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SPORTS MANAGEMENT CASE STUDY - ATHLETE REPRESENTATION

A DIGITAL HOME FOR
ATHLETES BEYOND
TH

An agency's product is a decade of someone's life. The page has to be read

by a nineteen-year-old and by their mother, usually at the same time, and
it has to answer a question neither will ask out loud: can we trust these
people with the whole career, not just the deal? Weisz Sports Management

represents baseball players and the families behind them.

SPORTS MANAGEMENT ATHLETE REPRESENTATION BASEBALL AGENT DIGITAL STRATEGY UX/UI HIGH-TRUST DESIGN

THE ATHLETE READS FOR

CREDIBILITY AND LEVERAGE

THE PARENT READS FOR

CHARACTER AND STAYING POWER

WHAT BOTH NEED

A WAY IN THAT FEELS PERSONAL

TWO READERS, ONE DECISION SCHEMATIC ONLY

3

Services published, each People named on the team

with a one-line description page, with full biographies

PUBLISHED PUBLISHED

CLIENT SECTOR SERVICES FOCUS REVIEWED
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THE BUSINESS

TRUST IS THE PRODUCT.
THE WEBSITE EARNS
IT OR LOSES IT.

A The athlete. Has this agency done this before, and can they get
Weisz Sports Management represents baseball players, amateur, me what | am worth?

drafted and professional, and the families standing behind them. The
P The parent. Who are these people, and will they still be here

site states the scope in three words at the top of the home page: when it goes wrong?

Representation. Relationships. Results.
+ A site that serves only one reads either mercenary or soft.

Reduce that to contract negotiation and the business disappears. The
published service list runs to nine lines and only two are about signing
a deal. The rest cover draft preparation, recruitment, NIL, sponsorship,
endorsements, equipment, career management and financial and
family guidance. That last line is doing quiet work, and the home page
explains why: representation goes far beyond baseball.

THE CHALLENGE

PRESSURES THAT ALL LAND ON THE SAME PAGE

Representation is bought on trust, by two people at once, usually long before
anyone picks up a phone. Five pressures shaped the build.

RECRUITING IS THE RELATIONSHIP CAREERS ARE THE FAMILY IS PART CREDIBILITY MUST
COMPETITIVE AND IS LONG UNCERTAIN OF THE DECISION BE SHOWN
PERSONAL A family is choosing who Injury, release, the draft Often the decisive part, a Everybody says

Agencies compete for the will be in the room for the going the wrong way. The parent who knows nothing experienced, connected
same small group of next ten years, a character agency's real value shows about agency economics and honest. Only specifics
players, often through the judgement websites are in the bad years nobody and everything about survive comparison:
same coaches. By the time badly built for. wants on a homepage. whether people are straight named people, named

a family is on the site, they with them. histories, named

are comparing two or three institutions.

names.

The organising principle: answer the scope question once and completely, put
real people with checkable histories in front of the reader early, and make the

first contact feel like an introduction rather than an application.

THE SEARCHES BEHIND THE VISIT

FAMILIES SEARCH FOR AN AGENT,
AND JUDGE THE PEOPLE BEHIND IT

Most arrivals come by referral from a coach, scout or teammate, and many also
search. Each search carries a different worry. The terms below are the language
visitors use, shown as search language, not as a list of services offered.

FINDING AN AGENT AGENCY AND MANAGEMENT REPRESENTATION AND

The site represents baseball players across the Representation, Relationships, Results. The CONTRACTS
amateur, drafted and professional stages. Its agency keeps its roster small on purpose and
FAQ explains what certification as a player treats career management as part of the job. A contract negotiation page names four
agent involves, which is advice a family can contract types alongside amateur draft
check. Sports management Sports agency advisory services.

