
Come Play Youth Hockey Workshop



NHL SUPPORT



MICHIGAN 
AFFILIATE

M & F 4-8 YOS

2006-07 2007-08 2008-09 2009-10

NEW PLAYERS 3,132 3,198 3,276 3,330

REPEAT PLAYERS 5,706 5,232 5,047 5,148

TOTAL PLAYERS 8,838 8,430 8,323 8,478

 Retention
 Refers to players that have returned from last year – REPEAT players

 Total
 Refers to the sum of NEW and REPEAT players

ACQUISITION & RETENTION
 Acquisition

 Refers to first-year players new to the sport – NEW players



MICHIGAN 
AFFILIATE

M & F 4-8 YOS

2002-
03

2003-
04

2004-
05

2005-06 2006-
07

2007-
08

2008-
09

2009-
10

NEW PLAYERS + - - - - + + +

REPEAT 
PLAYERS

- + - - - - - +

TOTAL 
PLAYERS

+ - - - - - - +

 Inconsistent acquisition fuels inconsistent retention
 Creates negative growth momentum – 2004-05

 Consistent acquisition fuels consistent retention
 Creates positive growth momentum – 2009-10

 Acquisition & retention are inherently tied
 Acquisition fuels retention
 Strong acquisition alone cannot sustain growth (leaky boat)

ACQUISITION & RETENTION



AGE NEW REPEAT
4 83.1% 16.9%

5 64.3% 35.7%

6 47.4% 52.6%

7 34.4% 65.6%

8 27.0% 73.0%

9 21.0% 79.0%

10 16.1% 83.9%

11 14.2% 85.8%

12 12.1% 87.9%

13 8.3% 91.7%

14 8.1% 91.9%

 REPEAT players
 Usually outnumber NEW players from Mites on up

ACQUISITION & RETENTION
 NEW players

 Usually outnumber REPEAT players until Mites (7 years old)



THREE FACTORS

Why families leave or don’t play youth
hockey
 Cost
 Commitment
 FUN



Top 3 Reasons Parents Choose Youth Hockey
1. Promise of fun

 Very cool venue
 Unique equipment
 Flying on ice with your friends

2. Promise of guidance, instruction, attention, help
 Hockey is complex – requires high-skills, multiple skills

3. Promise of achievement
 Measurable improvement feeds both parents and child

Acquisition is the first step in generating sustained growth
Without a steady flow of NEW players associations will simply shrink

PLAYER ACQUISITION



TRY HOCKEY FOR FREE

WHY NOT?



TRY HOCKEY FOR FREE

How to Create a Clinic

 Schedule/Timing

 Budgeting



TRY HOCKEY FOR FREE

How to Create a Clinic
 Sanctioning Process

 Contact Associate Registrar

 Email details for approval

 Participant Minimal Equipment 
Required

 Helmet, gloves, skates (any kind)

 Cost of Admission is Completed 
IMR/Waiver

 Properly registered coaches 
required to be on the ice



TRY HOCKEY FOR FREE

How to Create a Clinic

 Volunteers

 Opportunity for full association involvement

 Equipment

 Minimally need gloves, 

helmet & skates (any kind)

 How to Get Dressed Video



ONEGOAL

 Rental / lender equipment 
sets for 4 – 8 yr olds
 $70 per set plus shipping
 2 sizes (small & large)

 New Stick Program
 $8 plus shipping

 Over 20,000 sets in the 
United States

www.onegoal.com



ONEGOAL
Market Blitzes
 Carolina
375 participants at 12 arenas

 Florida
430 participants at 13 arenas

 Massachusetts
425 participants at 15 arenas

 California
315 participants at 17 arenas

 Connecticut
2009: 333 participants at 10 arenas
2010: 317 participants at 9 arenas

Upcoming Blitzes
 Buffalo

December prior to World Juniors

 New England
Fall 2010

 Missouri
Fall 2010



ONEGOAL

Fond du Lac, WI

 Provides gear for all first-time players
in Learn to Play/Learn to Skate programs

 70 sets of OneGoal starter equipment

“We have 2 high school programs that we 
feed and we need to grow our membership 
numbers,” said Fond du Lac Board Member 
Don Mulder. “The cost of hockey made it 
tough to get kids started.”



