careisbeing



delivered to the players. Asaresult, we have strongly discouraged
some of these arrangements and have restricted these sponsorship
agreementsin away that has dramatically changed thelocal spon-
sorship model originally conceived seven or eight yearsago. | am
surethat our new “ master agreement” will berefined inasimilar
manner over the next seven or eight years as circumstances change.

Thisevolutionary approach —refining our business modelsto
reflect changing circumstances and to address new and previously
unforeseen issues asthey arise—isin many waysdriven by our
structure, in which both individual clubsand League-level busi-
nesses seek out new opportunitiesthat must be harmonized with
existing lines of businessand overarching long-term interests.

Shepherding thisdiverse organization, | often say, isin many
respects probably more akin to being the majority |eader of the
United States Senate and less like being the CEO of atypical
corporation. Any timeyou need a super-mgjority vote among 32
owners, each of whom isoperating in his or her own economic
context and his or her own market and stadium, you have afederal -
ist model that involves an element of consensus building and politics
inthe best sense of theword. All decision-making requiresbeing
responsiveto thevarying interests of the different constituent mem-
bers of the League.

Economic I nter dependence

A fourth over-arching consideration isthe economic interde-
pendence of theteams. They share equally in over 50 percent of the
League’stotal revenue, and they share about 80 percent of that total
revenue in oneway or another. Some of the non-mediarevenueis
not shared equally — for example, 66 percent of ticket revenue
belongsto theteam that generatesthe revenue by selling the tickets
and theremaining 34 percent isdivided equally among all the clubs.
Somerevenueisnot shared at all —for instance, in-stadium advertis-
ing. Nevertheless, we collectively recognize theimportance of
growing al revenue streams and increasing the L eague'sand clubs
exposure throughout the nation. Thisrecognition has produced
some new and innovative policies.

We are the only US sports league that has invested as aleague
in stadiums, such as new onesin Philadelphia, Chicago, New



England, and even the stadium in Green Bay. Inrecent yearsin the
NFL, astadium investment isathree-way investment —thereis
public money, team money, and L eague money. We have generated
the League money for theseinvestmentsin the last five years by
assessing each team up to $1. million ayear fromitstelevision
revenue, for atotal of $32 million; we have then borrowed money in
the capital markets, supported by these assessments plusincremental
shared revenues that will be produced by the new stadium, and used
the proceedsto make grantsto the teams building or reconstructing
stadiums. The maximum grant sizeis$150 million for ateamin one
of thetop six television markets, and other grants are for up to $102
million. Through this subsidy program we have invested tel evision
revenue in stadiumsthroughout the League, with an eyetowards
keeping strong local presencesin all our markets—especially the
largest —which will, inturn, produce a continued mass audience for
our games and strong television revenues over thelong run. Inthe
last five or six years, we have invested about $750 million, which
wewill amortize over the next 25 years. We are still making such
grantsto spur construction of new stadiums and will seek to devise
means to continue to do so for anumber of years, until every team
has anew stadium.

For teamsin smaller marketswetry to make certain that both
direct and indirect economic returns are positive. Public authorities
considering investing in stadiumsin the context of abroad array of
community obligations want —and need — to examine each poten-
tial investment carefully. We shareinvestment modelsof stadiumsin
other citiesto help public authorities maketheir decisions. We
usually take the position that both the team and the community
should have abusiness model that sustainstheindividual team. For
example, we are playing the Super Bowl in Jacksonville, Florida,
next February at least in part because the community invested a
significant amount of public money in the stadium and convinced us
that we should put the team there as part of our expansion processin
themid-1990s. Jacksonvilleisthe smallest community with an NFL
team; with the Super Bow! there next year, both the team and the
community will be ableto realize many of the types of benefitsthey
anticipated when they invested.



Player Relations

One of the biggest accomplishments of the past decade has
been the stabilization of our relationship with our players' associa-
tion. Maintaining thisrelationship isafifth overarching consider-
ation. Thisstablerelationship has meaning not only interms of the
allocation of talent and therigor of the competition on thefield, but
alsoingiving usan element of cost stability and an invaluable
comparability of player costsamong clubs.

Currently, each club spends about $90 million annually on
player compensation and benefits. The average club has approxi-
mately $160 million in revenues (including itsequal share of na-
tional mediarevenues), so roughly 57 percent of the average club’s
revenue goes directly to the players. Thisnumber can vary from
year to year, but over any given five-year cycle, each teamin the
League will spend approximately the same amount on total player
compensation. Thus, oneway of expressing the challenge facing
each NFL team, coaching staff, and owner isto note that they must
decide over the next five years how to invest half abillion dollarsin
playing talent in an effort to win the Super Bowl. The magnitude of
thisinvestment, and the public scrutiny that attachesto aclubif such
an investment is not made wisely, have ahugeimpact in terms of the
skill setsthat our teams bring to bear, how they are organized, and
how they are able to compete for players.

