
MSBUMABL Founder/President, Steve Sigler,
approached Rawlings in 1989 attending a
meeting at their headquarters in St. Louis and
proposing they become a national sponsor. From
the beginning, Rawlings saw the opportunity
presented to them and joined forces with
MSBVMABL. Mike Thompson, Vice President of
team sales, stated "lt's good for our business, but
it is also good tor baseball". Rawlings' Dan Olsen,
Northeastern Regional Sales Manager, states"We do significant business with the MSBL. lt's in
our business interest to support the League, but
we also admire and respect the MSBL. Steve
Sigler has brought organization and class to the
world of recreational baseballl'

Steve Sigler approached Easton in 1989 also
with the proposition of becoming a national
sponsor. Like Rawlings, Easton immediately saw
the benefi ts of al igning themselves with
MSBUMABL. Jim Darby, Easton's Senior Vice
President. of Promotions and Public Relations,
states "The MSBL is a neat concept, There's
been no way for the average guy to play baseball
. . . We lat Easton] believe in supporting the game
of baseball. The MSBL has demonstrated its via-
biliiy and growth potential even in tough econom-
ic times. We have confidence in the leadership of
Steve Sigler. Easton is committed to the long-
term success of the MSBL."

a
R I N G O R

In 1992, MSBUMABL formed another alliance with Ringor, a leader in
the baseball shoe industry. Beginning with their patents, through
design, production and delivery, Ringor is a family-run business that
dedicates itself to top quality and service. lt produces only baseball
equipment with great focus on and attention to one sport. These
traditions and values foster a closely aligned partnership with
MSBUMABL. Fred lhlenburg, Founder of Ringor, said .When we met
Steve Sigler for the first time, we knew MSBL would be a success. The
attenlion to detail and drive displayed by MSBLs foundertold us Ringor
had to be associated with the program."

Don't Go Soff, Play Hardball!
One Huntington Quadrangle, Suite 3NO7 e Melville, Ny 11747

Tel. (6311 753-MSBL , Fax [631J 7SS4OS1
wwtt. msbl national. com . e-mail us at info @ msblnational. com



MSBL /  MABL
"Don't go soft, play hardball". Welcome to the Men,s
Senior Baseball League and Men,s Adull Baseball Leaoue.
The MSBL was founded in 1986 by Steve Sigler, of Jeriiho.
NY Sigler had not played organized hardball in over 20
years, but he rankled at the idea of beinq
consigned forever  to  that  congenia l  game wi th rhJ
potbellied. keg-at-third base image: softball. Sigler placed
an ad in a local newspaper to see if there were other men"30 and ove/'who still yearned to throw the hardball, He
got enough responses to stock lour teams. From there.
Sigler drew up rules for a "30 and Over" league and it was
on rts way, to a point where Long lsland alone has more
than 150 teams participating in it 's current season.

Aside lrom a few rule changes in deterence to aqinq
bodies - e.g.. counesy ru.rners for inJured players. ire6
defensive substitution, a 10-man minimum baitino order _
MSBL conforms to s tandard basebal t  .u tes,  wi ih  maror
league-sty le unr forms.  carefu l ly  \ept  s ta l ,s t ics and tne
inevitable arguments over bad ca{ls. Nine (9) inning games
are played once a week, generally on Sundays. The league
recognized that men ate working and most have families,
so there is no overkili.

Due to popular demand. MSBL also formed a division for
players that are 18 and over. the Mens Adult Baseball
League, which is enjoying equal success.

The purpose ot the league is threeJold: to play hardball
again, to play with individuals of our own aqe and to
benef , t  tne comrnuni ty .  The co.nmon thread runninq
lhrcJgh the 'eague is  lhe deo,cat ;on of  the p lavers.  Th;
league would l rKe to s t ress that  the idea is  r rot  baseoal l  v .
softball, but baseball as an ou et for people who play soft-
bal l  Decause lhere is  noth ing e lse avai rabte.  Accord,nq fo
Sigter .  "1y i ru,  we re do:ng 's  showing thar  the.e rs  an
alternative to so{tball".