HOCKEY WEEKEND ACROSS AMERICA

2010 HWAA
● Over 3,000 kids participated at 140 locations. 
● Average of 30 participants per site. 

2011 Goal
● 200 rinks hosting a “Try Hockey for Free” clinic on Saturday

HWAA Participation Package
● Marketing Materials
● Giveaways



MARKETING & PROMOTIONS
In the Community
 Local Media/TV
 Partner with off-season sports associations
 Come Play Youth Hockey Campaign
 Digital Ink
 Schools
 Libraries - bookmarks

Within the Rink

 Association Members
Word of Mouth
 Emails/Flyers
 Valentine’s Day Card Concept

Others
 Offer a pre-registration
 Take photos for future promotion &        

follow-up



POST-EVENT FOLLOW-UP

 Starts in the rink with the 
personal contact

 Followed up with an email a 
few days after the event

 A postcard can be sent from 
Digital Ink to thank them for their 
participation

 Phone call prior to new 
programs starting 



RESULTS

Colorado Springs Amateur Hockey Association
 4-week Try Hockey for Free opportunity 
 Offered during the 8 & under program
 November 6 - December 7
 Equipment provided
 52 Participants
 21 signed up for the program after participating



“Our neighbor has been talking 
about how his favorite part of the 
week is hockey and mentioned 
there was a free clinic. My son 
Kevin tried it and just LOVED it. 
He loves it so much that he sleeps 
in his jersey. I’m excited. I never 
played and I’m learning a lot. I 
don’t know who is having more 
fun – me or him!”
-Mike Papa, a first-year hockey dad after his son 
Kevin (to the left) tried hockey in a four-week Try 
Hockey for Free opportunity.

TRY HOCKEY FOR FREE



GRASSROOTS MARKETING

 Springfield Youth Hockey 
Association of Springfield, 
Missouri, distributed over 1,000 
cards (30 per player) with a Free 
Skate. 

 Several hundred cards were 
redeemed in the first 30 days.

Valentine’s Day Card Program



GRASSROOTS MARKETING

THE RINKS – Anaheim Ice 
California Hockey Day

 Unique way to get into the schools through 
your current membership or could be handed 
out for Halloween with candy.

 Transferable to other holidays or events

 15 of 45 participants signed up to try hockey 
for free 

Halloween Card



GRASSROOTS MARKETING
Door Hanger Invitations
 Kirkwood Star Youth Hockey 

Association of St. Louis, Missouri, 
placed door hanger invitations on 
2,000 area homes with a player 
business card attached. 

 Every Mite/Squirt player was asked 
to distribute 30 to their friends.

 Secured over 200 new players in 
Summer Learn to Play program. 
10% response rate.

 Printing costs were just over $300 
so they gained over 200 players at 
a cost of approximately $1.50 per 
player.



GRASSROOTS MARKETING



GRASSROOTS MARKETING



UTILIZING COMMERCIAL
Call Local Cable Network

Cable Buy & Public Service Announcement Rotation

For example, Carolina example:
Carolina Hockey Day

1 clinic: Plex Indoor Sports & Ice

$800 Cable Buy: 68 spots – 147,000 households

71 Kids

Additional Awareness



GRASSROOTS MARKETING

Digital Ink
 To get started, you can login to our web store. 



GRASSROOTS MARKETING



GRASSROOTS MARKETING



GRASSROOTS MARKETING



GRASSROOTS MARKETING



GRASSROOTS MARKETING



GRASSROOTS MARKETING



GRASSROOTS MARKETING



DIGITAL INK

Utilized:
 150 posters at $1 each
 Utilized association for distribution
 Posted at school gyms 

 Public skating passes given to 
teachers

Results:
 Grew from 22 players to 82 in 2009-10

 373% growth
 New players 

 18 to 37
 Retained players

 4 to 45

Dickinson Hockey Club



“We wanted to find a sport to get 
our son in. We looked around, 
checked out a few options and 
decided that youth hockey was 
best.  Since he started the program 
we have seen him make new 
friends and become a team player.  
We really believe this was the best 
choice for him and us.  We have 
met so many new people and he’s 
really grown as an individual.”
-- Heather Williams, first-year hockey mom

COME PLAY YOUTH HOCKEY



PROGRAMMING

Check List for Success

____ Try Hockey for Free Clinic

____ Grassroots Marketing

____ On-Ice Product

REMINDER: You can get 100 kids to 
the rink but if don’t offer an 
organized, quality on-ice product at a 
reasonable time, then your 
acquisition efforts didn’t help with 
your barriers to entry and instead of 
encouraging more families to 
become hockey players, you will end 
up turning them off of the sport. 



PROGRAMMING
Flex Development Initiation Program 

Hoffman Estates Park District Ice Arena 
offered a flexible option to try hockey.
 Program holds three separate 

opportunities a week to attend practice.
 Same practice plan for all three ice 

sessions.
 Participants have the option to attend 

one or all three.
 Short 8 to 12 week sessions 
 Maximized participation through breaking up same ice slot with 

different skill and age levels.



