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T: HERE ARE FOUR MAJOR SPORTS IN THE 

UNITED STATES: BASEBALL, FOOTBALL, 

BASKETBALL, AND HOCKEY. BASEBALL IS 

THE ATIONAL PASTIME, AND FOOTBALL IS ... 

WELL, FOOTBALL. BuT BASKETBALL AND HOCKEY 

v\ER[ LO G RELEGATED TO SECO D-TIER 

STATUS. Boni WERE INDOOR, WINTER 

SPORTS THAT NEVER CAME CLOSE TO MATCHING 

THE DRAWING POWER OF BASEBALL AND rooT

BALL - AL THOUGH FOR MANY YEARS HOCKEY 

DREW BIGGER CROWDS THAN BASKETBALL. 

THE , DURING THE EARLY 1980S, BASKETBALL 

CAUGHT FIRE. IT NOTO LY SURPASSED HOCHY 

I POPULARITY, IT ALSO (HALLE GED THE DOMI

NANCE OF BASEBALi AND FOOTBALL. 

THE FOLLOWINC ARTICLE FOCUSES ON BASKET

BALL AND HOCKEY AND EXPLORES WHY ONE 

HAS ACHIEVED SPECTACULAR SUCCESS WHILE 

THE OTHER HAS LA GUISHED. COMPARISO 

OF THE TWO SPORTS ILLUSTRATES A UMBER 

OF IMPORTANT ECONOMIC AND BUSINESS 

PRI CIPLES. 

When You're Hot, 
You're Hot ... 
Two li ttle girls, eleven and nine, 
eagerly await the debut of the men's 
1992 Olympic U.S. basketball squad, 
a.k.a. The Dream Team. Right from 
the opening tap-off, the girls are on 
their feet cheering at the TV set. A 
Charles Barkley rebound meets with 
enthusiastic approval. Yes! Sir Charles! 
They even cheer a fast food commer
cial featuring Michael Jordan and New 
York Knicks star center Patrick Ewing. 
I love Patrick' He 's so cute. (Patrick?! 
Cute?!) 

The Dream Team was an instant, world
wide sensation. Even casual fans 
knew the names of its stars. Opposing 

players, whose teams lost to the U.S. 
squad by wide margins, seemed 
happy just to be on the sa me court 
with the likes of Michael Jordan, 
Magic Johnson, and Larry Bird. 

Sure there was a little grousing about 
pros playing in the Olympics, and never 
mind that the games were one-sided 
and emine ntl y fo rgettab le. The 
Dream Team phe nom enon had 
nothing to do with amateur athletics 
and everything to do with the spec
tacular resurgence of professional 
basketball. 

The National Basketball Association is 
enjoying an unprecedented run of 
popu larity and profitability. Its teams 
are in solid financ ial shape; gate 
receipts and TV revenues have never 
been better. The game appeals to fans 
from every segment of American 
society, and it is gain ing a large follow
ing around the globe. Professional 
basketball is hot. 

... When You're Not, 
You're Not. 
Quick! Name five professional hockey 
players, other than Wayne Gretzky. 
Too tough? Okay. Name one! Or try 
to remember the last time you saw a 
professional hockey player, other than 
Wayne Gretzky, in a TV commercia l. 

No two ways about it. Professiona l 
hockey is in the midst of a prolonged 
skid. Financially, several National 
Hockey League franchises are on thin 
ice. The three major television net
works haven't carried NHL games since 
1975. (Although they aren't the least 
bit ashamed to broadcast beach 

volleyball and the national arm wres
tling championship under the guise 
of sports programming.) And all too 
often, games are marred by violent 
clashes between players. In short, these 
are not the best of times for the 
National Hockey League. 

Switching-Off 
Things were not always as they are 
today. There was a time, during the 
1950s, when profess ional hockey was 
the premier winter sports attraction, 
and professional basketball was little 
more than a vehicle for promoters to 
fill open dates between hockey games, 
boxing matches, ice shows, rodeos, 
and the circus. Big-name columnists 
covered hockey; basketball results ran 
without bylines in the nether reaches 
of the sports section. And while regular 
season hockey games often played to 
sell-out crowds, National Basketball 
Association championship games 
sometimes drew fewer spectators than 
the Ice Capades. 

