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Editor’s Note: Stacey Allaster has been named by Forbes magazine as one of the “Most
Powerful Women in Sports.” This article is adapted from Allaster’s Mark H. McCormack
Innovators Lecture delivered at the University of Massachusetts Amherst on April 7, 2015. 
The entire lecture can be viewed at http://livestream.com/accounts/1505217/EIRAllaster. 

What does 2023 look like for the Women’s Tennis
Association? It starts with a vision, which we created in
2013: “Be the most inspirational and exciting sport
entertainment experience on earth.” This is a massive
cultural change for our organization. We do not even
include the word “tennis” in our vison statement. 
How will we achieve this? Our mission: The WTA has

to be premium. It has to be compelling. It has to be
global. Sport entertainment to engage fans. It entails a
cultural shift to focus on the fans to ultimately drive the
revenue. Basic economics, basic business 101: Take care
of your customers, and that will grow your business. 
We recently launched a new five-year plan. What are

the goals? What do we want to achieve? [We want] to
build a product fans and partners want to consume
and align with. It all starts with your product. We can
have all the best ideas in the world but if we produce a
product that the fans don’t want, that ultimately is not
going to deliver the long-term value. Step One: sup-
port and drive the member’s business. The WTA is
owned by the players and the tournaments, 50/50. We
are unlike the NBA or the NHL where the team owners
own the league. With the WTA, the players and the
tournaments own it. My job is to work for the athletes
and work for the tournaments to grow and support
their businesses. They are all independent business
owners. I have 55 tournaments, 173 full-time mem-
bers, and 144 associate members. So I am a consensus
builder and a servant leader. We are a financially stable
organization with diversified revenue sources. But we
need to grow. We need more revenue sources while
continuing to provide exceptional services. 
As Serena [Williams] would say, “It’s all about the

Benjamins. Where are we going? If we are going to
make all these changes to grow the business, what’s in
it for me?” I’m saying to the athletes that, based on
contracts that are in play—and some projections—we
can get our prize money to almost $180 million.
What’s significant about that? It took us 40 years, from

1973 to 2013, to get to $100 million. If we can get to
$200 million from 2014 to 2020, that is a fantastic
financial story board in the marketplace about the
strength of this product.
Where will we play? Come back to that mission

statement: It’s global. Like any major brand—IBM,
Coke, Porsche—everyone wants to be global. We have
55 events in 33 countries. Fourteen events are in the
Americas, 23 in Europe, 18 in Asia-Pacific. We made a
big bet on China in 2008 when we opened up an office
just before the Olympics Games. We had two events in
China at that time. We now have 10 in mainland
China, in Hong Kong, and Taipei. Every brand needs
to be there. We have been very lucky as a league
because we are in the Asian market with a real official
ranking-points product. The NBA is doing a phenome-
nal job there but they can’t bring teams there for offi-
cial games. Don’t be surprised one day if they do. But
bringing exhibitions there is very different than deliv-
ering official competition. 
In Asia-Pacific we have opened up an office in

Singapore. Twenty-seven percent of the world’s GDP is
in this part of the world. Two-thirds of the world’s
population lives within a six- to seven-hour radius of
Singapore. It is a massive growth opportunity. It doesn’t
mean that the US is not an important market, it
absolutely is. It doesn’t mean that Europe isn’t impor-
tant to us or the Middle East. But if we want to grow
and capture significant trajectory of growth, we need
to go where there will be growing GDP. The head of
SAP Asia recently told me, during my last visit to
Singapore, that in the next 25 years Asia-Pacific will
represent three euro zones of the economy. We have
established an office there and it really is our gateway.
In order to ensure exponential growth and win in a

competitive sport entertainment industry, we need to
become a marketing enterprise. The NBA has done it.
The NFL has done it. All the major sport properties are
doing it. It’s the space they play in. Ultimately, we



want to be the authority of women’s professional ten-
nis. I do not want you to go to YouTube for WTA con-
tent. I want you to come to WTA.com or I want you to
go to womenstennistv.com or I want you to go to our
WTA app when we have one. This is another game
changer for the organization. We used to just put out
press releases. We were not generating news and acting
like a media enterprise. We were simply reacting to the
news and letting everyone else tell our story. The com-
petitive advantage: How are we going to beat ESPN?
How are we going to beat that big engine? What do we
have that ESPN doesn’t have? We have the access that
nobody else has—we have the access behind the
scenes. We have that relationship with the athletes.
They own the WTA. And that’s really the space that we
are going to play in as we build out our content strate-
gy for the fans. You know if you come to the WTA,
you’ll have that special backstage pass. 
Another major initiative is research. We recently