ADM

 Keeps youth hockey more cost-effective

 Greater emphasis on player development

 Better skills = More sport enjoyment

PLAY ● LOVE ● EXCEL

“I think it’s pretty cool (the American 
Development Model). I like the fact 
that kids are encouraged to play other 
sports. Hockey is a great sport, but 
playing other sports definitely helps 
you become a better hockey player.”
- Zach Parise, New Jersey Devils, 
University of North Dakota Fighting 
Sioux.

American Development Model



COME PLAY YOUTH HOCKEY



RETENTION
Youth hockey programs that succeed 
at player retention are positioned for 

long-term, sustainable growth



RETENTION

 Save Time, Energy & 
Money

 Larger Player Base 

 Organization Loyalty
 Stability

 Reduce Negativity

 Customer Satisfaction
 Players & Parents

 Consistent Growth 
 Satisfied families provide 

word-of-mouth

What Can Retention Do For Your Association?



EVERYDAY EXAMPLES
 Dentist Office

 Appointment Call

 Grocery Store
 Customized Coupons

 Gas Savings

Weekly Circulars



 Acquisition & retention are inherently tied
 Acquisition fuels retention
 Strong acquisition alone cannot sustain growth (leaky boat)

 Inconsistent acquisition fuels inconsistent retention
 Creates negative growth momentum – 2004-05

 Consistent acquisition fuels consistent retention
 Creates positive growth momentum – 2009-10

ACQUISITION & RETENTION

MICHIGAN 
AFFILIATE

M & F 4-8 YOS

2002-
03

2003-
04

2004-
05

2005-06 2006-
07

2007-
08

2008-
09

2009-
10

NEW PLAYERS + - - - - + + +

REPEAT 
PLAYERS

- + - - - - - +

TOTAL 
PLAYERS

+ - - - - - - +



NATIONAL RETENTION

 The Rate of Retention is the overall percentage of 
kids that return to play youth hockey
 The Rate of Retention for kids between the ages of 4-8 is 56%
 44% quit before the age of 9.

 The larger membership group of kids between the 
ages of 9 to 14 has a Rate of Retention of 91%

How Many Kids Return to Youth Hockey?



PLAYER LOSS

 National
 42 kids every day!

 Michigan
 3.5 kids every day!

Player Loss the Last Five Seasons (4 to 8 yr olds)



PLAYER RETENTION

1. Promise of Fun
 Everyone plays

2. Promise of Guidance & Instruction
 Personal attention 
 Bridge the comfort gap

3. Promise of Achievement
 Both child & parent feel sense

of accomplishment

Fulfilling the Three Promises



PLAYER RETENTION

 Retention is fueled by:
 Acquisition
 Hockey Philosophy

 Unfulfilled promises = unhappy parents
 Forces them to reevaluate major factors with participation

 Cost
 Commitment

 Fulfillment of the three promises trumps 
other obstacles



THE POWER OF ASKING

How Do We Get More 
Players to Return?

ASK THEM



THE POWER OF ASKING

Underestimating the
Power of Asking

Primary reason people
don’t give blood:

NO ONE ASKED ME!

Assuming Everyone
Will Return

 Majority of 4 to 6 year 
olds don’t return
 32.9% rate of retention

 New families unaware 
season could start 
early Sept.
 Summer ending
 School starting
 NHL hasn’t even started

Common Mistakes



THE POWER OF ASKING

 Parents are time-challenged
 Adults flooded with over 3,000 marketing 

impressions per day
 Cell phones, texts, emails & entertainment 

options
 More working parents

 Create a momentary oasis of calm 
and focus
 Calling about the best interest of child
 Solution for an over-communicated world

Why Extend a Personal Invitation?



THE POWER OF ASKING

 Personal interaction 
increases comfort level with 
the unknown

 Shows that new friends are 
waiting for them with youth 
hockey

 Can answer questions and 
stop misconceptions

Why Extending a Personal Invitation Is Important



RETENTION PHONE CALL
1. Build the Foundation

 Email
 Focus on benefits and 

playing options
 Timing

 One month prior

2. Follow-Up Phone Call
 Optimal Time

 Call 10 to 14 days after 
email

 Best response
 Sun to Thurs
 5:30 to 8:30 pm

 Call Center
 Pizza party
 Split up calls
 Impartial Parents



RETENTION PHONE CALL
3. Script

 Cover the positives
 Stay away from politics and team placement

SAMPLE PHONE SCRIPT:
This is (Your Name) with the (Association Name). We are getting ready 
for another great season of youth hockey and noticed that we didn’t have 
(Their Child) signed up for the coming season.