Fast Break 
Then, while everyone was watching, 
something unexpected happened. Bas
ketball ecli psed hockey in popularity. 

Sh ifting demographics and changing 
fan preferences have not been kind 
to professional hockey. Although it 
remains at least as popular as basket
bal l in cities such as Boston, fans in the 
lucrative Sun Belt markets often have 
difficulty remembering that hockey is a 
major sport. 

Mention the word "hockey" today, 
and people immediately think "fight." 
The game that once seemed such a 
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perfect blend of toughness and finesse, 
now projects a violent, often brutal 
image. With each passing season it 
becomes more and more difficu lt to 
recall how the magnificent skating and 
gritty heroism of Maurice "Rocket" 
Richard, Gordie Howe, and Bobby Hull 
("The Golden Jet") once fi I led fans with 
wonder. 

Then came the TV bonanza. Starting 
in the late 1940s, te levision and sports 
began an association that fo reve r 
altered the business of professional 
athletics. By the end of the 1960s, 
television networks were pumping 
more money into big-time sports than 
owners and promoters had ever dared 
imagine. 

Professional basketball, by contrast, had Within two decades, television had 

ings. If more fans tuned in to a sports 
event, advertisers wou ld be willing to 
pay more for commercial time to hawk 
cars, razor blades, beer, life insurance, 
and ove r- the-co un te r remed ies. 
League officials could then negotiate 
more lucrative contracts with the TV 
networks, and individual team fran
chises could make sweeter TV agree
ments with local affiliates. 

nowhere to go but up. Fans and sports- affected virtually every facet of every But some sports grabbed a bigger share 
writers greeted the 1949 ~-----------------------~ of the TV wealth than 
found ingofthe NBAwith others beca use they 
a yawn. Basketball was a were more appealing to 
playground game, a game armchair sports fans. Bas-
for school kids, not a ketball and hockey offer 
professional sport. Even a perfect illustration - a 
the league's founders study in contrasts. 
didn't have high expecta
tions. Many were arena 
owners who were happy 
just to fi ll a respectable 
number of seats on nights 
when there was no other 
action in town. 

The style of play duri ng 
those ear ly years did 
little to generate excite-

Technical Foul 
Hockey suffers from 
the same weakness as 
a paunchy politician: 
It doesn't look good on 
TV. The qualities that 
make itso enjoyable to 
watch at rinkside - the 
speed, the co lor, the 
gritty courage of its play

ment or boost the new 
league's chances of sur
viva l. Back then, basket
ball was a more plodding, 
less gracefu l game, played 

There was a time when professional hockey was the premier 
winter sports attraction. (Boston Bruins, circa 1940s) 

ers - don't come across 
on television. The puck 
is small , the action is 

Courtesy, The Sports Museum of New England 

almost exclusively by white ath letes 
who shot the ball w ith two hands 
and generally kept both feet on the 
grou nd. 

Today, all that has changed. The game 
that was once associated with sweat 
sox, sparse crowd s, and sta le-smelli ng 
gyms has transformed itself in to a fast
paced, ae ro batic, e legant sport 
unsurpassed by any other for excite
ment and glamour. It has also become 
a colossal moneymaker. 

Three-Point Play 
Basketball flourished and hockey 
fa ltered due to a combination of 
economic, demographic, and techno
logical changes. First, there 's the TV 
facto r. 

For years, the business aspect of profes
sional sports was fa irly straightforward . 
Owners made their money by se ll ing 
tickets and controlling the concessions 
at home games. Filling the seats was 
all-important because profits and sa la
ries were determined by the number of 
tickets, hotdogs, and souven irs sold to 
local fans. 

major sport, and the business of pro
fessional athletics would never be 
the same. Filling the seats was no 
longer the owners' so le consideration 
because team revenues no longer 
depended entirely on ticket sales and 
concessions. 

Concern over how a game - any 
game - looked or felt to a fan in 
the stands was now matched by con
cern over attracting TV viewers. Front 
office executives and league officials 
devoted an ever increasing share of 
their time to television contracts and 
TV ratings - and with good reason. 
There was big money at stake. A fan 
at the game might buy peanuts and 
cracker jacks, but the buying power of 
all those fans sitting at home in reclin
ers represented a potential goldmine. 

