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Goals of the Session

1. To provide an overview of marketing principles and the
importance of marketing and communications in the Little
League program

2. To define and discuss the role of marketing and
communications in local leagues and districts and provide
examples of best practices

3. To provide actionable steps to train local leagues to plan
marketing and communications activities
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What is marketing?
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What is marketing?

 To “market and communicate” means to share information
thoughts and feelings in order to educate, influence, or
promote a product, company, organization, or service in
order to ensure understanding and affect decision making.

 To “market” and “communicate” Little League means to
affect the decision making of parents, volunteers, and

communities to consider, register, or affiliate with Little
League.
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“All marketers tell stories. And if they do it right,
we believe them. We believe that a drink tastes better
in a $20 glass than a $1 glass.

We believe that an $80,000 Porsche is vastly
superior to a $36,000 Volkswagen that’s virtually the
same car.

We believe that $225 sneakers make our feet
feel better—and look cooler—than a $25 brand. And
believing it makes it true.” ~Seth Godin
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' People don’t buy

goods and services.
They buy relations,
stories and magic.




How does Little League tell our

story?
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Marketing Little League®

#BWhyWePlay

LITTLE LEAGUE SOFTEBALL™ WORLD SERIES
PORTLAND, OR
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https://www.littleleague.org/videos/why-we-play-little-league-softball-world-series-teams-share-their-stories/
https://www.littleleague.org/videos/why-we-play-little-league-softball-world-series-teams-share-their-stories/

Marketing Little League®
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https://www.littleleague.org/videos/caribbean-team-carries-memory-of-fallen-coach/
https://www.littleleague.org/videos/caribbean-team-carries-memory-of-fallen-coach/

Marketing Little League®
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Marketing Little League®
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Marketing Little League®
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Marketing Little League®

@ Little League & o
No Little Leaguer’s uniform is complete

without a patch! More information:
Itllg.org/XVNx50hiwBY

suie HUEOLOOL R

=%}

[=]

Little League &
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What do we communicate”?

International Youth Sports League
* Heartfelt Storytelling

* Organization’s position on current
issues affecting youth sports
— Specialization
— Safety
—  Child protection

— Sportsmanship
* Partnerships
e Television Coverage and

inclusion of important
messages

Constituent Information / Services

Policy and Rule Information
Programming updates
Administrative education / training
Coach / SkKill training

Local league / district statements (PR
situations)

Parents information and resources

@LLU
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Who do we talk to?

2 LLU

LITTLE LEAGUE®
UNIVERSITY



Litt
le League Audiences
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Marketing (“storytelling”) can impact the

decision to choose Little League

Various audiences are impacted by marketing:
Parent registering a child
Operate the program in their community
Business buying a sponsorship
Volunteer donating their time
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Why do we communicate these points

when marketing Little League?
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Because parents and kids are

different today...
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https://www.youtube.com/watch?v=9XgFIoyOhGs
https://www.youtube.com/watch?v=9XgFIoyOhGs
https://www.youtube.com/watch?v=9XgFIoyOhGs

What's happening with today’s parents?

A new generation of parents has emerged

GenZ The Baby Boom Generation
Born after 1997 Born: 1946 to 1964

Age in 2017: 20 and younger Age in 2017: 53-71

The Millennial Generation The Silent Generation
Born: 1981 to 1997 Born: 1928 to 1945

Age in 2017: 20-36 Age in 2017: 72-89
Generation X The Greatest Generation
Born: 1965 to 1980 Born: Before 1928

Age in 2017: 37-52 Age in 2017: 90-102

According to Pew Research Center R 0 BH D S KIN 5 ; C O M

Generations are shifting.
Generation Y (Millennials)
and Generation Z now
represent the largest
segments of the
population.

“Generation Y,” 83
million strong in the U.S.
alone. By 2025, they will
make up 75% of the
workforce.*

Generation Z - all Little
League players

LITTLE LEAGUE®
UNIVERSITY
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Parent/Guardian Distribution by Birth Year
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Our parent population is continuing to transition from Gen X to Millennials.



What's happening with today’s parents?

Raising children in
the age of social
media; trusted
resource

From helicopter to

drone parenting

Concern for
physical and
mental health.

