Grow Your League

A practical guide to smart league expansion &
growth

RCXSpPOrts

f 4



Growth doesn't always mean opening a new location. Often, the better move is

strengthening what you already have: improve retention, maximize your facility space, add
the right divisions, and build a stronger family experience. Use this guide to find your best

next step.

1. Start With Your Current League

Before you expand, look at what's already working and where you have room to grow.

Ask yourself

Have we run at least one
successful season?

Are our divisions consistently
filling up?

Do we have waitlists, or do we
regularly turn players away?

Are there age groups we're not
serving yet?

Are we retaining families season
to season, and do we know why?

Data worth reviewing

Registration totals by season and

by age group

Waitlist volume

Retention rate

= Track retention by age group,

coach/team, location, and
season

Family survey feedback

Do we have enough coaches,
officials, and volunteers?

Are we using all our field or
facility space?

Can our registration process
handle more participants?

Do we have the bandwidth to add
another division, day, season, or
location?

Coach and volunteer availability
Field or facility schedule and
unused capacity

Participant ZIP codes or
community spread

Common customer questions
and complaints
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2. Grow Through Better Retention

Retention drives growth more than anything else. Bring in new families but lose the

returning ones, and your league won't grow, no matter how hard you market.

Ways to improve retention

Build a positive player experience every week.

Keep divisions competitively balanced.

Avoid age groups that are too wide or mismatched.

Cap team sizes so players get real playing time.

Communicate clearly before, during, and after the season.

Survey families on what worked, what frustrated them, and what they want next.
Market next season while excitement is high, especially around championship
weekend.

Celebrate players with awards, photos, and social recognition.

Player experience ideas

End-of-season awards

Championship weekend promotion

Player spotlights

Game-winning play highlights

Themed game days

Stickers or small rewards for younger athletes
Playing under the lights

Social media photo moments for families

3. Add the Right Divisions

New divisions can reach new families, improve competitive balance, and strengthen the

experience for players already in your league.
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Younger age groups

A strong tots, pre-K, or early elementary division builds a pipeline that feeds your league for

years. Reach out to:

Daycare centers

Early childhood programs

Elementary schools (including both public and private schools)
Parent groups

Community centers

Families of current players with younger siblings

Girls divisions

If girls are already playing in co-ed divisions, you may be ready to build a dedicated girls

division. Start by identifying:

Coaches or parents passionate about girls sports

Current female participants who can invite friends

Schools or community partners who can spread the word
Whether to start with a clinic, pilot season, or small division

Underserved age groups

If one division is much smaller than the others, focus your growth effort there.

Targeted social campaigns

Bring-a-friend promotions

Age-specific emails to current families

Clinics for that age group

Discounts or early-bird offers

Direct outreach to schools serving that age range

Protect competitive balance

Don't combine age groups so far apart that games turn into blowouts.

Keep age ranges close.
Review registration numbers before splitting or combining divisions.
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Consider combines or evaluations before the season.

Limit buddy requests that stack teams.

Build teams for fairness and family experience, not just convenience.

4. Use Camps, Clinics, and Short Programs to Test Demand

You don't need a full season to test growth. Camps, clinics, short seasons, and

tournaments help you gauge interest before committing.

Strong use cases

Testing a new age group

Building a girls division

Gauging interest in a new season
Introducing a new sport

Testing a new location

Re-engaging past participants

Creating urgency when registration opens

A simple approach

Host a free or low-cost clinic.

Invite current families to bring friends.

Let participants try equipment, drills, and game play.

Open registration the same day, with a same-day incentive.
Have in-person registration and/or a QR code to scan on-site

Track attendance, conversion rate, and feedback.

A free clinic lowers the barrier for new families. It costs you upfront, but it builds awareness

and validates demand before you commit to a full program.

5. Maximize Your Current Facility Space

Before you open a new location, make sure you're using the space you already have.
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Ask yourself

Are all fields or courts used during every time slot?

Are we leaving playable space unused?

Can we safely add another field, court, rink, or playing area?

Can we add another game time or a second playing day?

Can multiple divisions run at once?

Canyounger divisions use smaller spaces?

Can practice and games combine into one efficient game day? Is there practice
space available outside of game space?

By sport

Flag football: use multiple one-way fields on a full field when appropriate, and
consider nearby grass, practice, soccer, or baseball outfield space. Keep fields
clear of fences, goalposts, and other hazards.

NHL STREET™: consider parking lots, outdoor hockey surfaces, concrete pads, or
multiple smaller rink setups.

MLS GO: review your field layouts, and check whether younger groups can use
smaller fields.

Jr. NBA/Jr. WNBA Leagues: explore auxiliary gyms, half-court setups, or staggered
practice and game schedules.

The goalisn't just more participants. It's more participants with a safe, organized, high-

quality experience.

6. Build Teams with the Right Roster Size

Roster size shapes the player experience directly. Too small, and teams struggle with

absences. Too large and playing time drops.

Build rosters large enough to handle absences.

Don't oversize teams just to boost registration.

Protect equal, meaningful playing time.

Match roster size to sport, format, age group, and substitution flow.
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Make sure coaches understand playing-time expectations.

For example: for 5v5 flag football, aim for enough players to substitute, without so many

that athletes spend the game on the sideline. Recommended maximum: 10 players per

roster.

7. Use Scheduling as a Growth Lever

Families juggle multiple sports, school calendars, and weekend plans. A flexible schedule

helps more of them say yes.

Offer practice and games the same day for a lower time commitment.
Consider weeknight, Friday night, Saturday, or Sunday options based on your
market.

Avoid conflicts with major local sports seasons when you can.