Did those who presided over profes
sional sports still care if a game was 
well-played or exciting? Of course 
they did! But theirs was more than a 
sporting interest. The game had to 
be exciting and appealing to the tele
vision audience, because viewer 
enthusiasm translated into higher rat-

fast, and the TV people 
haven't come up with 

production techniques to capture the 
essence of the game. All too often, a 
fan sitting at home, particularly an un
sophisticated fan, sees on ly a gaggle of 
players vying for a nearly invisible puck. 
Scori ngsometi mes happens so fast that 
the only way to know there's been a 
goal is when the annou ncer shouts, 
"He scorrrrres!!!" 

Unfortunately, one aspect of hockey 
that TV cameras have no trouble pick
ing up is the vio lence between players 
(or sometimes between fans and play
ers). The nightly mayhem on ice has 
reached the point where it is alienating 
fans and making advertisers nervous. 

Not that anyone has ever confused 
hockey with croquet. Hockey players' 
capacity to "tough it out" is the stuff of 
legend. During the seventh game of 
the 1952 Stanley Cup semi-finals, 
"Rocket" Richard came back to score 
the wi nning goal after receiving mul
tiple stitches fo r a deep gash to the 
head. And in 1964, Toronto's Bob 
Baun won a place in fans' hearts by 
skating through two Stan ley Cup finals 
on a broken feg. 
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nism - yet another test of wh ich 
system was superior. Even people 
who'd never seen a hockey game 
followed the fortu nes of Team 
Canada. 

When the NHL stars finally defeated 
the Soviets after a grueling eight
game series, North American fans 
were ecstatic. But the glow of 
victory soon faded, and the public's 
enthusiasm for hockey cooled -
just as it would eight years later after 
the "Miracle on Ice." On both 
occasions, hockey failed to take full 
advantage of a golden opportuni ty 
to promote itself. 

A case can be made that the NH L's 
half-hearted approach to marketing 
may stem, in part, from hockey's 
Canadian roots and the Canadian 
penchant for "getting the job done" 
with a min imu m of hoop-la and 
self-promotion. Adm irable as those 
qua lities may be in a friend, they 
can be downright hazardous to the 
growth potential of a professional 
sport in the late 20th century. 

But there have been recent signs 
that the NHL is beginning to grasp 
the importance of promoting itself 
and reaching out to new fans. One 
sign came in the fo rm of Manon 
Rheaume, who stepped into the 
net to tend goa l for the Tampa 
Bay Lightning franchise during the 
1992 exhibition season and made 
international headlines as the first 
woman to play in one of the four 
major sports leagues. Although 
decri ed as a public ity stu nt by 
some, the 20-year-old Rheaume's 
goa ltending debut sparked the 
type of interest and excitement the 
NHL needs in order to win new 
fans. Professional hockey franchises 
are also attempting to reach new 
fans and add excitement to the game 
by signing talented players from 
Russia and the former Soviet bloc 
countries of Eastern Europe. And 
NHL officials have discussed the 
possibi li ty of putting a "Dream 
Team" on the ice for the Winter 
O lympics. 

Another hopefu l sign for the NHL is 
the proliferation of San Jose Sharks 
regal ia. The Sharks, like the Tampa 
Bay Lightning, are an expansion 
franchise in a city w ith no hockey 
trad it ion, but that doesn't seem 
to concern the growing legion of 

young fans who 've taken a fancy to 
the new team 's logo and colors. The 
Sharks' turquoise-and-black T-sh irts, 
hats, jackets, and gym bags are show
ing up in schools from coast-to-coast. 
Even in places like Boston, where 
hockey has a long and honorable 
tradition, the Sharks' turquoise-and
black seems to be at least as popu lar 
as the Boston Bruins' black-and
gold. And while purists may scoff at 
the notion of liking a team for its 
colors, the widespread popularity of 
Sharks merchandise is the type of 
thing that may help to ki ndle greater 
interest in hockey and put more fun 
back into the sport. 