With our players’ union, we have al so addressed other key
issues—for example, we have created ayouth football fund to
which we have allocated about $200 million over a5- to 10-year
period to promote interest in the game among young athletes. We
have also funded and conducted a number of studies on safety
issues, some of which have been peer reviewed by scientific organi-
zations and are being published in professional journals, such asthe
Journal of Neuroscience.

We have encouraged outreach effortswith our playersin many
areas of their communitiesand have worked extremely hardto align
our interestswith theplayers' career devel opment, education, and
degree completion. Frequently, people say that our league distin-
guishesitself from the others because of the strength of our relation-
ship with our players’ union. Last year, in aspeech in Germany, |
wasthus able to tell a German business audience that we have a



socialist system of economicsin acapitalist society. We have co-
determination —“mitbestimmung” — with our playersunion and are
proud of our system and its success.

Future Business M odels

Over thelast ten years, we have continued to devel op integrated
economic policies. | have aready discussed the stadium subsidy
program. We also have supplemental revenue sharing arrangements,
through which we make transfer payments of about $40 million ayear
to lower revenue teamsto help them meet their player costs—which
arethesameinraw dollars asthose of the highest-revenue clubsin the
L eague — on abasisthat does not stretch their economics. The debt
celling limitationsinclude policiesrequiring deferred paymentsto
playersto be pre-funded, to ensure that player commitments do not
get so large asto threaten aclub’sfinancia viability.

We continue to develop new business modelsin new areas of
activity, such astheinternet. For the most part, these modelsinvolve
pooling the assets of the teams and the L eague and then sharing the
revenues. We have an internet network, which has aportal relation-
shipwith AOL that generatestraffic to our League siteand to al the
club sitesthat arelinked to it in the NFL Internet Network. Other
business modelsthat are in the process of being created or expanded
includethe use of satellitetelevision and satellite radio to supplement
our basic over-the-air mediaplans; these new satellite opportunities
are controlled by the League with al the revenues being shared
equally. Through such measures we believe we are staying ahead of
the technology that most directly affects our core L eague and team
economicsand laying thefoundation for astable future.

Challenges and Opportunities

Domestic Per spective

| often highlight two of our many challenges. First, we need to
adapt our electronic mediadistribution to new technologies, and
second, we must maintain the public’srespect for the athletesand for
everyone elseinvolved in the game.

Among other challenges are onesthat reflect that our society is
changing. Prior to World War I, ourswas an industrial society, in
whichindividualsdid alot of the heavy lifting in steel mills,



automobile manufacturing plants, coal mines, and construction sites.
In that context, football developed and thrived asaform of relax-
ation and entertainment. Inthelast half of the 20" century, as our
economy became more service based, many of these formerly blue
collar jobswere done either by machines or robots or some combi-
nation of thetwo. Asaresult, some of thetraditional geographical
sources of our playing talent have challenges sustaining participation
infootball at high school and intercollegiate levels.

Therefore, we need to make our game more attractive to young
peopleto encourage participation. That isachallenge because our
changing national valuesand demographicsalso includeincreased
participation of women in sports. For these reasons, both collegiate
and professional football must now share abroader stage with other
men’s and women'’ s sports, such as soccer and basketball.

Global Per spective

We need to adapt to the changing role of Americain the world.
In his recent book, Soft Power, Joseph Nye argues that a key source
of America'sglobal influence comesnot from itsmilitary and not
necessarily from its economic strength, but from the appeal of its
culture, which includes entertainment and sports. Considering the
increasing importance of globalization, the NFL isinvestingin
football internationally, including an NFL-owned leaguein Europe.
We have probably invested approximately $200 million over 10
years, and asignificant part of that is being underwritten by our
players union, which recognizesthiscommitment asavery impor-
tant investment in both domestic and international talent devel op-
ment.

Expanding the popularity of uniquely national sportson an
international basisisalong-term process—culturally, in athletic
terms, and in businessterms. Professional soccer hasbeeninvesting
for aimost 40 yearsin the United Statesand is still at itsearly stages
of public appeal, at |east at the commercial level. Basketball took 30
or 40 yearsto develop internationally, beginning in the late 1950s
and early 1960s when European national teams started to compete
successfully inthe Olympics. Their development may have peaked
in the 1990s and the result isanumber of very talented international
players. Wetoo will eventually have aglobal talent pool and



business opportunity if we are patient and if we understand the
global environment, but it will require major long-term investment
and alot of talent development to expand our sport globally. This
will probably require several generations.

Concluding Observations

Asl discussed, two of the key challenges facing the NFL are
maintai ning the public’srespect for our athletes and adapting to the
conundrum that we need both viewers and dollars to be successful
ontelevision. Broadcast television deliversthe viewers but may not
maximizelong term revenues; other formsof television may deliver
additional revenues because of dual advertiser and subscriber
revenue streams, but the audience may eventually belessinclusive
and actually shrink over time. Adapting to this changing market will
be crucial to thefuture successof all sports.

Another principal challengeisto maintain and continuethe
relative cohesiveness of our ownership because we have avery
complex business partnership. We are doing business on aglobal
basis. The NFL isa$5 billion enterprise with 32 team owners, each
of whom isentitled to sit asaBoard member-owner of the League
enterprise. Asthree-fourths of them haveto agree on any decision,
building consensus, aligning interests, and maintai ning cohesiveness
arecritical.

