ROLE PLAY CASE

Wilson Hyper Sledge Hammer Tennis Rackets
Note: the data for this case is from 1999, and so, it is out-of-date.  For the sake of the role play, please assume that the data is current, e.g. assume that the Hyper Sledge Hammer 2.0 is still the top-selling racket and a recent innovation.

Wilson Sporting Goods Company, headquartered in Chicago, Illinois, is a world leader in sports equipment.  Its core products include football, basketball, baseball, volleyball, soccer, youth sports, uniforms/apparel, golf, footwear, and racket sports (like tennis, racketball, squash, badminton, and platform tennis). Wilson focuses on making technologically advanced products that help average players perform better.  Wilson has 3,062 employees worldwide, 2,472 employees in the United States and 590 outside the United States.  Wilson is now owned by Amer Group, Ltd., based in Helsinki, Finland.  Wilson’s distribution centers for tennis rackets are located in Clearfield, Utah, and Fountain Inn, South Carolina.

Wilson started out as a part of Ashland Manufacturing Company, a subsidiary of a meat-packing firm.  At that time, the company was primarily an outlet for meat packing by-products such as violin strings, surgical sutures, and tennis racket strings.  In 1914, Thomas E. Wilson was selected to run the business.  Wilson actively expanded the firm, adding baseball gloves, leather balls, and golf bags.  By the end of World War II, Wilson was the largest sporting goods manufacturer in the United States.  It has continued to grow aggressively since then.

In 1967, Wilson introduced the T-2000, a light steel racket that vaulted Jimmy Conners to the spot of number 1 tennis player in the world.  Wilson also introduced the end of the era for wood rackets because the steel rackets were more durable and allowed players to hit with more power.  The T-2000 broke all previous sales records for tennis rackets.

In 1987, Wilson developed the Profile racket, creating a new form of racket known as “wide bodies.”  By increasing the area of the face of the racket, the sweet spot grew significantly; this change gave players a greater chance of getting off a good shot.

In 1990, Wilson introduced the Profile 2.7 Hammer System racket.  The unique feature of this product was a reduction in the weight of the racket’s handle without a change in the weight of the head, providing an effect like a hammer.  Weighing less than 10 ounces, the Hammer has one of the biggest sweet spots of any racket on the market.

In 1998, Wilson introduced the first Hyper Carbon racket, the Hyper Sledge Hammer 2.0, designed for slow-swing players.  Tennis magazine in November 1998 described the new racket as “effortless power, rock-steady stability and ultra-light swing weight.”  Hyper Carbon, a space-age material used in satellites, state-of-the-art airplanes, and the space station, is produced exclusively for Wilson by the number 1 fiber supplier in the world.  The Hyper Carbon racket consists of five layers of graphite, with two outer layers of hyper carbon.  Compared with ultrastrong titanium rackets, Hyper Carbon is four times stiffer, 65 percent lighter, and four times stronger.

There are four general types of tennis players: beginner/youth, intermediate, recreational, and club level.  Wilson has a tennis racket for every tennis player.  Some of its models include Hyper Carbon, Sledge Hammer, Hammer, Pro Staff Even Balance, and Pro Staff.  Each model comes in various weights, stretch versions, strings, and grips.

For simplicity in this role-play, we’ll focus on one product: the Hyper Sledge Hammer 2.0.  Some of its features include the following:

· Suggested retail is $349.

· Hyper Carbon design.

· Medium power level.

· Wide-body frame design.  (The increased width results in a stiffer racket, which yields more power.)

· Patented Hammer Weighting System®. (The balance of the weight is toward the head of the racket, which moves the sweet spot higher up in the frame.)

· Patented Dual-Taper Beam® cross-section.  (When looking at the head of the racket from the side, you will notice that it is thin at the top, wider at the middle, and thin at the bottom.  This design makes the head stiffer at its widest point, offering more stability.)

· Patented Increased Stiffness—2.0 (The stiffer the racket is, the faster the ball will fly off the racket.  Lower numbers mean stiffer frames.  Stiffer rackets result in more power.  Rackets come in various stiffness, for example, 2.0, 2.3, 5.0, and 5.3)

· Cushion-Air® sponge grip.

Some advantages of the features of the Hyper Sledge Hammer 2.0 include the following:

· Larger and higher sweet spot.  (The sweet spot is the part of the racket’s face that gives the player the most power and control.  The larger the sweet spot is, the better.  The Hyper Carbon has the biggest sweet spot ever.)

· Lightweight.

· Very maneuverable

· Virtually no shock or vibration on impact.

· Consistent power across the racket face.

· Unmatched directional control. (That is, the ball goes where the player wants it to go.)

· Improved stability and playability.

· Greater cushion and absorption, faster-drying grip.

Wilson’s Hyper Carbon rackets have received some outstanding reviews from industry experts and consumers.  Here are a few: 

· The Hyper Sledge Hammer 2.0 and Hyper Hammer 5.3 were rated as the best-playing rackets in Tennis Industry’s annual consumer playtests (“Annual Consumer Playtests,” Tennis Industry Magazine, May/June 1999).\

· The Hyper Sledge Hammer 2.0 is the best-selling racket in the United States (Sports Research Inc., Specialy Tennis Audit, 1st quarter, 1999).