Postgame Wrap-up 
Through a combination at market
ing sawy, financial acumen, com
mon se nse, and innovatio n, 
professional basketball has trans
formed itself from a game that most 
people associated with gym class 
into a profitable enterprise with an 
enthusiastic worldwide following. At 
the same time, professiona l hockey 
has missed a number of opportu ni
t ies to promote itse lf and has 
watched its status as a major sport 
erode. 

That's not to say that one sport is 
better than the other. Both basket
ball and hockey can reward fa ns 
with th ri lls and enjoyment. But the 
contrasting experiences of the NBA 
and the NHL highl ight a number of 
points that have broad economic 
application. 

Professional basketba ll won new 
fa ns and reaped unimagined fina n~ 
cial rewards largely because the 
NBA did what was necessary to "sell " 
the game. Professional hockey, 
which has a long and proud tradi
tion, was more inclined to rest on its 
laurels. 

While the NBA polished its image to 
attract TV fans, the NHL engaged in 
a protracted internal debate over 
whether or not to curb fighti ng. 
W hile the NBA reached out to 
groups of fans who'd been over
looked in the past by other sports, 
the NHL rarely looked beyond its 
traditiona l base of support. Whi le 
the NBA was rea lizing its marketing 
and merchand ising potential, the 
NHL seemed content to hawk team 
pennants and souvenir programs at 
concession stands. 

Editor: Robert Jabaily 

Graphic Designer: Kristen Taylor 
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In generic terms, the NBA suc
ceeded because it was able to: 

1) recognize the need to broaden 
its customer base; 

2) identify ways to attract new fans 
wh ile bu ilding on its traditional 
strengths; 

3) adapt to changing demographic 
trends; 

4) effectively use al l the talent avail
able to it and fi nd strength in its 
diversity; 

5) adapt to technological change; 
and, 

6) recognize the need to aggres
sive ly market its product rather than 
simply to expect a good product to 
sell itself. 
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Starting in the early 1980s, NBA 
front office types wholeheartedly 
embraced the notion that smart 
marketing had a place in profes
sional sports. Prompted in part by 
fo resight and in part by desperation, 
they embarked on a campaign aimed 
at "selling" basketball to the fans by 
paying greater attention 
to the ente rtainm en t 
aspect of sports. In the 
process, they flouted tra
dition and put some of 
the fun back into basket
ball. 

ers were all anyone needed. And 
the high-tops offered ankle support 
rather than a fashion statement. 

All that changed during the 1980s, 
when footwear manufacturers 
realized lots of people were willing 
to pay big money for fancy sneakers. 

One of their most visible 
successes involved the 
NBA All-Star Game, which 
they transformed from 
a lackluster ritual into a 
two-day celebration of 
professional basketball
comp lete with "Slam 
Dunk" and "Three-Point 
Shot" contests. Fans, play
ers, and sports reporters 
took to the change in
stantly, and the event 
became a highlight of the 
NBA season. (More than 
43,000 fans fought their 
way through a blizzard to 
watch the 1985 All-Star 
Game in the Indianapolis 
Hoosier Dome.) 

BOSTON ~
1
CE 

The commercials for Pumps, Cons, 
and Air Jordans also added to 
basketball 's cachet. Their use of 
celebrity endorsers and glitzy pro
duction techniques highlighted the 
sport's star-quality and its flashy, 
flamboyant, crowd-pleasing style. 
Merchandising reinforced the 

public's fam iliarity with 
basketball, and every 
commercia l for expen
sive sneakers carried an 
implicit message: Bas
ketball had come a long 
way since the 1890s 
when James Naismith 
put up a peach basket in 
a Springfield, M assachu
setts gym so that YMCA 
kids could get indoor 
exercise during winter. 

Penalty Box 
Professional hockey's 
experience stands in 
stark contrast. When it 
comes to attracting new 
fans, engaging in effec
tive marketing, and 
read ing the latest trends, 
the NHL has lagged far 
behind the NBA. 

