Making the upgrade
A look into the features and funding of rebuilt
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Blockbuster that will change face of sports
Anschutz’s decision to sell leaves question of
who could buy company valued at up to $8B
BY DON MURET

STAFF WRITER

Phil Anschutz saw the Dodgers’ deal and
figured it was time.
The reclusive, enigmatic 72-year-old billionaire, who built one of the most powerful
sports and entertainment companies in the
world, saw the $2.15 billion that Guggenheim Partners paid for the Los Angeles
Dodgers in March and set in motion a series
of steps that led to last week’s announcement that AEG was for sale.

The news was stunning to some, but
former AEG executives said it had been
in the works over the past five years. AEG
President and CEO Tim Leiweke said Anschutz had received offers in the past and
told those suitors he would get back to them
when the time was right.
“Mr. Anschutz was not an owner for life,”
Leiweke said last week. “This was an equity
investment … so there was always an exit
strategy.”
Seeing the Dodgers’ sale price, as well as

the value of other teams in Los Angeles,
“this is a pretty good time to be out there
looking at a deal like this,” Leiweke said.
Anschutz always expected a return on
his investment and this deal will easily produce one of the
richest deals in
the history of
sports, a multibillion-dollar
transaction
that some have estimated could hit $8 billion.
Blackstone Group was hired to broker the
transaction, but it’s Leiweke, who signed a
five-year contract extension about a week

ago to remain in charge of AEG at its corporate headquarters in Los Angeles, who
will lead the effort to sell the company on
behalf of Anschutz.
“My task is to make sure we make people
aware of AEG and the value of this company and our vision in particular,” Leiweke
said. “I’ve been here for 20 years, this has
always been my baby and nothing is going
to change. I am still going to be here day to
day, and our management team is going to
be here day to day.”
It’s obvious that Leiweke feels there is
major room for growth at AEG.
“This is not an outright disposition of its

Fox, Turner contribute to
$12B rights haul for MLB
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BY JOHN OURAND

Competitors slog
through a Tough
Mudder event.

S

CORRESPONDENT

tacey Osmon never considered herself much of
a runner, preferring strength training to the solitary, joint-pounding nature of distance running.
But over the last year she’s donned black clothing, gotten
filthy and channeled her inner commando, completing
Tough Mudder, Warrior Dash and several other muddy
obstacle runs near her Lakeland, Fla., home.
More than 2 million people will complete such an obsta-
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cle race event this year, navigating muddy boot camp-style
challenges along off-road courses that range from three
to 15 miles. Events attract up to 20,000 athletes a weekend
to ranches, farms, motocross venues and offseason ski
resorts, charging between $60 and $175 per entry, along
with typical parking fees of $10 a car.
The category, virtually nonexistent four years ago, now
includes as many as three national race series that each
will generate more than $50 million in revenue in 2012,

BofA to salute the troops at
Chicago Marathon, Page 26
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TOUGH MUDDER

Down
&
dirty
Obstacle races clean up with events that are part fun, part survival of the fittest
BY PETE WILLIAMS	

See AEG Page 32

STAFF WRITER

Major League Baseball is poised to announce a stunning $12.4 billion worth of media deals this week as it
completes negotiations on eight-year deals with Fox
and Turner to go along with its earlier deal with ESPN.
The total take from its three partners more than
doubles the amount from its previous deals.
The Fox and Turner deals
were not signed by press time,
but all sides had agreed on
terms, and a formal announcement is expected this week.
Because the deals had not
been formally announced, nobody from the league or networks was authorized to
speak publicly last week, but sources confirmed that
Fox has committed to pay MLB $525 million a year for
a package that includes annually the World Series, the
All-Star Game, one league championship series and
two division series. As part of the deal, Fox will sell
two division series games to MLB Network for $30 million each year. It also keeps the rights to the Saturday
“Game of the Week.”
See MLB Page 6