We will be tested aswe go forward on the television issues as
to choices between revenues and viewers— short-term resources
versuslonger-term investments. Our rel ationship with the players
and the players association will also betested in avariety of ways.

Ultimately, | think that assuring abright future for the NFL will
require usto maintain an allure and a uniquenessto our product, and
this meansthat sometimeswe may need to operate on the premise
that lessismore so that we will have a successful businessfor the
long term. If you succumb to the short-term pressuresto
commoditize, you will ultimately becomejust that: acommaodity that
may languish in the competition for lei sure-time entertainment with
other attractions, including computer screens, video games and other
technol ogy-based attractions.

Domenico De Sole, agood friend of Georgetown University
who was the recipient of the Georgetown Wall Street Alliance



Award this year and was the CEO of Gucci, was recently quoted in
The Washington Post as saying that Gucci’s success depended on
acceptance of the notion that sometimesthe cash register shouldring
less often rather than more and that the mere volume of salesisnot
necessarily the ultimate barometer of the health of your business.

He emphasized that the image, quality, and exclusiveness of your
product are asimportant asweekly sales. Asoneexample, in
talking about licensing arrangements asabusiness model, De Sole
said, in hisown inimitable way, “| do not have anything against
licensing,” inreferencetoY ves Saint Laurent, which had granted
almost 200 licensesto useitsbrand on other products, but noted that
licensingisaform of brand rental; over-licensing an otherwise
attractive product “isnot abusiness, it'sapizzafranchise”

TheNFL will do everything necessary to maintain itsdistinc-
tiveform of sport, whichisuniquely attractiveto amassaudience,
and we will seek to continue delivering our product as something
special to both sportsfans and the larger public. Wewill not depart
from our values of intense athletic competition or allow our annual
football competition —culminating in the Super Bowl —to become a
commodity. And wewill continueto nurture the wonderful relation-
shipsthat currently exist among our owners, players, fans, and
audiences. Thiswill beincreasingly important aswe seek to address
the challengesfacing usin thefuture.



EXECUTIVE POLICY SEMINAR SERIES

EXECUTIVE POLICY SEMINARS educate participants about
current financial and public policy issues. A dinner follows
presentations, aformat that facilitates discussion and encourages
interaction among business | eaders, public officials, academic
faculty and staff, and students. Seminars are held in Washington,
DC at the George Town Club and in New York City at the
Chemists' Club. Seminar speakers have included:

DouglasL . Bailey, American Political Network
Charlene Bar shefsky, United States Trade Representative

Alfred R. Berkeley, 111, President, The Nasdaq Stock Market,
Inc.

Jack Boor man, Director, Policy Development and Review
Department, International Monetary Fund

CharlesA. Bowsher, Comptroller General and Head of
Government Accounting Office

Richard C. Breeden, former Chairman, U.S. Securities &
Exchange Commission

Gary P. Brinson, President and Managing Partner, Brinson
Partners, Inc.

Lloyd E. Campbell, Managing Director, Credit Suisse First
Boston

Frank C. Carlucci, Ill, Chairman, The Carlyle Group

Abby Joseph Cohen, Managing Director, Goldman, Sachs & Co.
Joseph E. Connor, Under-Secretary-General, United Nations

E. Gerald Corrigan, Managing Director, Goldman, Sachs & Co.
LindaW. Cropp, Chairman, Council of the District of Columbia

Congressman Joseph DioGuardi (D-NY), former partner Arthur
Andersen & Co.

David B. Falk, Founder, SFX Basketball, SFX Sports Group

Hon. Roger W. Ferguson, Jr., Vice Chairman, Board of
Governors of the Federal Reserve System



Robert E. For sythe, Founder, lowa Electronic Market, Senior
Associate Dean, and Leonard A. Hadly Chair, Tippie College
of Business, University of lowa

Richard H. Frank, Managing Director, The World Bank

Hon. Robert L. Gallucci, Dean, School of Foreign Service,
Georgetown University

Hon. John C. Gannon, Vice Chairman, Intellibridge; former
Chairman of the National Intelligence Council; and former
Deputy Director for Intelligence, Central Intelligence Agency

Ltg. (ret.) Jay Garner, President, SY Coleman and Company
Jack W. Germond, Political Columnist, The Baltimore Sun

Kevin C. Gottlieb, Syracuse University Professor and Kevin Gottlieb
and Associates, Inc.

Hon. Hwa-Kap Hahn, Member, National Assembly of Koreaand
Member, Supreme Council, Millennium Democratic Party of
Korea

Joseph R. Hardiman, President and CEO, The National
Association of Securities Dealers, Inc.

William C. Hunter, Senior Vice President and Director of
Research, Federal Reserve Bank of Chicago

William M. I saac, former Chairman, Federal Deposit Insurance
Corporation

Donald P. Jacobs, Dean, Kellogg Graduate School of
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