Sports agent Baseball agent Sports management agency Athlete representation

Baseball agents Sports representation agency Player representation

Professional sports agent Athlete agent Athlete management Sports contract negotiation

NIL ENDORSEMENTS AND MARKETING AGENCY SEARCHES

NIL representation is a named service, with a SPONSORSHIP Marketing is one part of a representation

director of NIL and marketing who ownsiit. It is agency's work here, not a stand-alone offer.

the newest service and the one families are Sponsorship, endorsements and equipment

least equipped for. contracts are each published services, and a Sports marketing agency

marketing page covers public relations and

NIL representation NIL deals appearances.

NIL marketing Athlete endorsements

Athlete sponsorship Athlete marketing

These terms describe how people search, not what the client offers. The agency
represents baseball players. NIL and marketing are services within

representation, and no deal, value or outcome is claimed for any player.

WHAT WE BUILT

01 / 07

SIX STAGES, TWO READERS, ONE DECISION

Almost none of this journey happens in conversation. By the time a family calls,
most of the judgement has been made from a phone, usually in the evening,
usually together. Because arrival is rarely cold, the site's job at the start is
confirmation, not persuasion: it has to look like the agency the referrer described.

€ @ @ € )

DISCOVER UNDERSTAND SEE THE BUILD START

SCOPE VALUES TRUST TALKING
Arrival is Nine services, Beyond baseball, Named people, An introduction,
rarely cold one screen in plain prose checkable not an application

DESIGN FOR TWO READERS OR LOSE ONE
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ANSWER THE SCOPE QUESTION
ONCE AND COMPLETELY

The most common failure in this category is a family not

NINE SERVICES

01 Draft preparation

knowing what an agent actually does for them before the 02 Contract negotiation

draft. Nine named services with one-line descriptions answer . N
03 Recruitment and navigation

that on one screen. Read a second time as career needs, they

stop being a menu and become a map of a player's life, from 04 NILrepresentation

the amateur stage through the professional stage to the part

that is not baseball at all.

05 Sponsorship

06 Endorsements

ONLY TWO ABOUT THE Draft preparation leads the list, and contract

07 Equipment contracts

DEAL negotiation is one of nine, not the whole

business. 08  Career management
THE LINE THAT EXPLAINS Financial and family guidance is the only 09 Financial and family guidance
THE REST service not about baseball, published as a

named commitment.
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REPRESENTATION GOES
FAR BEYOND BASEBALL

ONE PAGE, TWO READERS The home page states the values in plain first-person prose:
the agency stands by players and their families through every

THE ATHLETE S stage of their careers, especially the moments that have

Has this agency done this before? cans nothing to do with the field. It is specific about the
unglamorous part, and specificity is the only thing that reads

THE PARENT as true here. A featured player video sits directly above it, so

Will they still be here when it goes wrong? Reads the reader connects the two without being told to. The most
important paragraph on the site is the one that looks least

BOTH designed, which is correct.

Served

Served on the same scroll, without conflict

TWO SPEEDS ON ONE The athlete scans the nine services. The parent
SCROLL reads the values.

VIDEO USED ONCE A hero video sets the register in the first
second, then gets out of the way.
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PEOPLE, WITH HISTORIES
YOU CAN CHECK FOUNDER / CEO Agent

Certified MLB player agent, 15+ years in the agency business

THREE PEOPLE, AS PUBLISHED

The team page does the most conversion work on the site.
Three people appear with titles and full biographies: a

founder, a director of operations and recruiting, and a director OPERATIONS & RECRUITING

Division | playing career and college operations roles

College

of NIL and marketing. A playing career, a coaching career, an
operations role, a degree. Each is a small story about how that

person came to understand what they are paid to advise on, NIL & "ARKETING N".
and every piece can be verified by someone who wants to. Sport management degree, agency and collegiate experience

Credentials are reproduced as the client publishes them.
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FHE THROUGH- LENE A ROSTER KEPT SMALL ON PURPOSE

_ _ The sharpest positioning on the site answers the young
Scope. Nine services answer what.

l

player's unspoken fear: a big agency's client list is its proof

People. Three named leaders answer who. and its threat at once. Declaring the roster small on purpose,