Last season you may have noticed youth hockey help you child make 
many big strides on and off the ice.  We really enjoyed seeing (Their 
Child) at the rink and want to see (Him/Her) back on the ice this fall.  We 
have a great season planned, filled with lots of fun and skill development.

If you would like I can help you get (Their Child) signed up right now.



RETENTION PHONE CALL
4. Turn Problems Into 

Solutions
 Show you care
 Be prepared

 Common questions and 
answers

 ID for leadership

5. Don’t Give Up
 Keep them informed

 Newsletters
 Contact for other 

programming
 Hockey careers don’t end 

at 6!



RETENTION PHONE CALL

 3 Signed up to play
 Unaware the season was beginning

 2 Disconnected lines
 Military families that moved

 2 Switching to association closer to home
 1 Not coming back

 Commute
 1 Disgruntled parent = 3 players

Nine Phone Calls



RETENTION PHONE CALL
“We had a lot of fun last year 
and weren’t even thinking about 
hockey because of all that was 
starting.  I am just so glad that a 
local association called and 
invited us back.  I would have 
felt horrible telling Hunter that 
he was too later to sign up.  It’s 
his favorite sport.”

--Margarette Elwell, second-year 
hockey mom





ADM

 Everyone Plays
 More playing time & less waiting 

time
 Cross-ice games where fun counts, 

not the score
 Equal resources

 Coaching
 Ice touches

1. Promise of Fun



ADM

 Personal Attention
 More coaches on the ice 
 Opportunity to learn from best 

coaches 
 Practices split up into smaller 

stations
 More individual skill focus

 Bridge the Comfort Gap
 Welcoming to new families
 Common goal = skill development
 Families have more opportunities 

to make friends 

2. Promise of Guidance & Instruction



ADM

 Both Child & Parent Feel a 
Sense of Accomplishment
 Emphasis on skill development
 More time with the puck advances ability
 Child is rewarded for personal 

development and not the outcome of the 
game

3.  Promise of Achievement



ADM

“Nick’s first year of hockey was 
last year. We signed him up 
again this year. He loves it. He’s 
met all kinds of friends. It’s 
been a great atmosphere for the 
whole family. He’s getting all 
kinds of confidence with 
everything that he does, 
especially with his schoolwork.”

-- Chris Hallee, second-year 
hockey dad



ADM

 50 Ice Touches
 Cost per touch $7.00
 141 kids split into three groups by 

age & ability

 $350 Full Season
 $175 split season option 

 Group Station Training
 Four to six stations—50+ kids on ice
 Small area games

 Lead Instructor with Eight Supporting 
Coaches

CSAHA 8 & Under Program



COMMUNICATION
Strengthening the bond between 
the family and your organization



From: Coach Bob
To: CSAHA Mite Parents
CC: 
Subject: This Weeks Youth Hockey Practices

Mite Parents:

Just a reminder, we have two practices this week.  The first practice is 
Tuesday at 5:30 pm and the other is Saturday at 10:00 am, both are on 
the Olympic rink.

Last week the kids made great progress with their skill development.  
This week we are going to spend a lot of time working on their skating; 
we will also work on puck control and passing.  To keep practice fun we 
will play a cross-ice game on Tuesday; playing the game on cross-ice is 
great for the kids as it provides more puck touches and forces them to 
think quickly.  

On Saturday we will then practice with a game using ringettes, the 
ringettes are rubber loops that are controlled with the butt end of a stick.  
This drill helps develop stick strength on the puck.

Please let me know if you have any questions, I look forward to seeing 
everyone at the rink.

--Coach Bob

EMAILS

 Email updates
 Effective
 Quick
 Free

 Help parents stay 
organized

 Learning to play hockey 
is a process
 Help parents understand



NEWSLETTERS

 Bridge the communication gap

 Parent education
 child development
 organizational goals

 Focus on specific age groups

Using a Newsletter to Help With Retention



END-OF-SEASON NOTE

Personal Handwritten 
Note from Coach 

 Mailed following the season
 Thank them for a great season 
 Talk about fun 
 Note personal improvements

 Postcard size is perfect

 Could use a team photo



SURVEYS

 Identify the positives and 
negatives of current structure

 Let parents know that you care 
about their opinion

 Resolve unknown issues

The Purpose of a Survey



EFFECTIVE SURVEY TIPS
 Keep It Simple

 No more than five questions
 Language

 Ask About The Experience
 Answers that will improve experience

 Ask Questions Relating to Three 
Promises

 “How It Could Have Been 
Better?”