The l\,4SBL has atiracted a number of fo..ner naror
reaguers inc ludrqg J im Barr .  Jerry  Redss.  F ion LeFlore ard
Brett Saberhagen. amongst others. In addition. [4SBL has
established a s{rong working relationship with The prostate
Cancer Foundation, a foundation established lo find a cure
for prostale cancer, and lormed an alliance wiih USSSA
Baseball, a 36 year old national youth organization with
400,000 members.

Men's Senior Baseball League has been fealured in over
600 local radio, TV and newspaper accounts and has
reached national prominence with major articles in Sports
lllustrated. Sport, Baseball America. USA Today. Sporting
News and US News and World Report with broadcasts on
the Today Show and Good Morning America.

The league is open to all men 1 8 years and older. However,
no ex-pro may play if he has been out of prolessional
baseball less than three (3) years.

The Men's Senior Baseball League and the Men,s Adult
Baseball League are ideas whose time has come. Just
because a person is 18, 28, 38,48 or over, doesn,t mean
he desires playing baseball any less.

NATIONAL DEMOGRAPHIC PROFILE
AGE

1 8  t o  4 9 . . . . . . . . . . . . . . . . . . . . . . 9 S %

ANNUAL INCOME
Over  S41.000. . . . . . . . . . . . . . .680 . . ,o

MARITAL STATUS
M a r r i e d . . . . . . . . . . . . . . . . . . . . . . . 6 9 %

EDUCATION
College
G r a d u a t e s . . . . . . . . . . . . . . . . . . . 7 o o z
Completed Graduate
S c h o o | . . . . . . . . .  . . . . . . . . . . .  . . 1 6 %

OCCUPATION
Professional/Technical...33%
Bus iness  Owners . . . . . . . . . .309 , ;
lvlanagerial/Executive....21 :/"

FESIDENCE
N o r t h e a s t . . . . . . .  . . . . . . .  . . . . 3 7 9 ;
S o u t h e a s l . . . . . . . . . .  . . . . . . . . i 6 : 6
M i d w e s t . . . . . . .  - . . . . . . . . . . . . . .  i  5 . .
V , / e s t . . . . . . . . . . .  . . . . . . . . . . . . . . 1 8 . .
S o u t h w e s t . . . . .  .  . . . . . . . . 1 3 . .

HOM€OWNERS
O$,n  Fes idence. . . . . .  .  73?b

PLANNED PURCHASES
Bat te r ' s  G loves . ._ . . . . . . . . .64" -
B a t s . . . . . . . . . . . . . . . . . . . . . . . .  6 2 %
Shoes lc lea ts . . . . . . . . . . . .  57 . . .b
8 a i 1 s . . . . . . . . . . . . . . . . . . . . . .  . . . 3 3 %
Fie lder 's  G1oves . . . . . . . . .  30%
H e | m e t s . . . . . . . . . . . . . . . . . .  . . 1 8 . / i ,

CONSUMEB PROFILE
Have Cab le  TV. .  .  . . . . . .  .8 ,14b
Dr ink  Beer .  . .  . . . . .63" ,
Co l lec t  Memoi 'ab i l ia .  . . . .43 . . .
Take V i tamins  Da i ly  . . . . .43" .
Purchase by  Mai l .  . . . . . . .285o

SPOPTS FOLLOWED

F o o t b a l l . . . . . . . . . . . . . . . . . . . . . . 8 1 . , .
B a s k e l b a l i . . . . . . . . . . . . . . . . . . . 6 1 %
H o c k e y . . . . . . . . . . . . . . . . . . . . . . - 3 4 %
G o l f  . . . . . . . . . . . . . . . . . . . . . . . . .  3 3 9 6
A u t o  R a c i n g . . . . . . . . . . . . . . . . 1 2 %

