MILLENNIAL
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EMBRACE THE FUTURE OF THE GAME
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WE BELIEVE IN AN OPEN GAME
This guide is designed to help you connect with a key segment, vital to
the growth of tennis: U.S. Millennials. You’ll learn about U.S. Millennial
demographics, history with the sport, steps for engagement and success stories
from others. With your help, we can make sure the game of tennis remains
relevant, beloved and most importantly, open to generations of players to come.

Photo Courtesy Laura Stussie, USTA Southwest

This is only the beginning, a way to get the conversation started. Our hope is
that with this information and insights in hand you’ll be able to begin to engage
with the U.S. Millennial population in a meaningful and productive way.

Our mission is to position the USTA and the sport of tennis as the global
model for diversity and inclusion in sports. And the first step in that
mission starts right here with you.

At the USTA, we want the game of tennis and the
tennis courts across this country to reflect the
unique diversity that makes America great.
Not only are we striving for diversity in ethnicity,
but also in age, gender, sexual orientation,
socioeconomic background, and all other
reflections that contribute to the richness of our
local communities and this nation.

This guide is designed to help you connect with a key segment vital to the
growth of tennis: Millennials. You’ll learn about Millennial demographics,
history with the sport, steps for engagement and success stories from
others. With your help, we can make sure the sport of tennis remains
relevant, beloved and, most importantly, open to generations of players to
come. This is only the beginning, a way to get the conversation started.
Our hope is that with this information and insight in hand, you’ll be able
to begin to engage with the Millennial community in a meaningful and
productive way.
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THE OPPORTUNITY
THE PLAYERS: MILLENNIALS
Millennials range from the ages of 18-34 and make up for 80 million of the nation’s population.
Within the next 5 years their purchasing power is projected to increase 133% from $600 billion
to $1.4 trillion. As the most populous, educated and diverse generation in American history,

INTO
THE
NET
CONNECTING
WITH MILLENNIALS

millennials are fundamentally changing the landscape of the economy. For the millennials who
have degrees, many were just finishing college when the Great Recession hit, and left them
jobless. But even with the challenges, they are very optimistic about the future. The aftermath
of the Recession changed consumer markets and forced corporations to change their workplace
practices.It also profoundly affected the Millennial mindset and outlook. For tennis to grow with

UNDERSTANDING THE MILLENNIALS IS IMPORTANT AS TO
HOW USTA CAN MARKET TENNIS TO THEM.

Millennials, USTA will have to address their values and beliefs.
•

Given the impact of technology, Millennials generally have a shorter
attention span

MAKING POINTS: WHY MILLENNIALS?

•

Millennials generally prefer fluid environments to structured ones

•

Millennials generally value authenticity

•

70% of millennials use ad blockers

•

44% of recent college grads are underemployed

•

Unemployment rate is 7.6%

•

1/3 of millennials still live with their parents

•

Millennials generally depend on their parents for financial support

•

Millennials want and expect Diversity & Inclusion

63% of Millennials want their employer to contribute to social or ethical causes they feel are
important. Knowing this, USTA needs to underscore that it is not only interested in Millennial
participation and that tennis offers many benefits to address life’s challenges such as health
and wellness and character building. Through the sport of tennis we work with at-risk kids,
senior citizens, outreach programs and community based organizations that resonate with the
altruism and social justice values that are generally held by Millennials.
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IMPORTANT GROWTH
ACROSS THE COUNTRY

CURRENT
2015

The following information shows current demographics for Millennials, including
population trends, geographic locations, age, income and education.
While the Millennials have grown significantly, it’s important to understand the different
cultural influences in your community.

¼

SOCIAL MEDIA

MILLENNIALS

US POPULATION

321,368,864 75,400,000

5
OF
6
US MILLENNIALS
CONNECT WITH
COMPANIES ON
SOCIAL MEDIA
NETWORKS.

ONE THIRD OF OLDER MILLENNIALS (AGES 26-33) HAVE EARNED AT LEAST A

87%
53%
37%
34%
33%

THE BEST EDUCATED GROUP
OF YOUNG ADULTS IN US HISTORY.
4 YEAR DEGREE, MAKING THEM
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US MILLENNIALS
TOUCH THEIR
SMARTPHONES

MORE THAN

85% 45
OF US MILLENNIALS
OWN SMARTPHONES.

JUST

TIMES A DAY.