Check school breaks, holidays, and district calendars.

Decide if your league is the primary sport or an add-on for most families.
Test new timeframes with shorter seasons or tournaments.

Example: if many local families play baseball or softball on Saturdays, a Sunday flag
football schedule may pull in more participants.

8. Market to the Families You Already Have

Your current families, coaches, and players are one of your strongest growth channels.

Announce next season during championship weekend.

Send registration reminders to past participants.

Encourage families to invite friends.

Offer “bring-a-friend” clinics.

Ask coaches to share division-specific opportunities.

Use player photos and highlights on social media.

Post where parents already are, including Facebook and Instagram.
Create short videos and action photos players want to reshare.
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Make national marketing work for you

When national sports marketing runs, make sure families can find your league. Check the

following items in League Finder:

Your next season is listed.

Your league information is accurate.

Registration dates are clear.

Your League Finder or public listing is current.

Families know how to reach you (add a contact email or phone number)

9. Expand Through Partnerships

Not every league can open a new location on its own. Partnerships open doors you can't

open alone.

Potential partners

Parks and recreation e Community centers
departments e Facility owners
YMCAs e Existing local sports
Schools organizations

Independent youth sports groups

What partnerships can offer

Shared facility access
Cross-promotion

Intro clinics

Multi-sport exposure days
Coach or volunteer recruitment
New community access
Seasonal programming
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Partnerships work best when you have strong operations but limited facility access,

staffing, or reach into a new community.

10. Test Before Opening a New Location

A new location can drive growth, but launched too early, it can stretch your staff, split

demand, and weaken your current league.

Before you open, confirm

There's proven demand in the new area.

You have access to a safe, appropriate facility.

You understand the local competition.

You have marketing channels in that community.

You can recruit coaches, officials, and site staff.

Your current league can thrive without your constant presence.

The new location will add participants, not just pull from your existing one.
You have a plan if registration comes in lower than expected.

Ways to validate demand

Run a free clinic at the potential site.

Collect interest forms.

Open a waitlist.

Survey current families.

Review where current players live.

Research nearby schools, demographics, and competing programs.
Ask community partners to help promote it.

Start with a pilot season before committing long term.

11. Know When Not to Expand Yet

Expansion isn't always the right next step. Watch for these warning signs:

Registration is declining.
Existing divisions aren't full.
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e Retention is weak.

e Families are giving negative feedback.

e Staffingis already stretched thin.

e Coaches and officials are hard to find.

e Communication with families is inconsistent.
e Current field capacity is underused.

e The league relies too heavily on one person.

e You lack strong relationships in the new area.

e The new location would likely pull from your current base.

Focus here instead

e Improve the family experience.

* Increase retention.

e Fill existing divisions.

e Strengthen coach and official recruitment.
e Improve communication.

e Build a stronger marketing plan.

e Maximize current facility capacity.

e Test demand with clinics or short programs.
e Build partnerships before a full expansion.

12. Expansion Readiness Checklist

Run through this before launching a new division, season, playing day, or location.

Demand

J We have waitlists, full divisions, or clear unmet demand.
1 We know which age groups or segments have the strongest opportunity.

1 We've surveyed families or collected interest.
0 We understand where current participants live.

1 We've reviewed local competition and community needs.
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Operations

1 We have enough staff to support growth.

1 We have enough coaches and volunteers.

1 We have enough officials.

1 We have equipment for the new program.

[J We can communicate clearly with families.

O Our registration process can handle more participants.

O Our current league runs successfully even when the main operator isn't on-site.

Facilities

] We're maximizing our current space.

1 We've confirmed safe playing areas.

0 We understand field, court, or rink capacity.

1 We've reviewed schedule options.
1 We have a backup plan for weather, conflicts, or low registration.

Marketing

[0 We have a launch timeline.

1 We have a local marketing plan.

] We can reach families in the target community.

1 We have school, parent, coach, or community relationships.
J We know how we'll promote registration.

1 We have a plan to convert leads into registrations.

Financial and strategic fit

0 We understand the cost of expansion.

1 We know the minimum registration needed.

[J We have realistic participation goals.

] We're willing to start small if needed.

1 We have a plan to evaluate success after the season.
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13. Simple Growth Planning Framework

Phase 1: Identify the opportunity

Choose the strongest growth path:

e Addan age group e Add another sport

e Add a girls division e Maximize current facility space
e Add another playing day e Openanew location

e Add another season e Build a local partnership

e Add a clinic or tournament

Phase 2: Validate demand

e  Surveys e  Pre-registration

e Interestforms e Community partner feedback
e Waitlists e Local market research

e Clinics

Phase 3: Confirm readiness

e Staffing e Registration tools

e Coaches e Marketing plan

e Officials e Communication plan
e Facilities e Budget

e Equipment

Phase 4: Launch small and learn

Start with the right-sized version: a free clinic, a short season, a single division, or a pilot
location.

Phase 5: Evaluate and improve

After the program, ask:
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e Didwe hit our registration goals?

e Didfamilies have a good experience?
e Did we retain participants?

e Wasthe program manageable to run?
e Did the schedule and the facility work?
e Should we continue, adjust, or pause?

The Bottom Line

The best league growth starts with a strong foundation. Keep families engaged, build a
great player experience, use your space efficiently, and listen to your community. When
demand is clear and your operations are ready, test new opportunities through clinics, new
divisions, flexible schedules, partnerships, or pilot programs.

Grow intentionally. Start small when it makes sense. Protect the experience that made
families join in the first place.

Questions about growth planning? Reach out to your Account Specialist or email
leaguesuccess@rcxsports.com.
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