· Eighty percent of the Wilson Top 100 Touring Pros will use Hyper Carbon rackets in 1999 (Wilson Sporting Goods web page, www.wilsonsports.com/tennis/hypernews.asp).  These include Linsay Davenport (number 1 ranked woman tennis player), Alex Corretja (number 3 ranked men’s player), and many others (e.g. Todd Martin, Pete Sampras, Jonas Bjorkman, Magnus Larsson, Rick Leach, Pat Galbraith, Conchita Martinez, Sandrine Testud, and Irina Spirlea).  Wilson keeps these players happy by spending effort on research and development for the tennis racket line.  Wilson holds more patents than any other racket company on the market.

· Wilson has 7 of the top 10 selling rackets (Sports Research, Inc., Specialty Tennis Audit, 1st quarter, 1999).

The tennis racket market has experienced strong growth for several reasons.  First, innovation in racket technology has made older narrow-body rackets obsolete.  Second, more people are participating in the game of tennis thanks to several factors, including the development of strong national and regional tennis programs.  Beginning in 1994, Wilson joined the United States Professional Tennis Association (USPTA) to coordinate programs for young children from entry-level activities to advanced instruction for highly skilled youths).

Consumers have many manufacturers and models of tennis rackets to choose from.  Some of the stronger competitors (all of which offer high-tech, wide-bead models) include Prince, Head, Dunlop, Spalding, and Donnay.  Other competitors include Pro Kennex, Wimbledon, Esstusa, Volkl, Yonex, Rossignol, Yamaha, Amerpro, Mizuno, Fox, Slazenger, and Fischer.

One of the strongest competitors is Prince, which offers the following models:  Thunder Power, Precision Control, and the Synergy Series (in graphite titanium, fused graphite, and alloy).  Like Wilson, Prince offers a wide array of styles for every type of player profile.  Some tennis stars who endorse Prince include Michael Chang, Thomas Enqvist, Alberto Costa, Renzo Fuzlan, and Jana Novotna.  Although individual rackets vary, assume that Prince and Wilson sell for about the same price.

For purposes of this case, assume that retailers can purchase Hyper Sledge Hammer models from Wilson at the following rates off the suggested retail selling price:

1-25 units


25% off

26-100 units

35% off

More than 100 units
50% off

Also, assume that Wilson does not allow any returns for unsold merchandise.  In terms of promotion, Wilson has lined up a strong program of advertisements in tennis magazines, endorsements by many leading tennis stars during television broadcasts of important tennis matches, and a full array of point of purchase materials.

At the time this role play was written, Wilson was offering a toll-free number for those interested in learning more about its rackets (1-800-WIN-6060).  Also, students may want to visit Wilson’s web pages (www.wilson.com).  Competitors also have web pages; for example, the home page for Prince is www.princetennis.com.  (These URLs were accurate at press time, but students should be aware that firms often change their page sites.)

SELLING SITUATIONS

Situation 1

You are a new salesperson for Wilson calling on a small tennis shop, The Tennis Server.  You have never called on this particular shop before (because you never seemed to have come to stop there), but have sold to several larger tennis shops in the same town.  You know anything about the shop or its primary market.

Situation 2

You are a salesperson for Wilson calling on Sportmart, Inc., a national chain selling sporting goods.  Sportmart has purchased Wilson tennis rackets in the past (including some of your Hammer models) and, to the best of your knowledge, is happy with its sales.  Sportmart has also purchased many of Wilson’s other products (tennis balls, tennis shoes, footballs, basketballs, baseball gloves, and golf balls).  Your objective is to sell Sportmart 500 Hammer 2.0 rackets for the upcoming tennis season.

Situation 3

You are a new salesperson for Wilson calling on the head pro at the Outlast Tennis Camp in upstate New York. Outlast offers a wide range of tennis instruction, including week-long, two-week, and three-day camps.  Outlast also offers custom-training packages designed for executives and corporations.  Outlast maintains a well –stocked pro shop, including rackets, strings, grips, shoes, clothing, and bags.  Although Outlast does carry some Wilson rackets, it is obvious that Prince is the dominant racket there.  Prince has more shelf space and better visibility in the pro shop.  Most of the posters on the walls are of Prince rackets.  This will be your first call on the head pro and on Outlast.  Due to its location, you won’t have an opportunity to walk through the pro shop before your appointment.  You are new to the territory, and the old rep didn’t leave many notes about the account.  Your sales manager simply said, “For some reason Outlast just doesn’t seem to like us.”  Your objective for this call is to introduce the pro to the Hammer 2.0 and secure an order for five units.

Situation 4

You are a salesperson for Wilson calling on Dave’s Sport Shop, a small chain of five sporting goods stores located in Denver.  Dave’s continually updates the store’s product lines to keep up with the current trends in the tennis market.  You have called on the tennis buyer from Dave’s before and get along well with that person.  The tennis buyer has always been interested in your latest lines but has never purchased as many units as you would have liked Dave’s to buy.  Your objective for this call is to introduce the Hammer 2.0 to the tennis buyer and secure an initial order for 25 units.

Situation 5

You are a summer college intern for Wilson.  You are on the tennis team at your college and use a Wilson Hammer 2.0.  During the summer, Wilson is having you make calls on tennis clubs in a five-county area.  Today you will be calling on the president of a local tennis club that caters to serious tennis players who are also corporate executives.  Your goal is to schedule a day and time when you can make a short (10-minute) presentation to the club’s members about the Hammer line.  You know nothing else about the club or when its meetings (if any) are held.

