Video case 8: Prince Sports, Inc.: Tennis Racquets for Every Segment

Nowadays, tennis has become a very popular and recreational sport for both young and old people. Tennis provides a fun activity, exciting way to socialize, and healthy work out for families and friends. It is affordable and a lot cheaper compared to golf. Tennis clubs, courts, and numbers of tennis players are increasing through the years. This dramatic growth of tennis participation is about 43% getting tennis the fastest growing sport in the U.S. Prince Sports Inc. is one of the biggest companies which produces huge variety of this sport with more than 150 racquet types, more than 50 tennis strings and foot-wear  models, huge collections of bags, apparels, and other accessories. Besides that, Prince Sports also invented oversize and long-body racquets, new type of tennis string, and new natural foot-shaped of tennis shoes. Prince Sports has the biggest challenge is how to continue with innovation to meet the needs of all levels of tennis players. In order to do that, Prince Sports has to do market segmentation, targeting, and product positioning so that they are able to provide the best products to the right consumers.

Prince Sports segments the tennis market into three main groups: performance, recreational, and junior. Performance group includes touring professional and competitive players wanting great feel, control, power, bigger sweet spot, and spin. There are specific products which the players can choose such as EXO3 Ignite 95 and EXO3 Red 95. For recreational group, they are the people who look for specific racquets with more control, larger sweet spot, and added power. The products for this group are: AirO Lightning MP and AirO Maria Lite OS. The rest group is juniors aged five to fifteen who need shorter and lighter racquets with the brand names of AirO Maria 23 and Air Team Maria 19.

For distributing and promoting strategies, Prince targets to the numbers of mass merchants, sporting goods chains, smaller tennis shops, and international distributors. Price also reaches tennis players directly to their website which giving information, tips, and the latest news about their products and events. Prince uses social networks for online marketing such as Facebook and Twitter to advertise new products, to keep direct contacts, to listen to their customers – a great way to develop and improve the product quality.   

All in all, Prince Sport is still the leader of tennis industry, quality standards, and high technology. To promote tennis playing in the U.S, the company sponsors local tennis clinics for players at all ages and skill levels, local tournaments, Prince “Demo Events” in which the players can try out the latest racquets, footwear etc. In addition to that, Prince offers a “Global Ball Competition” giving awards to guessing game players as well as promotional materials. Aside with all these, Prince knows well that segmenting is an art which “mixed in with the ability to collect data” in order to help the consumers to reach their future goals. (http://contentmarketinginstitute.com/2016/06/segmentation-content-marketing/) .
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