Time-starved and
overscheduled
parents

Escalating college
tuition costs;
struggle financially

Less introduction
to sports; Less
casual play

Coach experience
remains the focus;
more on display.

LITTLE LEAGUE®
UNIVERSITY



What's happening with today’s parents?

Families have choice

Parents have influence

Kids have impact on decision-making

The role of community is evolving

Little League Still Has Magic!

There is a sense of connection that
parents feel with Little League

It’s unique to Little League . .. Other
youth sports don’t have it.

The brand is strong; it stands for all
the good parents want.

Must reinforce the unique Little
League points of difference to parents
when players are at an early age

LITTLE LEAGUE®
UNIVERSITY



The Role of Marketing &

Communications for Local Leagues

Marketing plays a vital role in
maintaining participation in the
local league
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1

People rarely buy what they need.
They buy what they want.

— Seth Godin -
99



Marketing the Local League

* Address three main objectives for local league marketing;:
1. Marketing to stimulate participation / registration
2. Marketing to engage volunteers and the community
3. Marketing to generate funding

 The District Staff should support local league marketing efforts
and should share best practices amongst leagues

— District website / social media
— District meetings
— Tournament planning
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Stimulate Participation / Registration

Leagues should develop a marketing plan for registration

— Who are we trying to reach?
e Parents, educators, community groups, etc.
* New tee ball players, returning players, new age groups

— What do you want them to know?
e Unique program offerings and comprehensive information

— When will you tell them?
 Timeline and implementation

— Who do you compete with?
e Evaluate the local community activities / offerings

. . . ey /-\
Are there ways to coordinate league activities? @ L L u

TTLE LEAGUE®
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Stimulate Participation / Registration

Leagues should develop a marketing plan for registration (continued)

— The league should focus on telling their story....
e What’s unique?
 What role does the play in the community?
* What will the kids get out of the experience?
 Who are the volunteers?

— Leverage Little League points of difference to help define and direct
local league messaging

— Determine the best tactics to spread the word in your local

community /’SLLU
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Stimulate Participation / Registration

Littlel eague.org  Official Forms | LLU | LLWS | Videos  Official Store

HURON TOWNSHIP YOUTH f

SPORTS

MINOR BOYS
oe9o0®

LOCAL NEWS

Jan 01,2019
2019 AGE DETERMINATION
Here are the Age Charts for the 2019 season. These dat

es are et forth by Littie League International.
READ MORE

LOGIN REGISTER

BASEBALL/SOFTBALL

LITTLE LEAGUE®
INTERNATIONAL

@LITTLELEAGUE

Don't let this: happen - This league
thought they were paying for
equipment. Instead they were
being duped....

https/Atco/MudsISWZRY

Website as the
hub for all league
information

LITTLE LEAGUE®
UNIVERSITY



Stimulate Participation / Registration

e Social Media
* Best way to connect with a on-the-go audience

* Promote registration events and online registration
via links

 “Boost” posts to generate more awareness
e Link back to the league website for complete details

. i::l;!ll:ﬁ::lrn:rland Junior Baseball ot Like Page """ = ' EastNepeanLL @EastNepeanLL -Aug 21 -
Seplember 26 825 P @ § Registration for Fall Ball 2018 is NOW OPEN! East Nepean Little League will be

The CSJBA 15 taking registrations for two Summer Development Programs
Intermediate League and Litlhe League Minors - Registrations close on 17ih
October at 8pm - Go lo www.csjba baseball com au for all the information
and to registen!

running an expanded Fall Ball program from Sep. 8 - Oct. 6, 2018. Registration

fee is $50. Uniforms, equipment and umpires will be provided. Full details &
peanbaseball.on.ca/reg 3

registration info: eastney

Buffale Creek Little League e Like Page | ***
=) uy27-Q

The 2018 BCLL FALL REGISTRATION IS NOW OPEN!I!

Please sign up by using the BCLL page on Blue Sombrero and sign up for
the Fall Season.

The season is scheduled to start with practices the week of August 20th.
Finishing the week of November 15th.