ACTIVE OTHER SPORTS
G o | f . , . . . . . . . . . . . . . . . . . . . . . . . . . 5 4 ' l .
Weigh t  Tra in ing . . . . .  . . . . . . .46"k
J o 9 9 i n 9 . . . . . . . . . . . . . . . . - . . . . . 2 8 " / .
T e n n i s . . . . . - . . . . . . .  - . . . . . . . . . . 2 0 " / "
S w i m m i n g - . . . . . . . , . . . . . . . . . 2 0 %
D a r t s . . . . . . . . . . . . . . . . . . . .  . . . . 1 0 . 2

HARDBALL MAGAZINE

FEADING
1  t o  2  H o u r s . . . . . . . . . . . . . . . . . 4 3 %
O v e r  2  H o u r s . . . . . . . . . . . . . . . 1 2 . / i
RFTAIN FOF REFEFENCE
1 to  3  l \ .4on ths . . . . . . . . . . . . . . . .33%
3 Months to 1 Year........24",L
O v e r  1  Y e a r . . . . . . . , . . . . . . . . . 3 i 9 ;
PASS ON TO OTI1ERS
F e g u l a r l y . . . . . . . . . . - . .  . . . . . . . . 4 1 . . b

CREDIT CARD USE
Use Cred i t  Cards . . . . . . . . . .87%
lvlC/Visa/DiScover.. .......7 8"/"
S tore lo i l  Co. /F tc .  . . . . . . . . .30 . . / .
AmExiD iners  C1ub. . . . . . . . .28eb

BENTAL CAR USE
A v t s . . . .  . . . . _ . . . . . . . . . . . . . . . . . 4 8 _ 9 ;
B u d g e t . . . . . . . . . . . . . . . . . . . . . . . . 2 7 " h
F , e t t t . . . . . . .  . . . . . . . . . . . . . . . . . . 2 4 %
Nat iona l  .  .  .  .  .  .  . .  .  . .  . .  . .  .  .  . .  .  .  1  1" / .

AIRLINE USE
A m e r i c a n . . . , . . . . . . . . . . . . . . . . 3 5 %
U S  A i r .  . . . . . . . . .  .  . . . . . . . 2 1 " / "
D e | t a . . .  . .  . . . . . .  . . . . . . . . . ,  .  .  . . . 1 9 " , . 6
U n i t e d . . . . . . . . . . . . . . . . . . . . . . . . 1 6 %
Southwest . . . . . . . . . . . . ... 1 0"/.
N o r t h ' r J e s t . . . . . . . . . . . . . . . . . . . . . 8 %

HOTEL CHAIN USE
Hol iday  lnn . .  . . , .  - .  . . . . . . .34 ,L
L a Q u i n t a . . . . . . . . . . . . . . . . . . . . . 2 0 o l .
B e s t  W e s t e r n . . . . . . . . . . . . . . .  1  6 . . 6
R a m a d a . . . . . . . . . . . . . . . . . . . . . 1 3 %
D a y s  I n n . . . . . . . . . . . . . . . . . . . . . 1 3 b . / .
Qua l i t y /Comfor t . . . . .  . . . . . . .1  3"L

I\,4EI\4BEBSH I P G ROU/TH

1992 membership
1993 membership
1994 membership
1995 membership
1996 membership
'l 997 membership
1 998 membership
1999 membership
2004 membership

20.000
26,000
30,000
33,000
36,000
38,000
40,000
42,000
48,000



Major League Marketing Opportunities
Targeting Men lSYears Old & Over and
23Years Old & Over

Play ba 

 

with the MSBL
From 60 players in 1986 to 48,000 members in 325 major
cities, the Men's Senior Baseball League has established
itself as the premier amateur hardball venue ior men 1g
and over, 28 and over, 38 and over and 48 and over.

