
To the over 5 Million people who have visited us, we say “THANK YOU”! 
SportsplexUSA.com

Celebrating 20 Years in Poway
Roll Back  Prices

Weeknights in January
Hamburger - $3.50
Hot Dog - $2.00
Domestic Beer - $2.50  

Roll Back  Prices

Weeknights in January
Hamburger - $3.50
Hot Dog - $2.00
Domestic Beer - $2.50  

LEAGUES

Adult Softball
Adult Indoor Soccer
Youth Indoor Soccer
Corporate Events   
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When Bill Berghoff came out to Poway 
to help out his dad with a new business 
venture, it was only supposed to be for 
a year.

“I’m still here, 20 years later,” he said 
this week. “It’s weird the way the world 
works, but I couldn’t be happier.”

This month, Berghoff and Sportsplex 
USA are celebrating their 20th anniver-
sary of not only being in business, but 
being in a partnership with the City of 
Poway.

“They’ve been fantastic partners,” said 
Berghoff of working with the city. “The 
community of Poway have welcomed us 
with open arms.”

Sportsplex was also given an award in 
recognition of their 20 years of partner-
ship with the city at Tuesday night’s City 
Council meeting.

Sportsplex USA, located in the busi-
ness park at 12349 McIvers Court, is a 
unique, jointly owned public-private part-
nership between Berghoff and the City 
of Poway. The sports park provides a safe 
and entertaining place to play softball and 
adult and youth indoor soccer, as well 
as viewing stands for proud parents and 
families, and a pub to grab a beer or a 
snack after the game. The sports park 
has three softball fields with full fences 
and electronic scoreboards, four slow- 

pitch batting cages and two indoor soccer 
fields, as well as a play area for children. 
According to Berghoff, over five million 
people have visited Sportsplex USA over 
the past 20 years.

The City of Poway owns the land 
Sportsplex operates on, and built the fa-
cility, which is maintained, operated and 
staffed by Sportsplex USA.

“This venture has been a win-win-win,” 
said Berghoff. “It’s a win for the city, by 
having complete cost avoidance and real-
izing a rent and several million dollars of 
economic impact annually; [Sportsplex] 

wins by having this beautiful facility to 
operate, and the players win by having a 
state-of-the-art, well-operated facility for 
recreation.”

The success of Sportsplex USA in Po-
way led to the opening in 2010 of a second 
facility in Santee.

In celebration of its 20th anniversary, 
Sportsplex will be having deals in its 
Post-Game Pub, selling draft beer for 
$2.50, hot dogs for $2 and burgers for $3 
throughout the month of January.

The sports park won’t be resting on 
its laurels during its anniversary year. 
In February, a partnership Sportsplex 
has formed with seven Poway Unified 
School District schools will begin, which 
will serve as a fundraiser for the schools. 
Sportsplex will donate directly to the 
schools for each student ages 3 to 12 
who signs up for Sportsplex’s Youth Soc-
cer League. The teams will be co-ed, and 
Berghoff said they hope to move forward 
with a partnership with the entire district 
if the first session, which begins Feb. 1, 
goes well. Sportsplex runs a similar pro-
gram in Santee.

“We’ll be continuing to do a bang-up 
job here in Poway [in 2014],” said Berg-
hoff. “We’re looking forward to another 
20 years of partnership with Poway.”

For more information on Sportsplex 
USA or the leagues it hosts, call 858-679-
4000 or visit www.sportsplexusa.com.

Sportsplex marks 20-year partnership with Poway

Sportsplex USA owner Bill Berghoff. 
� Photo by Emily Sorensen

BY EMILY SORENSEN

BUSINESS PROFILE Penny wise, pound foolish
When is it better to not 

market? 
� — Jeffrey Glover

You just know I’m going 
to say “Never.” But my an-
swer is borne of experience, 
not greed.

Every business must deal 
with cash flow, constantly 
deciding between necessi-
ties and luxuries. Marketing 
is a necessity, since, as the 
saying goes, it takes money 
to make money.

Last year a La Jolla Real-
tor asked me to rebuild her 
compromised 60-page web-
site. Despite several cost-
effective options (all under 
$20,000), she opted to post 
a single landing page with 
her contact information. It 
remains to this day.

Every other Realtor 
serving La Jolla has an 
impressive website. Hers 
is this single page that says 
nothing.

Now we know La Jolla’s 
median home value is 
$965,000, making it one of 
the nation’s priciest mar-
kets. 

Assuming the industry 
standard sales commis-

sion (6 
percent); 
$2,000 
advertis-
ing costs 
for each 
property; 
and a co-
broker 
splitting the commission; a 
single property sale should 
net this Realtor roughly 
$26,950. 

Which means a single ad-
ditional sale would have paid 
to recreate this important 
marketing tool. Once built 
the site would have helped 
create additional incremen-
tal sales, each with potential 
revenues of $26,950-plus.

Assuming the site lasted 
five years and generated just 
one extra sale annually, her 
investment would generate 
roughly $134,750 in sales 
— a return on investment 
of 13:2.

Your business also needs 
certain marketing tools to 

Rob Weinberg
ASK MR. MARKETING

See MARKETING, Page A25