The NBA was also smart 
enough to build on its 
traditional strengths. It did 
so by engaging in some 
good, old-fashioned hype 
to promote riva lries be
tween powerhouse teams 

Professional basketball has transformed itself into 

Places like Montreal, 
Toronto, and Boston are 
st ill "hockey towns" 
where the game contin
ues to en joy tremendous 
fan loyalty. But the NHL 
hasn 't been nearly as 
aggressive as the NBA in 
market ing itself and 
adapting to changing fan 
preferences. 

a fast-paced, aerobatic, elegant sport. ( The Boston 
Celtics' Robert Parish "takes the ball to the hoop." ) 
Courtesy, The Sports Museum of New England 

and by spotlighting match-ups 
between high profile stars. The 
Lakers/Celtics rivalry of the mid-
1980s and the "Magic" Uohnson)/ 
(Larry) "Bird" match-up are classic 
examples. 

If the Shoe Fits 
Professional basketball received a 
marketing boost from a phenom
enon that would have been difficult 
to predict: The athletic footwear 
boom. Believe it or not, there was a 
time when basketball was known as 
"the cheap sport." One of its great
est charms was the fact that players 
didn't need to buy expensive equip
ment. Schools, religious groups, and 
city kids gravitated toward the game 
because outfitting an enti re team 
cost next to nothing. A ball, a hoop, 
and a pair of high-top canvas sneak-

By 1991 , the nation's top two 
athletic shoe companies had a 
combined total of nearly $3 billion 
dollars in U.S. wholesale shoe sa les. 

TV commercials featuring superstar 
endorsers and state-of-the-art pro
duction techniques touted the "ben
efits" of basketball shoes equipped 
with pumps, or "super sneakers" 
that all but promised purchasers the 
ability to fly. Even kids and adu lts 
who never set foot on a basketball 
court had to have the sneakers, jer
seys, caps, warm-up suits, and other 
accouterments being plugged by 
NBA superstars. In 1991, Michael 
Jordan alone helped Nike to move 
more than $200 million worth of Air 
Jordan shoes and apparel. (That's 
up from $110 million in 1985, 
Jordan's first full year with Nike.) 

Not that there haven't been oppor
tunities. In 1972, back when Nike 
was the name of an American anti
aircraft missile rather than a sport 
shoe, professional hockey assembled 
a "d ream team" of its own. The best 
players of the National Hockey 
League, skating under the name 
Team Canada, faced-off in interna
tional competition against the Soviet 
national team. At the t ime, there 
seemed to be much atstake. Glasnost 
and Perestroika were still many years 
in the future, and the Cold War 
rivalry between East and West 
carried over into every international 
sports competition. Team Canada 
and the Soviets were engaged in 
much more than a test of hockey 
ski ll ; theirs was a showdown 
between Capitalism and Commu-
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But toughness is one thing, and fight
ing is another. To be sure, fighting has 
always been a part of professional 
hockey, and many of the sport's old 
hands still cli ng to the belief that fight
ing sells tickets. But the fact is that 
hockey brawls don't play well on TV, 
and TV is where the big money is. 

Television is a "cool medium." The 
camera lens distances a viewer from 
the action so that someone watching 
at home doesn't have the same expe
rience as someone sitting in the stands 
surrounded by 13,000 screaming fans. 
Anger and emotion don't carry very 
well over the airwaves. To the viewer 
sitting in a livingroom recliner, hockey 
brawls often seem excessively brutal or 
just plain silly. Many armchair fans are 
turned-off by the fighting, and adver
tisers are leery of the sport's "bad boy" 
image, all of which hurts hockey's 
chances for increasing, or even main
tain ing, its TV revenues. 

Basketball, by contrast, is perfectly suit
ed to television. The game is fast, but 
the action is relatively easy for TV cam
eras to follow. There's lots of scoring, 
star players are easy to spot, and the 
contests are spiri ted w ithout being 
brutal. (NBA officials have made it plain 
that they will not tolerate overt violence 
on the court.) The resu lt is a style of play 
that not only packs arenas but also keeps 
armchair fans glued to their television 
screens. Attendance figures and TV 
revenues are at record levels. 

Numbers tell the story. During the late 
1980s, when the NBA signed a $600 
million four-year broadcast contract 
with NBC and a $275 million four
year cable contract with TNT, the best 
professiona l hockey could manage 
was a $51 million three-year deal with 
SportsChannel. (But there have been 
indications that the era of steadily 
increasing TV revenues may be com
ing to an end as te levision executives 
have begun to question the wisdom of 
entering into sports megadeals.) 