invested in research and talked to 5,000 fans globally,
and we didn’t talk to tennis fans. We know why they
consume. We talked to sports fans who had an interest
and we asked them what we could do. We also talked
to industry leaders on what we could do as an organi-
zation to best achieve our vison statement. And we also
talked to non-sponsors. Why are you not sponsoring
women’s tennis? What would make you want to spon-
sor women’s tennis?
We ended up with a snapshot of 17 things that

would make the WTA more interesting to potential
fans and make them more likely to consume (see
Figure 1). I find it incredibly interesting, and it’s no
surprise—first and foremost, everyone wants to follow
their national heroes. Our research also tells us the fol-
lowing in terms of things we need to build into our
strategy. We need to improve the connection with fans.
We need more assets coming from sponsors. We need
more things to sell for sponsors to want to align their
brand with. We need to make it easier for fans to fol-
low great news. We are global: fifty-five events in 33
countries over 305 days. But when are we on? How do
fans follow us? What time zone are we in? 
In other words, we have got to make it easier for fans

to be able to follow and find our season. Everyone
knows when the NBA season starts and when it ends,
when the NHL starts, when the NFL starts. Tennis?
When does it start, when does it end? It’s a hard sport
to follow. Does anybody watch TV anymore? How
many of you are consuming your entertainment on a
mobile device? The majority. So that’s the no brainer:
Content on multiple platforms is essential. Deliver that
world-class product experience. We need that consis-
tent product presentation because that will ultimately
help elevate the brand. 

I am also committed to understanding data and ana-
lytics. That is a massive growth segment for the industry
over the next five years. Think about Moneyball. There
is an insatiable appetite for richer data. One of our
major partners, SAP, is really transforming our sport for
the athletes and fans. Phase one of our emphasis on data
analytics has been about the athletes. Can we improve
the athletes’ performance? If you add up total points in
a match, it’s amazing just how close matches can be: it’s
a difference of one, two, three points. So SAP is taking
20,000 matches from 2009 to 2014. We have 3,300
matches including qualifying every year. Those are all
going in a database. They are all going in the cloud. A
coach doesn’t have to be with an athlete in a certain part
of the world. He or she can go up into the cloud and
look for the last time Serena Williams played Ana
Ivanovic. Or the historical of Serena Williams playing
Ana Ivanovic. And what were those patterns and where
were the moments. We are also breaking the rules of
tennis. We already allow on-court coaching. Why?
Because it’s good for fans. We mic them up and it’s part
of the fan experience at home.
Team events is another potential asset for the WTA.

The biggest events in the world have a common
denominator: team. We love our national heroes; we
love to support countries. Tennis is an individual
sport, it’s not really a team [sport], even though they
are playing for their country. We look at the World
Cup. We look at Ryder Cup. The LPGA has started
their own international crown with eight countries.
Even NBA commissioner Adam Silver is trying to fig-
ure out how they might be able to do some type of
aggregated team event. We did go to market to test it.
We have talked to potential host nations, broadcasters,
sponsors, and agencies. We asked them if we created
new assets like a world cup-type event, nation against
nation in one location, an all-star extravaganza, would
they invest in it and what would be the demand? And
it came back resoundingly positive for a world cup-
type event. It is something that we will continue to
look into. We are talking hundreds of millions of dol-
lars if we were to do something like this. And I say to
the athletes: Could you imagine if we had our own
Ryder Cup, 10 or 20 years from now? 
Another area to win is this: How do we become the

most fan-friendly sport entertainment experience on
earth? What are some of the things we are doing
around fan engagement? We are testing these things.
I’m getting the players’ input and we have a working
group of athletes who are part of creating these fan
engagement improvements that we will standardize
and offer in 2016. Simple things like practice. We are
making it part of the show and staging at our events.
We want to take it further, to include live streaming of
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players’ practices. We also have a renewed effort in
grassroots. For instance, we have a new program called
WTA Future Stars: Changing the Lives of Girls
Through Tennis. It’s also another sponsorship asset for
us. It’s also extending the reach of the WTA brand and
its growth market. It’s a long play and ultimately we
are going to have 18 countries this year and my goal
would be to take it global. 
These are just but a few of our ongoing initiatives

designed to bring our vision statement to life.

Ultimately, it’s all about the brand. We had a logo, but
what did it really stand for? Through the work of a
branding agency, we arrived at this bottom line in
terms of our brand positioning: It’s all about the power
to inspire. Ours is a sport of really powerful athletes
who perform in an elegant theatrical environment. So,
what do we want fans to think about it when they
think of the WTA? We want them to think inspiring,
exciting, and glamorous. It is that kind of aspirational
experience; still accessible, but glamourous.
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Figure 1. 