6% OFMILLENNIALS
US

CONSIDER
ONLINE
ADVERTISING TO
BE CREDIBLE.

95%

OF US MILLENNIALS
CONSIDER FRIENDS TO
BE MOST CREDIBLE.

$TRILLION
1.3
BUYING POWER

US Millennials are

7 TIMES MORE LIKELY
to give their personal
information to a
trusted brand than
to any other brand.

51%

of US Millennials
would share
information
with companies
in exchange for
an incentive.

56%

of US Millennials
would share
their location
with companies
to receive
coupons or
deals for nearby
businesses.

MOST MILLENNIALS
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•

Have always had mobile communication:
computers, internet, iPads, google search, text,
Facebook, Twitter, Instagram and other forms of
social/technical communication

•

Would rather take a pay cut to do something that
has more meaning to them

•

Want work-life balance

•

Are used to accessing media content anywhere,
anytime on any communication device

•

Tend to be more team-oriented

•

Want flexibility

•

About 95% report their friends as the most reliable
source of product information

•

Have 3 devices (phone, tablet, computer, music
player)

•

75% are on Facebook and 25% are on Twitter

You can learn a lot from watching what others have done.
The following stories highlight some of the great work
being done by other local community tennis associations to
get you excited about the power you have to help others find

SUCCESS STORIES

66

themselves in the game.

TEACHING
THE TEACHERS

“What a great event! I will tell everyone
I can to look out for the next party.”
(Following the French Open event.)

— Trent Chaffee

WHO:

RESULTS:

USTA Northern, Young Adult Group

The league had 61 participants and will be continued in the summer of 2016

1001 W. 98th St., Bloomington, MN 55431

Drop in play usually averaged 10-15 participants each time and was offered for free.

www.northern.usta.com, Facebook Group: Northern Tennis Network – Under 40

We will continue this in 2016. It will be open to all ages but we will focus marketing to
this age group. The tournament series had 24-32 participants but was too expensive to

3 SEPARATE PLAY OPPORTUNITIES FOR OUR YOUNG ADULTS:
It’s Just Sets: a 5-week, indoor, low cost mixed doubles league

continue to offer. As a section, we will be hosting similar events, but again, not specific
to this age group.

No Strings Attached: drop In outdoor play with large group games and play
4Play Series: theme-based, ½ day innovative format tournament series with food & beverages

CHALLENGE:

KEY LESSONS LEARNED:
•

Low cost/free events are best

•

Use social events as a hook; kick-off and wrap-up events work well to create
excitement

(Challenges you have faced getting your program off the ground, staying going, growing, etc.)
Identifying and staying connected with this age group – emails didn’t work so well. Facebook
seemed to be our major connection tool. How to find and add new players was a challenge. We
were always competing with the concept of once an event or activity was planned, “something

•

Food and beverage is a must

•

Non-USTA member events are desirable

•

Long-term commitments to weekly play may make it difficult to generate interest

better to do” might come along.

APPROACH TO GET MILLENNIALS ENGAGED:
Task Force of Millennials that were personally invited to participate in 2014 and rolled that
group into helping plan 2015 activities. Staff were encouraged to direct any players in the age
group to these activities. And members of the group were always encouraged to bring friends.
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TEACHING
THE TEACHERS

“Empower the millennials by including them in
creating a program tailored to their audience and
offer an incentive like a free program registration
for bringing five friends.”

— Laura Stussie, USTA Southwest section

WHO:

RESULTS:

Sets in the City Southwest

We started in Scottsdale with one location and 40 players.

Scottsdale, AZ, Glendale, AZ, Tucson, AZ, Albuquerque, NM

Two years later we have 100 players at that location and

www.setsinthecitysouthwest.com

200 total players between 4 locations. The ambassador idea
was great. We need to keep these players playing and they

APPROACH:

will keep bringing their friends. The best part is when they
recruit an ambassador that recruits even more friends. We are

Overall: Create a fun and affordable league for players ages 18-40 that bridges the gap

considering asking these players to be on a SITC committee

between Tennis on Campus and USTA League Tennis. Sets in the City uses the same World

which will hopefully bring them into our volunteer network.