"I Wanna Be Like Mike" 
Looking at the NBA's spectacular 
success, it's hard to remember that 
professional basketball went through 
some tough times during the 1960s 
and 1970s. " Image" issues and finan
cial hurdles had many observers ex
pressingdoubts over the game's future. 

First there was the concern - ever
present but seldom publicly expressed 

-that professional basketball was "too 
black." Look at game films from the 
1950s and most of the players were 
white. But by the late 1960s many of 
the NBA's brightest stars were black, 
and by the early 1980s it wasn't 
unusual to see all -black line-ups take 
the fl oor. There was - considerable 
uncertainty as to whether or not whites 
wou ld spend their entertainment and 
advertising dollars on a sport with a 
preponderance of black athletes. 

In retrospect, the doubts and concerns 
seem laughable. Each new generation 
of black players helped to transform 
professional basketbal l from a plod
ding game with narrow appeal into an 
exciting, cosmopolitan sport with a 
multitude of loyal fa ns who tend to be 
a younger, more racially diverse group 
than the fans who follow other sports. 
As an added bonus, professional bas
ketball also has garnered a growing 
international fo llowing via television. 
By 1989, NBA games were broadcast 
in more than 75 countries. 

The game's popu larity among young 
fans is undeniable. Ask a kid - any 
kid, boy or girl, black or white - to 
name a favorite sports star, and chances 
are the answer will be Michael Jordan, 
Magic Johnson, Charl es Barkley, or 
some other NBA player. Even in 
Cooperstown, New York, home of the 
Baseball Hall of Fame and a mecca 
to young sports fans, souvenir shops 
report a brisk trade in baseballs 
autographed by M ichael Jordan. 

The NHL also attracts its share of young 
fans, but for the most part they live in 
Snow Belt states and play in youth 
hockey leagues. They are the same 
kids who 've always been hockey fans. 
Hockey's drawing power doesn't seem 
to cross demographic li nes or geo
graphi c boundaries as readil y as 
basketball's does. 

Full-Court Press 
The fact that basketball is more telege
nic than hockey doesn't fully explain 
why its popularity spans a broad spec
trum while hocker's seems confined 
to a relatively smal core group of fans. 
After all, there have been times when 
hockey has captured the public's heart 
and kept TV viewers on the edges of 
their seats. 

Think back to 1980 when the U.S. 
Olympic Hockey Team defeated the 
Soviets fo r the gold medal. Their feat, 

which came to be known as "The 
Miracle on Ice," was one of the most 
compelling sports performances of 
all time. Anyone who watched the 
medal-winninggame on television wil l 
never forget the sight of U.S. goalie Jim 
Craig after his team's emotionally drain
ing victory. With the crowd cheering 
wild ly, he skated around the ice 
wrapped in the American flag. 

People loved it. Fans and non-fans 
al ike ce lebrated the exploits of the 
Amer ican skaters, and hockey seemed 
poised to enter an era of renewed 
popularity and prosperity. But ulti
mately the Olympic victory provided 
little more than a brief respite from 
hockey's continued decline as a 
major sport. In time the cheering 
faded, as it always does, and "The 
Miracle on Ice" became just another 
sweet memory. 

Twelve years later, when fans from 
around the globe went wild over the 
U.S. Men's Olympic Basketball Team, 
things were quite different. No oppor
tu nity for marketing or promotion of 
the Dream Team went unexploited. 
W hereas members of the 1980 
"Miracle on Ice" team had been 
amateurs who 'd won fans' hearts 
only after a hard-fought victory over 
a heavily-favored Soviet squad, the 
Dream Team enjoyed considerable 
acclaim and commercial success be
fo re its superstars ever set foot on the 
Olympic court. 

When members of the Dream Team 
stepped forward to receive the ir 
Olympic go ld medals, superstar 
Michael Jordan draped himself in the 
American flag, but he wasn't engagi ng 
in a spontaneous victory celebration 
as Jim Craig had in 1980. Michael 's 
act ion was a carefull y ca lculated 
business move; his flag was secu red 
with safety pins in order to obscure 
the official team warm-up outfit 
donated by Reebok. The flag/camou
flage was made necessary by the fact 
that Jordan has a hefty endorsement 
contract with Nike, Reebok's main 
competitor, and it wouldn 't do for a 
worldwide TV audience to see him 
accept Olympic gold dressed in the 
competition's sweats. 

