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Luxury box seating at Atlanta Hawks games has just gotten more up close and personal. 
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Luxury box seating at Atlanta Hawks games has just gotten more up close and personal with 
construction of seven new loge boxes or “micro-suites” at Philips Arena. The loges, merely 20 
rows from the arena floor, will replace some 140 club seats in Section 107, opposite the visiting 
team’s bench on the west side of the arena. 

On the market for a little less than two months, six of the seven new suites have been sold with a 
seventh contract pending. Each of the seven micro-suites has four seats, two bar stools, flat-
screen televisions and two iPads as well as access to a private bar and dining area. The loge 
package gives owners access to all Hawks games, as well as concerts and shows at Philips Arena 
and preferred parking for each event. 

New South Construction oversaw building of the new loges, while the design was done in 
concert with The Johnson Studio. 

According to Andrew Steinberg, senior vice president and chief revenue officer for the Atlanta 
Hawks and Philips Arena, “The loge boxes are being sold on terms of three to five years with a 
cost for the all-inclusive package in the low six figures.” 

Steinberg also noted the new lower bowl loge boxes provide fans the closest access to the action 
of any loge-type seating in the Atlanta market. He added that, “Newer facilities such as the 
Amway Center in Orlando and the Barclays Center in Brooklyn have come on line with similar 
suite arrangements, but their suites are farther away and do not have the same sightlines as we do 
in the lower bowl.” 

While constantly trying to enhance the fan experience is one reason for the addition of new 
suites, the improvements at Philips Arena are also indicative of the ongoing need for teams and 
leagues to keep pace with the ever-increasing cost of doing business. 

Scott Rosner, sports business professor at the University of Pennsylvania’s Wharton School of 
Business, said that from the standpoint of maximizing revenues, “sports is not a whole lot 
different than any other business where the operator, or entrepreneur, is constantly searching for 
new revenue streams. In the context of professional sports franchises,” Rosner added, “your 
building is one of the two primary sources of revenue that you have, the other being your TV 



contracts. So smart operators are constantly trying to repurpose their facilities to maximize 
revenues.” 

Rosner also said that altering the composition of seats is often done to account for demand in the 
marketplace. “If demand for one type of seating softens,” he said, “or if there is an oversupply of 
one type of premium seat, you see teams repurposing and going in a different direction.” 

The Wharton professor used a real estate analogy to describe how repurposing of seats can 
enhance value. He said “an office building equipped with certain amenities may be valued at 
$100 per square foot. By bumping up the space, repurposing the area, you have just turned class 
B office space into class A office space, which can command a greater price. The same is true 
with sports facilities.” 

Oriole Park at Camden Yards, home of the Baltimore Orioles, set the standard for creativity and 
fan amenities when it opened in 1992. Since then sports facilities have constantly evolved in 
terms of offering more options, and therefore creating more revenue opportunities for the teams 
involved. 

While all teams work to maximize the bottom line, the NBA is particularly effective thanks to its 
Teams and Business Operations Group, which, according to Rosner, is essentially a “best 
practices group at the league level.” He added that “NBA teams share information so if 
something is working in a particular market, the other teams will know about it. In fact, the 
league mandates they don’t hide the information from each other.” 

The proliferation of technology provides another opportunity to enhance the arena experience 
and make it as compelling as staying at home and watching the game on a big-screen television. 

Hawks officials believe there are plenty of reasons for fans to come to the arena, but they also 
believe, Steinberg said, that they must continue to listen to customers and enhance the game 
experience. 

 


