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1. Executive Summary

ProSport company was built in 1987 to manufacture baseball in the late 20th century specifically. The sport was popular at that time, but over recent years, it is slowly being replaced by other types of sport. Although the company diversified its products to different types of balls, the sales of the baseballs dropped, and the company was losing its primary objective. This paper is hence structured to propose the idea of a sale promotion that can revive the baseball sport and increase the sale of baseballs. Our primary focus will be the younger generation in schools and local teams. Involving them directly will increase their enthusiasm, and it will renew the popularity of the sport in the states of New Mexico, Rhode Island, and Indiana. With a budget of $ 129,174, the strategy aims to increase the sale of baseball pieces from the current 972 to over 30,000 pieces in two months.
2. Introduction

PROSPORT COMPANY

The company was the brainchild of Nick Morton and Harry Blakes and its original year of inception was 1987. The company specialized in the manufacturing of the baseballs for the general public and small baseball clubs. Growing the culture of playing baseball was the main mission of the company but it later diversified to make all types of balls for all ball games. 

Many sports grow through younger generations and the company focuses on this demographic to grow its sales. The products are distributed in different geographical locations according to the sporting culture preferences of the specific demographic. 
3. Problems

•       The sales in baseballs have dropped from 10,256 pieces in 1994 to 972 pieces in 2013. This fact means that the sport is losing popularity and hence, the strength of our brand is diminishing. 

In baseball stadium appearances, the number of spectators has dropped from 12,000 people per game in 1994 to around 1,200 people per game. People between the ages of 35 and 60 are the main spectators because they resonate with the baseball tradition. This point is posed by Schwarz, E., & Hunter, (2010) in their book; Advanced theory and practice in sports marketing. 

•       This problem is common across other baseball suppliers, and none of the companies has ever developed a strategy to grow the sales by attracting the masses. Four out of the nine sports companies have shut down due to poor sales. 

•       The younger generation cannot morph to become professional baseball players because they lack the necessary skills and training equipment. The leading target group here will be young males between the age of 4 and twenty-one. Research shows that 7 out of 10 young males prefer playing soccer and American football because they have a large number of spectators. 

•       The states of New Mexico, Rhode Island, and Indiana have had a drop in revenues because they used to reap through this game in the form of taxes whenever matches were played. Baseball game events used to raise over $685,000 per season, but the numbers have dwindled to a mere $127,000 per season. The states thus lack enough funds for development.
4. Goals
•
Increase awareness of the game by sponsoring school-based baseball teams. Each school will be given 20 baseballs to help in the training. This act will motivate the younger generations to join the sport and eventually increase the sale of baseballs to over ten thousand pieces per season.
Research details that only two out of ten homes having baseballs, yet the number of children per household is 4. Building the popularity of the sport will motivate the children to buy baseballs to play at home. Estimated sales are three thousand baseball pieces per season.

•       Liaise with the named states to charge half the standard entry charges to baseball games. It will create a platform to sell the baseballs. Average ticket prices are $ 46 across the named states, and the project hopes to convince the states to lower the costs to $ 22 per person and motivate people to attend the baseball tournaments.
In the games ProSport aims to sell baseballs in pairs and not dozen packs as per the sales custom.  The dozen pack costs $ 60 meaning each ball costs $ 5, each pair will cost $ 8 meaning there will be a discount of $ 2. This model is aimed to motivate the spectators to buy baseballs for their children.


5. Procedures/Scope of Work

Research by Massey, Whitley, Blom & Gerstein (2015) has proven that children and young adults; between 4 and 18 years, are motivated to participate in a sport if they receive funding or training kits from a sponsor. ProSport, through this promotion sale, aims to fill this gap by sponsoring school and local baseball teams across the three states. 

Sponsor 7 junior schools and five senior schools for baseball tournaments and also give each school 24 baseballs for training in the states of Rhode Island, New Mexico, and Indiana.

Contracts with schools will be signed monthly, and they will have to acquire the baseballs and training kits from ProSport Company. This aspect initiates a long-lasting relationship that will enable ProSport to supply baseball merchandise to the schools.

ProSport will sponsor four youth baseball teams per state and offer baseballs at discounted rates of $ 50 per pack. An additional pack will be given to the team that buys three packs of 12 baseballs each. 

Promote half pricing tickets for only one game per weekend for three months. This activity will run for three months across two stadiums per state. In this sponsored events, ProSport aims to sell its baseballs and other baseball merchandise to the spectators. 

Timetable

	
	Description of Work
	Start and End Dates

	Phase One
	Sponsor school baseball teams to inter-school events.
	15th October to 2nd November

	Phase Two
	Sponsor local baseball teams
	5th – 20th November

	Phase Three
	Negotiate for half price baseball event charges
	25th November  to 12 December


6. Budget

	
	Description of Work
	Budget

	Phase One
	Provide baseballs and training kits
	$ 1,500

	Phase Two
	Print team kits and provide baseballs
	$ 4,374

	Phase Three
	Pay for half price stadium tickets 
	$ 124,000

	
	Total

	$   129,574


7. Evaluation

– Schools were once the primary customers for the baseballs. An increase in demand for the baseballs after sponsoring school teams will show that the popularity of the sport is being regained. Among the twelve sponsored schools per state, ProSport aims to sell over 1200 baseball pieces worth $ 5000 per month. 

– Monitoring will be done after the first and second phases. An increase in sales after these phases will indicate that the sport is growing and the demand may rise. Funds from the first two phases will help in funding the third phase. Per sponsored local baseball event, ProSport targets to sell 3000 baseball pieces per game. The total estimated sales are then $12,000, even crossing the mark of $ 10,000 per game will be an indicator that the sales will rise. 

– The impact and financial monitoring will be the main methods of evaluating the progress of sales promotion. An increase in sales will prove the efficiency of the tactic, while stagnation or drop will indicate the failure. Through partnerships with the local teams and schools, ProSport hopes that other local clubs and schools will partner with the company to be its official baseball supplier. Each partnership will cost the teams $ 1,200 for an unlimited supply of baseballs and bats. Crossing the $ 12,000 mark through supply contracts will be an indicator that the demand will rise.
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