Needless to say, the flag-d rapi ng 
generated controversy. But it also 
underscored the fact that marketing 
savvy has been one of the keys to the 
NBA's good fortune. 
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Points of Interest, booklet, published 
by the Federal Reserve Bank of 
Chicago, 17 pages. 

Interest rates can have 
a significant influ
ence over people's be
havior. When rates 
decline, homebuyers 
rush to purchase new 

houses or refinance old mortgages; au
tomobile buyers scramble to put money 
down on new cars; the stock market 
climbs, and most people tend to feel 
more optimistic about the future. 

But even though people respond to 
changes in rates, they may not fully 
understand what interest rates repre
sent, or how different rates relate to 
one another. Why, for example, do 
interest rates increase or decrease? And 
in a period of changing rates, why are 
certa in rates higher, whi le other rates 
are lower? 

To answer these questions, there's a 
new booklet from the Federal Reserve 
Bank of Chicago entitled Points of Inter
est. For free copies, write to: 

Publ ic Information Center 
Federal Reserve Bank 

of Chicago 
P.O. Box 834 

Chicago, IL 60690-0834 
or call (312) 322-5111 

The FDIC Improvement Act of 1991 -
What It Means to You , brochure, pub
lished by the Federal Reserve Bank of 
Philadelphia. 

This new pamphlet offers an overview of 
the banking law passed at the end of 
1991. It emphasizes items of interest to 

Multi-Media 

consumers, including details on the re
funding of the FDIC; specific guidelines 
that regulators follow when reviewing 
banks; disclosure of account informa
tion in advertisements; and ways banks 
can assist low-income groups. For free 
copies, write to: 

Public Information/Publications 
Federal Reserve Bank 

of Philadelphia 
P.O. Box 66 

Philadelphia, PA 19105-0066 
or call (215) 574-6115 

Gold: Klondike to Commodity, pam
ph let, Federal Reserve Bank of Philadel
phia, 15 pages. 

For thousands of years gold was the 
ultimate money. It was wealth and 
power to be sure, but it was also en
chantment, with a specia l luster and 
reassuring weight and feel. The lure of 
gold drove ships across treacherous seas 
and explorers across rugged mountains 
to places as remote as Canada's Klondike 
region, near the Artie Circle. 

Although gold is no longer used as a 
form of money, it is still a highlysought
after commodity that hards tremen
dous fascination for people around 
the globe. Its evolution from money 
to commod ity is clearly and concisely 
described in Cold: Klondike to Com
modity, a new publ ication from the 
Federal Reserve Bank of Philadelphia . 
For a free copy, write to: 

Public Information/Publications 
Federal Reserve Bank 

of Philadelphia 
P.O. Box 66 

Philadelphia, PA 19105-0066 
or call (215) 574-6115 

Cover Those 
Books! 

l he book covers your students put 
on in September are probably pretty 
tattered by now. If so, we can help. 

We have a limited supply of book covers 
with a money motif- ten questions and 
answers about U.S. paper currency. To 
avail yourself of these free book covers, 
or to obtain a free catalog of our eco
nomic education materials, write to: 

Publications 
Public & Community Affairs, T-6 
Federal Reserve Bank of Boston 

P.O. Box 2076 
Boston, MA 02106-2076 

or call (617) 973-3459 

Get the 
Picture? 

Requests to borrow any of the video
cassettes, films, or filmstrips listed in 
the Federal Reserve BankofBoston's 

Public Information Catalog should now 
be directed to: 

West Glen Communications 
1430 Broadway 

New York , NY 10018-3396 

West Glen has a toll-free number for 
telephone requests: 1-800-325-8677. 

If you would like a free copy of the Bank's 
Public Information Catalog, write to: 

Publications 
Public & Community Affairs, T-6 
Federal Reserve Bank of Boston 

P.O. Box 2076 
Boston, MA 02106-2076 
orphone(617)973-3459 
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