Team Tennis format as Tennis on Campus and brings the same energy and vibe: players can
sit on the court, cheer, etc. We would also have a social gathering at a nearby restaurant and
bar after where everyone could hang out and eat dinner. Fun play, no advancement so no
overly-competitive attitudes/no reason to cheat, 2 hour time block with timed matches for
busy young professionals and/or those with young families. Held anywhere from a 5 diamond
resort to public courts. Optional happy hour if people are free longer. Also, you get to choose
your level between beginner, intermediate, and advanced. We have players of all abilities
playing at all levels depending on where their friends are playing. Good players will play down
just to make it a fun match if that means they can be on their significant other’s team etc.

CHALLENGE:
(Challenges you have faced getting your program off the ground,
staying going, growing, etc.) The biggest challenge is getting
players to show up consistently. To make sure teams can still
play we encourage them to have large teams with many subs.
Some weeks teams still don’t have enough players so we
shuffle players from team to team to make sure the match
happens. I think incentivizing players with weekly themes
has been good so far but maybe we can have weekly raffles

FINDING MILENNIAL PLAYERS:

or giveaways to keep them coming.

Target millennial ambassadors. We found a handful of avid USTA league players in our age
range that were well-known in the tennis community, usually a captain at some point, and
driven to play more tennis.

KEY LESSONS LEARNED:
•

This program is a great idea for not only this group,
but for all groups. We now have 40 Love for the 40+
crowd that wants to play more recreationally and
make friends instead of enemies on the court.
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TEACHING
THE TEACHERS

“Designed for young adult players ages 18-39, Social Nets
is a tennis program that is all about having fun, meeting new
people and hanging out with friends on the court. Whether
you’ve played tennis for years or are new to the game, this is
the place for you.”
— Staff

WHO:

RESULTS:

Social Nets II

247 players joined our inaugural league. Our 2016 season currently has over 200 players involved.

San Francisco, Mountain View, Alameda, CA (Northern California)
http://www.norcal.usta.com/socialnets/

CHALLENGE:
•

Acquiring reasonably priced venues and number of courts at times requested by

KEY LESSONS LEARNED:
•

Having hard and fast deadlines with this age segment is unrealistic

•

Playing with friends and/or family outweighs playing at level

•

More is better in terms of players per team

•

Using all forms of Social Media is necessary to communicate with participants

participants
•

Program runs thru the time of year where area experiences inclement weather

•

Expansion into other areas proves to be difficult due to additional league saturation

APPROACH:
To provide a fun and social league experience for the 18-39
demographic in the USTA Northern California section. With the
addition of Social Nets II, the 18-39 year old now has the opportunity
to be involved in USTA League tennis year round
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GETTING STARTED

Tips for Marketing to Millennials
Understand what they are saying online (blogs, social media, Google alerts, etc.)

•

Use social media as the main medium (Facebook, Twitter, Instagram,
LinkedIn, Google+, YouTube, Pinterest)

Creating a bridge into the Millennial population may take
time, and by sticking with it, success can and will happen.
Here are a few points to keep in mind as you put your plans
into place.
•

Tennis is a bridge into any new community

•

While it’s always important to know as much as
you can about Millennials, you don’t need to be an
expert. You have a passion for tennis, and that can
be your entry point.

•

You already know enough to get started

•

The materials and the stories shared here are
enough to help you plan a program, event, make
your first call, social media post, or set up your first
meeting.

•

But be very simple and straightforward without sounding too canned

•

Communicate interesting information on a personal level that would
appeal to a large audience (e.g., something comedic or unbelievable)

•

Be conscious of Millennials’ limited financial resources

•

Realize that Millennials are very diverse given the demographic shifts
in the U.S. and the wide range of birth years in this group

•

Make content mobile-friendly as most Millennials view content
on smartphones

•

Appeal to Millennials’ values, including happiness, passion, diversity,
and discovery

•

Target social groups instead of life stages

•

Identify a brand advocate (someone who talks favorably about your

•

One call/social media connection will snowball

offering and passes word of mouth on) within the group you’re

•

The very first call or visit with any organization may
be your biggest hurdle. After that, your contacts and
opportunities will open up. Millennials will tell their
peers, co-workers, and others. Before you know it,
you will have made a huge impact in the community.

should solve a problem or a need for the target Millennials. Show utility.

targeting to generate “word of mouth” endorsement Your offering

•

Make it fun

•

Make the (future) members feel like they are or will be part of
something greater than just playing tennis. See example of Nikki
Robbins in the Valley
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Some examples
Tennis is not seen as an exciting sport, so exciting ideas need to be
implemented:
•

Super Sonic Tennis Night – a night of lights and music and tennis,
sort of like an open house

•

Shotgun 21 – developed by Steve Bellamy at the Tennis Channel,
where anyone plays anyone (regardless of age and gender), serves are
underhand, and points are counted like in ping pong, up to 21.