Entering i'ts second decade, the league has established its
credibility at an equally rapid pace. Featured in over 600
city newspapers, USA today, Sports ll lustrated, the Today
Show, Good Morning America and more. MSBUI\,4ABL
team rosters jnclude iormer major league athletes,
politicians, doctors, lawyers. local businessmen, and
tradesmen all with a passion for the game ol baseball.
MSBL/MABL has a lso p laced a lu l l -page color
advertisement in Sports ll lustrated in Februarv 1999 and
1 9 9 9 .

l\,,1ore than your average recreational sports league, the
MSBL represents an elfective marketing vehicle {or rnan,
u{acturers and relaiiers to tap into today's baby boom gen-
eration and the imagery of America's favorite pastime.

The MSBL is the fastest growing adult baseball
organizat ion in  the country .  By the year  2005,
membership is proiected to exceed 50,000.

Maior Events
The MSBL World Series :s recognized as the larges.t
amateur baseball tournament in the world, growing .f rom 3g
teams in 1988 to over 360 teams. The tournament is
played annually in late October, at the spring training Jacili-
tres used by the major league teams in the greater phoenix,
AZ arca.

ln addition, the MSBL was chosen to be the sanctioning
body for baseball for the NIKE World Masters Games held
in Portland, Oregon in July, 1998. The event leatured
25,000 of the premier 30 and over athletes in ihe world.

Along with lhe World Series, the MSBUMABL hosts
another major tournament, the Fall Classic, drawing 130
teams from Florida, Georgia, Aiabama, Tennessee and
other Northeast and Southeast leagues, as well as over 30
regional tournaments during the year, including Disney
Sports Complex in Orlando and Las Vegas.

"We do significant business wilh the MSBL. lt is in our
business interest to support the League, but we also
admire and respect the MSBL. Steve Sigler has
brought organization and class to the world of
.ecreational baseball."

Dan Olsen
Fegional Sales Manager
Rawlings Sporting Goods

MSBL Members Represent Affluent, Active
Lifestyle Consumers

MSBUMABL players are not your typical oulof-shape,
weekend warriors. They are serious athletes and active
Jilestyle consumers with a desife to achieve their utmost
potential at work, home and at play. Representing the mosl
affluent age bracket in U.S. history, the l\i lSBL olfers league
sponsors djrecl access to busjness influences and
household decision-makers. Consider this cursorv.look at
the league's demographics:

"We deal u,rith a wide spectrum of governing bodies:
NFL. Maior League Baseball, etc. Given his resources.
Steve Sigler does a better job than any ot them.',

Mark Hochgesang
U.S. Sales Director
Nike,  Inc.

MSBL Members are Brand Loyal

Sporting goods manufacturers and leaEue supporters
Easton, Rawlings, and Ringor conlinue to enjoy the pur-
chase power and brand loyaity ot l\,4SBL's 40,000-plus
members anci their familjes. The MSBUIvIABL is launchinq
an expanded mar(ering tqit.alrve lo bring the same marketrn!
power to the consumer goods calegory. With 69% of
league members rnarried and 739.'" ownina their homes. .lhe
MSBL otters rrarkering execLfives an un-us.,ar opportulity
ro reacn a message-receplive consumer group representing
the most sophisticated segment of the US popula.tlon.
Smith Barney and Just for Men have acted as Tille
Sponsors ior previous World Series events.

Age:
Annuai  lncome:
f\4aritai Status:
Education:
Homeowner:
Occupalion:

RecreationaI activities:
Golf
Weighl Training
Joggrng
Regional breakdown:
Northeast
Southeast
Midwest
West
Southwest
Consumer profile:
Subscribe to cable
Drink beer
Collect memorabilia
Take vitamins daily
Purchase by mail

18-49 95%
Over $41 ,000 689.6
Married 69%
Coll€ge Graduates 70%
Own Residence 73oi"
Professionai 33%
Business Owners 309,.
Exec./Management 21"/"

54%
467"
?a"k

37%
16orc
154'

18%
13%

81"/"
63%
43%
43%
28?;
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