OurServe

Fishing In
Profitable Waters

LET’S MAKE THIS CLEAR UP FRONT:
I'm not suggesting tennis providers
ignore or lessen the appeal of programs
available to kids. We must continue to
get more kids into tennis, and it’s prob-
ably more imperative now than ever, in
light of the most recent research that
shows overall tennis participation for
ages 6 to 17 actually slipped from 2014
to 2015. In fact, we should re-double
our efforts at the local level. We need to
play a long game here—young players
are our industry’s future.

But we also need to make sure we’re
not forgetting a key segment of our
playing population—a group that has
the time, energy, desire and, especially
for our businesses, the money. I'm talk-
ing about the 50-plus market.

The U.S. Census Bureau says about
one of every three Americans is over
the age of 55. Staying healthy and fitis a
priority for this group, and the lifetime
sport of tennis should play a vital role
in serving those desires. Baby-boomers
helped this sport grow decades ago;
let’s not assume they no longer have an
interest in tennis and being active.

Yes, there is money to be made by
reaching out to this segment of the
population, but this is also about run-
ning sustainable programs and building
customer loyalty that can reach down
generations—including into the youth
market. Baby-boomers have children
and grandchildren, too.

In your outreach to players and
potential players, are you using
materials and messages that appeal to
the 50-plus crowd? Are your clinics,
leagues and programs, along with your
marketing and advertising, reassuring
baby-boomers that the clinic you'd like
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them to attend won’t be full of young
players that they’ll have trouble keep-
ing up with? Don’t assume one email
or one poster will appeal to every type
of player, age or gender. Tailor your
messages and, when appropriate, your
tennis programs.

With all the emphasis on youth,
sometimes it’s easy for older players to
get lost in the mix, and then forgotten
completely. It’s one reason why we have
this “leaky bucket”—we get new players
into tennis, yet we also lose a nearly
equal number of existing players.

Appealing to the 50-plus market will
get and keep players on your courts,
buying lessons, court time, apparel and
equipment. It’s not like you need to
reinvent anything; there are plenty of
programs out there already—like POP
Tennis with ROG on shorter courts,
Cardio Tennis, and Masters Ten-
nis—that can easily cater to this huge
audience and provide them with all the
right reasons to play this game. Doing
so will help retain one group of players,
and provide you the resources to help
attract another.
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