•

Live Ball – for advanced players

Once you’ve gotten the millennials
•

Don’t forget to reward them for their participation

•

Give them attention on social media

•

Reward with free merchandise, lessons, or other goods and services

Photo Courtesy Laura Stussie, USTA Southwest
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PUTTING YOUR PLAN IN PLACE
Here are five simple steps to follow as you kick off your plan.
Step 1: Find an idea you are passionate about
Now that you are inspired and motivated to reach out to Millennials, find an idea that you and

Step 3: Formalize your plan and develop activation elements for
your launch
Now that you have your plan and your partner, time to formalize everything.
•

Create a budget

•

Define your milestone

•

Determine ways to track your success

•

Design and distribute your activation elements

your CTA, local organization and sponsors can get excited about and commit to.
For example there might be a community based organization that has a program that
Millennials might be interesting in volunteering for and eventually, because of that program
they want to start doing a program themselves.

Step 2: Find a local partner
•

Reach out to other Millennial-focused organizations, churches, corporations, parks
and rec departments and offer tennis as another activity

•

best get the word out.

Start with your USTA contacts. Share your plan, have them connect you with other
USTA people and resources

•

For example, knowing how Millennials like to communicate, talk with your partners about how to

Step 4: Execute and have fun!
Now that you have everything in place, it’s time to make it happen. Remember there is trial and
error. Have fun and play some tennis.

Partner up with an organization or facility where you would want to run your program

Step 5: Track, monitor, course correct and share
As you build your program, keep track of your successes and share your learnings. Sharing your
experiences with other CTA’s and partnerships will help grow the game of tennis with Millennials.
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PARTNER UP
Having a partner in the community in order to get started is an important
first step. Start internally and work your way out and you’ll be well on your
way to becoming an important part of the community yourself.
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Start Internally:
Talk to your USTA
contacts

COLLEGES
AND
UNIVERSITIES

TAs

COFFEE
SHOPS/CAFE’S

t
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Connect with your local Chamber,
many have begun outreach efforts to
reach a younger audience and offer
events focused on Millennials.

dC

Post fliers on Bulletin Boards.

Don’t forget Jr. Colleges and
Community Colleges, and
online message boards.

SUBGROUPS
WITHIN
HISPANIC
CHAMBER,
CHAMBER
ORGANIZATIONS

SOCIAL
MEDIA
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Use Social Media to connect to
Millennials and share your events.
Use multiple platforms such as
Facebook, Instagram, Twitter,
Snapchat, and others to spread
your message, share photos and
stay connected.
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SOCIAL
MEDIA
MEET UP’S

Many meet ups take place in coffee
shops, restaurants, and other
places as a place for Millennial’s to
meet new people and get involved
in the community.

MILLENNIAL
FOCUSED
CHURCHES
Locate churches geared towards
the younger population.
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CULTURAL OR
DEMOGRAPHIC CUES
As you move through the process, keep a few
demographic cues in mind:

Photo Courtesy
Dee Winfield

•

•
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Millennials are connected. Use Social Media to

•

Reflect the community. Have Millennials engaged

spread the word and offer prizes if people “check in”

in your events, ask them to spread the word and

to your event, share on social media or tweet about

ask for their advice on how to get others in their

your event or programming.

demographic engaged.

Tailor your programming. Millennials may prefer

•

Millennials are diverse. Some have children, some

lunch time, after work times to do things and shorter

live with their parents, some are married, some are in

spans of time or flowing time schedules that allow for

transition periods. Keep this in mind when planning

their lifestyles.

programming.

CONNECTING: ADDITIONAL CONTACTS
Looking for more ways to connect with the Millennial segment? There are
probably many organizations and groups you can reach out to right in your own
community. The following are just a few worth considering.

ORGANIZATIONS & SOCIAL MEDIA
Local Young Professional Groups
Local Chamber of Commerce Sub-Groups
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twitter

www.twitter.com

facebook

www.facebook.com

instagram

www.instagram.com

snapchat

www.snapchat.com