 Finish with Open-Ended 
Question



GROWTH COORDINATOR

Growth Opportunities:
 Acquisition & retention programs
 Community outreach
 Main contact for new players
 Parent communication
 Loaner equipment 
 Growth volunteer recruitment

Objective: To acquire and retain youth hockey 
players in the 4 to 8 year old age range for the 

local association



GROWTH CALENDAR

Summer 
A time for organizing and planning:

MAY:
 Review previous year’s numbers

 Set a goal for the upcoming season

 Solicit equipment donations

JUNE:
 Plan growth initiatives for upcoming season.

JULY:
 Contact local media outlets

 Discuss association marketing plan

 Budget and order marketing materials



GROWTH CALENDAR

Fall
A time for action and growth:

AUGUST:
 Begin your retention email and phone call program

 Print customized bookmarks

 Mail Digital Ink postcards

SEPTEMBER:
 Print and distribute door hangers

 Prepare marketing material for upcoming “Try Hockey for Free” event

 Flyers, Posters, Emails, etc…

OCTOBER:
 Send out first e-newsletter

 Get to know the sports writer(s) at your local paper

 Design and print Halloween cards



GROWTH CALENDAR

Winter
More Action…More Growth:

NOVEMBER:
 Host the first of your “Try Hockey for Free” events

DECEMBER:
 Design and print holiday cards

 Send out second e-newsletter

JANUARY:
 Order OneGoal gear (Deadline is February 1)

 Market Try Hockey for Free event focused around Hockey Weekend Across 
America (mid-February)

 Identify local events that may help contribute to growth efforts

 Design and print Valentine’s Day cards



GROWTH CALENDAR

Spring 
A time for organizing and planning:

FEBRUARY:
 Host a Try Hockey for Free event during Hockey Weekend Across America

 Hand out Valentine’s Day cards

MARCH:
 Circulate end-of-season survey to 8-under parents

 Print “Thank You” cards for each of the coaches to send 

APRIL:
 Use extra ice time to host a Try Hockey for Free event

 Invite the Boy/Girl Scouts, local youth groups or churches to come to 
the rink





MEMBERSHIP REPORTS



TWO & TWO CHALLENGE

Each Local Association:

 Acquires two additional players
 Retains two additional players



TWO & TWO CHALLENGE
How it works- Local Association

Livonia 
Hockey Assoc  2 AND 2 CHALLENGE

08‐09 09‐10 09‐10 GOAL VS. GOAL VS. ACTUAL 10‐11 GOAL

TOTAL 252 294 256 38 42 298

‐11.3% 16.7%

NEW 108 142 110 32 34 144

‐30.8% 31.5%

RETAINED 144 152 146 6 8 154

12.5% 5.6%

LOST 60 36

30.4% ‐40.0%

RR 57.1% 51.7%



TWO & TWO CHALLENGE

Last Year

– Michigan increased by 155 players to 8,478 
players

– Achieved overall growth but fell short 
of 2009-10 2 & 2 goal

– 3,330 kids were acquired (Goal was 3,476)
– 5,148 kids were retained (Goal was 5,247)



TWO & TWO CHALLENGE
Associations that Accomplished the Challenge for 2009-10

+4Calumet Hockey Association+25EGRAHA

+9St Ignace Hockey Association+26Grand Rapids Amateur Hockey

+9Huron Hockey and Skating 
Association

+27Garden City Hockey Assoc

+15USA Hockey Club of Michigan+42Livonia Hockey Association

+19Sanilac County Hockey Assoc+42Chelsea

+19Independent Teams 4000+48Marquette Junior Hockey Corp 

+23Bay County Hockey Association+55Independent Teams 6000



TWO & TWO CHALLENGE

 2010-11 Season 
Goals:
 3,534 kids acquired
 5,352 kids retained 
 8,886 total players in 

MI
 4.8% increase

+5,328

+408

101,103

8,886

95,775

8,478

TOTAL (USA)

TOTAL (MI)

+2,664

+204

56,472

5,352

53,808

5,148

RETAINED(USA)

RETAINED (MI)

+2,664

+204

44,631

3,534

41,967

3,330

NEW (USA)

NEW (MI)

+/-2010-112009-10

This Year



Kevin Erlenbach
P: (719) 538-1119 
kevine@usahockey.org
Districts:

-Atlantic
-Central
-Minnesota
-New England
-Northern Plains
-Southeastern

Pat Kelleher
P: (719) 538-1114
patk@usahockey.org

Courtney Welch
P: (719) 538-1118
courtneyw@usahockey.org
Districts:

-Michigan
-Mid-Am
-New York
-Pacific
-Rocky Mountain

Kevin Kavanagh
P: (719) 538-1115
kevink@usahockey.org
District:

-Massachusetts