We will be in touch as we get more information and teams are established.
Loocking forward to a great seasonlll

htip:/itshq.bluesembrero.com/Default. aspx?tabid=1352041

14 Commenis: 4 Shares

LITTLE LEAGUE®
UNIVERSITY



Stimulate Participation / Registration

e Communicating With the Local Media

— Local Media (television, print, and online) will be interested in Little
League activities

— Establish a good relationship with media can help promote your
leagues’ activities

 Many will provide free advertising for registration

’@“LLU
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Stimulate Participation / Registration

e Recruit volunteers to keep website and social media accounts updated,
so both are up-to-date and regularly programmed.

e Use photos and videos as much as possible:

* Make sure to gather Model Release Forms from all players and
volunteers, and inform parents at registration that photos will be
taken to promote the league

e Sample model release form: LittleLeague.org/ModelRelease

* Ask parents to share their photos/videos

Fun Ways to Promote Little League Registration and Increase Awareness
Communications Tools to Promote and Share Your League

Communication is Crucial to a Well-Run League 7\
@LLU

TTLE LEAGUE®
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https://www.littleleague.org/play-little-league/model-release-templates/
https://www.littleleague.org/university/articles/fun-ways-to-promote-little-league-registration-and-increase-awareness/
https://www.littleleague.org/university/articles/communication-tools-to-promote-and-share-your-league/
https://www.littleleague.org/university/articles/communication/

Recruit Volunteers / Engage Community

e \olunteer Recruitment

— ldentify volunteer roles needed

* |dentify the paint points of various positions and how additional support could
ease the burden

— ldentify what motivates individuals to volunteer
* Primary and secondary motivators

— ldentify pain points
e Scheduling, working families
» Discuss with other youth organizations to learn volunteer commitments

’@“LLU
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e “Buy out” option



Recruit Volunteers / Engage Community

e Volunteer Recruitment (continued)

— Use registration and parents meeting to recruit volunteers
— Leverage Little League resources (e.g. Tee Ball program books)

— Evaluate opportunities to source league needs through partnerships
or paid services
* (e.g. field maintenance)

— Recognition goes a long way

’@“LLU
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Recruit Volunteers / Engage Community

 Engaging the Community

— Determine what you need from the community?
* Lower fees
e Maintenance support
e Field use
e Capital improvements

— Assign Board position to represent league to community stakeholders
e Communicate needs of participants / families

e Show impact of efforts (e.g. media)
e Visit with local and municipal contacts; school district meetings
e Invite community members to attend various meetings

— Rotary, Kiwanis
Q«\LLU
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Recruit Volunteers / Engage Community

 Engaging the Community

— Host special events at the ballpark help to build the reputation for the
league (e.g. Opening Day, field clean up)

— Participate in community events (e.g. National Night Out)

— Coordinate with other youth sports administrators

’@“LLU
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Marketing to Generate Funding

Marketing can help local league sponsorship and fundraising efforts
— Reputation in the communication
— ldentify new funding sources
— Encourage new volunteerism associated with local businesses

Fundraising - LittleL eague.org/MarketingPlan
— Set monetary goals
— Create a committee and a plan

— Create a list of contacts in the community

— Determine your sponsorship and fundraising priorities
e Permissible activities
e Set pricing

FUNDRAISING COMMITTEE The committee should establish Its Fundralsing Plan that Includes

outreach to local businesses, civic groups, and Individuals, as well
as establishes the fundralsers for the league for the season that
require team and parent participation.

CIVIC GROUPS LOCAL BUSINESSES INDIVIDUALS


http://www.littleleague.org/MarketingPlan

Marketing to Generate Funding

Plan out fundraising efforts as part of the marketing plan...

THE FUNDRAISING PLAN SHOULD INCLUDE:

+  Types of sponsorships/donation requirements such as pricing
for Reglstration Sponsor, Team Uniform Sponsor, Fence Sign
Sponsor, Website Advertisement, or Opening Day Sponsor

« List of Donatlons, Including non-monetary, that could be
helpful to league operations (e.g. bottled water, concession
stand items)

- Type of League Fundraisers to implement with parents/
player support

» Business/organization list for outreach efforts

» Timeline of outreach efforts
« Documentation for fundralsing donations
« Identify donatlon recognition efforts to be conducted

+  The plan should also Include the coordination with other

league officials once sponsors/donors have been secured
such as banner field signage or uniforms