{

so every player gets real attention and not justanameon a

{

Position. A small roster answers will | matter. . . o _ _
client list, turns the agency's size into the reason to sign. It is

Family first. Stated early, repeated at the point of contact. falsifiable, which is what makes it persuasive. The same

l

thread runs to the services page, which says above all, family

first, and to the contact page.
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ADVICE THAT DOES NOT
BENEFIT THE AGENCY

The FAQ has two questions, both the right ones. The first tells

a family how to stay eligible rather than how to sign: whether

talking to an agent affects NCAA eligibility, the advisor

distinction, and the warning that accepting anything of value THE TWO QUESTIONS
or signing representation documents costs amateur status.
The second explains what player-agent certification actually ?  Doestalking to an agent affect NCAA eligibility?
involves. A family that believes a conversation might cost » What does MLBPA certification involve?
eligibility will never start one, so the FAQ removes the fear

that blocks the next step.

EXPLAINING THE Setting out how certification works is a
STANDARD stronger signal than claiming to meet it.
ROOM TO GROW Two questions is a fraction of what a family

asks, and the pattern can take many more.
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THE CONTACT FoRN AN INTRODUCTION, NOT AN APPLICATION

First and last name

{

Every path ends at one ask, and the closing block states the

- Email and cell phone visitor's own situation back to them: looking for
representation? The contact page is headed Become Part Of
) Notes The Weisz Sports Family, framing the first message as an
- File upload for a resume, graphic or other supporting file, up to introduction and closing the loop opened by family first three
50 MB

pages earlier. The form accepts a file, because the first thing a

player wants to send is video or a resume.

RESULTS & IMPACT

AN ARCHITECTURE, STATED AT
THE LEVEL IT C/

No performance data was supplied and none is claimed. What follows is

capability created by the structure, which is different from a result.

9 - The scope question, answered once Specifics instead of adjectives
ser‘ Nine services with descriptions settle what most . Certification, institutions and prior roles, each

agency sites never make clear at all. verifiable by a family that wants to check.

3 ‘ Named and accountable : Athlete and parent both served
\
pea ~ Three leaders with titles and full histories, " Scannable scope for one, written character for
against the category default of a logo and a the other, on the same scroll.
form.

s " The roster as the offer An introduction, not an application
ma The one claim a larger competitor structurally Afile upload so the first message can carry

cannot match. evidence.

No athletes, representation agreements, contract values, earnings, draft results, sponsorships,
roster size, client count, enquiries, signings, traffic, rankings or revenue are claimed. None were
supplied. Experience and certification are the client's own statements, reproduced as published

and not verified here. Nothing on this page states that any player is represented by the agency.

WHAT'S NEXT

A PAGE FOR EACH SERVICE

NIL, sponsorship and career management deserve their own pages for
the family that wants detail after the overview, the most serious prospect

THREE WAYS T0
DEEPEN THE TRUST GROW THE FA0

When to first talk to an agent, what changes when a player signs, what
happens if he is not drafted, and who to call when something goes wrong.

The positioning is sound. The next layer gives each service room to MEASURE THE JOURNEY

breathe and shows which part of the journey does the work. Form starts against completions, whether the file upload helps, which
page preceded each enquiry, referral against search arrivals, and share of
visits on a phone.

QUESTIONS

ABOUT THIS SPORTS MANAGEMENT CASE STUDY

IS WEISZ SPORTS MANAGEMENT AN AGENCY FOR BASEBALL PLAYERS? +
DOES THE SITE COVER NIL DEALS, ENDORSEMENTS AND SPONSORSHIP? +

IS IT A SPORTS MARKETING AGENCY? +

SOME DECISIONS ARE
MADE LONG BEFORE

A

Bytes & Partners builds digital experiences for brands where

trust and performance both have to be evident, and where DOWNLOAD THE FULL CASE STUDY

the person deciding is reading quietly, comparing you to

two others, and will never tell you what tipped it. If your
business is a relationship rather than a transaction, your
website is the first interview, and you are not in the room

for it.
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