(=R EnIGE M LittleLeague.org/Fundralsing

Consider a Sponsorship Agreement or Language
LittleLeague.org/SponsorshipAgreement

Council of Non-Profits - https://www.councilofnonprofits.org/tools-

resources/charitable-solicitation-registration

LITTLE LEAGUE®
UNIVERSITY


http://www.littleleague.org/SponsorshipAgreement
https://www.councilofnonprofits.org/tools-resources/charitable-solicitation-registration

Marketing to Generate Funding

 The Little League Operating Policies provide guidance for responsible
fundraising

— Trademark use and protection
— Use of funds

 Alocal Little League may permit a team sponsor name on the uniform
and may receive a fee for such sponsorship so long as it does not

conflict with any Little League regulation or operating policy (e.g. alcohol
reference)

 The league may not permit a local sponsor to use any trademarks of
Little League; this includes commercials and advertisements.

’@“LLU
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Marketing Resources
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Marketing the Local League

e Resources, resources, resources

Education & Training
at your own pace.

=LLU L e e Huw @

Orientation Program Use Fall Ball Season for
14, Training, and

A PARENT'S GUIDE TO @ f@f R honics

LITTLE LEAGUE® TEE BALL

t

SaD

LITTLE LEAGUE" RESIDENCY AND SCHOOL
ATTENDANCE ELIGIBILITY CHECKLIST

All Parents  Coaches  Umplres.

FOR LE/

Preseason: Parents, Volunteers, and
Appointments

I Little League® University
Live Webinar Series
Parents, Volunteers and Appointments |

LITTLE LEAGUFE’

RESOURCE
GUIDE

20/8-19

OACH PITCH

A

@&C

PROGRAM

a
YOUR GUIDE TO FUN, FITNESS, ‘

AND FUNDAMENTALS!

&

LittleLeagueUniversity.org
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Marketing the Local League

WhoWe Are  Play Litle League®  PlayingRules  PlayerSafety  Shop = ()

9 T L Finche soci pickéy anc sl iceetif on mhuser  nesicdenze or schio
DNIVERSITY e e e e e
UNIVERSITY s werderies o carserly charierad Litth Lascy

Education & Training
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Marketing the Local League

m Little League Baseball and Soft!
& C @ No

Parents

nlc“% TEA“ SPIIII'I'S “n HOME  FEATURES»  WHYWEREFREE ~ COMPANY + SUPPORT
POWERED BY BLUE SOMBRERO

DICK’S TEAM SPORTS HO

is proud to be the exclusive technology partner of

LITTLE LEAGUE
BASEBALL AND SOFTBALL

LEARN MORE ALREADY APARTNER?

TLE LEAGUE®
NIVERSITY




Marketing the Local League

DICK’S Sporting Goods, DICK’S Team Sports HQ is the official and
exclusive technology partner of Little League. This partnership provides
a number of free online services that can help local Leagues and
Districts market the Little League program.

Services available through DICK’S Team Sports HQ include:
— Free dedicated league website
— Free online registration
— Communication tools
— Game schedule creation software
— Team and volunteer management

LITTLE LEAGUE®
UNIVERSITY



Marketing the Local League

e Little League International and the DICK'S Team
Sports HQ team are using technology to align
services offered through this platform with our

administrative processes p—
| T -
— Leagues using DICK'S Team Sports HQ automatically R
have their Registration and Volunteer information sent
to Little League International, helping to fulfill
Regulation 1V(g) of the Little League Rules, Regulations
and Operating Policies and ASAP Requirement 14.
— Additional features launching in the coming weeks
include:

e JDP Quick App Report
* Boundary Map integration with local league
registration

LITTLE LEAGUE®
UNIVERSITY



Marketing the Local League

 Resources available for Parent Communication:
— Parents Guide to Tee Ball
— Parents Guide to Little League
— Positive Coaching Alliance (Parents Course)
— Little League Pledge(s)
— Parents Code of Conduct
— Coaches Code of Conduct
— Tee Ball Training Curriculum
— Coach Pitch Training Curriculum
— Dirills and Skills for all ages and divisions

— Forms and templates: registration, press release,
model release, sponsorship agreement, etc.

i -
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