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The 5/3 Bank Outdoor Hockey Classic Advertising Campaign


The 5/3 Bank Outdoor Hockey Classic will use an advertising campaign in order to inform the high school hockey community about this event, to attract fans to this event, and make the event more exciting for the participating athletes. The final reason that this campaign is being built, is to remind potential attending fans about the fun of high school hockey.
I. Objectives


The three objectives that I have formed for The 5/3 Bank Outdoor Hockey Classic are: to get this events advertising off the ground, to have an event attendance of at least 3,000 fans over the whole weekend, and to have enough ticket sales to return next year and put this event on again. I believe that these goals are measurable. The first is very reachable as any advertisement is getting the campaign off the ground. The second and third goals will depend on how well we advertise and attract fans to the game, if we can attract new fans then we have reached an entirely different goal that we can be proud of.
II.  Target Market


In order to determine the success of the second and third objective statement, we need to establish a target market for the 5/3 Bank Outdoor Hockey Classic. The target market’s demographics are: people ages 16+ and anyone with young children. They are earning a minimum wage at least for high school students; for adults, a middle class wages; each with a high school education; they are also male Caucasians, because the fans typically fit that description. The geographics of the 5/3 Bank Outdoor Hockey Classic is the region of West Michigan. This is a very large area as it contains communities such as Zeeland, Hudsonville, Holland, and Grand Rapids. The psychographics of the target market are people that value a fair price for entertainment, good quality of entertainment, a family oriented event, sportsmanship, competition of sports, and fun. A behavioral variable that may be prevalent in the target market is that the fans use the 5/3 Bank Outdoor Hockey Classic as a way to have some good old family fun. If this target market is properly marketed to, the result will be the meeting and completion of all of our objective statements.
III. Budget Projection
A. Cost of Advertisement
The Cost per half page Sunday ad insertion is $3,457.35 for the Grand Rapids Press. This is a very expensive ad price as it is a widely known and sold paper throughout Michigan. For one large ad in the Holland Sentinel is $33 per day, it is only $13 per day for a small ad. The Grand Haven Tribune charge $3.99 for a quarter page ad that runs for a week. I feel the best combination is three Sunday ads in the Grand Rapids Press, six large ads in the Holland Sentinel on Saturdays and Sundays, and two weeks of a quarter page ad in the Grand Haven Tribune. These ads will run two weeks prior to the event and the weekend of the event. This mixture should attract a quantity of people to the event.
B. Media Costs
The radio station 104.5 WSNX charges $45 for an ad that play once an hour every hour for a day. I plan to make a radio ad that will be played on this station that will start two weeks prior to the event and continue the weekend of the tournament. I don’t plan on making a television advertisement as I feel the other best media choice is social media. I plan on making a facebook and twitter that will be started up a while before the event to give updates on the tournament. We will also set up a youtube channel that will feature tournament updates and highlights of the participating teams in the event. The cost for this would just be the cost of a video camera and microphone which is around $1279.
C. Specialty Advertisement Costs
 I came across the price for ordering tournament cheek tattoos. For 1000 tattoos the cost is $490. We will need many tattoos to hand out to all the team’s respective schools. I feel there should be 6 orders made of 1000 in order to make sure there is a good amount of the tattoos to pass out at the schools. Passing out these free tattoos should help raise attention to the tournament and bring more fans to the games.
D. Budget Projection 

i. Projected Advertising Costs

	Advertisement
	Length of time
	Cost

	
	
	
	
	

	Print Media
	
	Two Weeks
	
	$10,578.03 

	Broadcast Media
	
	Two Weeks
	
	$630 

	Specialty Advertising
	
	6000 Tattoos
	
	$2,940 

	Estimated Total
	
	
	
	$14,148.03 

	


IV. Print Advertisements 

The below advertisements are examples of newspaper advertisements. They will run in three local newspapers: The Grand Rapids Press, The Holland Sentinel, and The Grand Haven Tribune.  These advertisements include the five parts of a good print advertisement: a headline, a copy (or message), illustrations, the signature, and a slogan. In believe that these advertisements will draw in fans who notice the ads in or read the local newspapers. If these ads are seen in the newspaper then they will be mentioned to friends and family and then more people will want to go to the tournament. 
A. Fifth Third Ballpark Advertisement
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This example is an example of a print ad that I will post in the newspapers in order to draw people to the Fifth Third Bank Outdoor Hockey Classic. The ad contains the five parts of a good print advertisement, and it also appeals to the target market who reads the newspaper. This ad will draw people to the tournament. This advertisement appeals to my target market because my target market likes sports and competition along with fair pricing for entertainment. 
                 B.   
Hometown Pride Advertisement
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My final example of a print advertisement is showing where all of the competing schools are from. The advertisement includes the five requirements of print advertisements and appeals the reader, by appealing to their hometown pride. The hometown pride advertisement relates to my objective statements, because by promoting my tournament, I will get the ad campaign off the ground as well as increase sale to hopefully surpass my goal of 3000 fans attending over the whole weekend.
V. Broadcast Media

A. Application of Radio Advertisement

This radio advertisement applies to the objectives because it will help to increase sales and get us closer to our goal of 3000 people in attendance over the weekend and expand on our goal to get the ad campaign off the ground.  
B. 
Radio Advertisement

On January 4th through the 6th a frozen attraction is coming to Fifth Third Ballpark! The Fifth Third Bank Outdoor Hockey Classic! Featuring 16 teams from all over West Michigan fighting for the right to hold up the trophy and call themselves champions! Admission is $5 and kids 3 and under are free! Fun for the whole family with sledding in the grass seating areas! It’s a Winter Wonderland so come to Fifth Third Ballpark and cheer on your school! 
VI. Social Media
A. Facebook Page 

 The advertisement below is a Facebook page. It would be an event that people can invite their friends to. People will see the page and consider going to the tournament. I used facebook because on a social network there is no telling how many people will see the event. I probably will use this method frequently as social networking is huge right now in the world, and this would accomplish my objectives.      
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VII. Specialty Media   
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A. Explanation of Specialty Advertisement

The above advertisement is an example of my specialty advertisement. I will hand out these tattoos at all of the participating schools, and every time someone sees one of the tattoos they will think of the upcoming tournament. It will be relatively inexpensive for a large number of the tattoos. This will help to meet objectives by increasing the number of people that are aware of the tournament, by increasing awareness we will increase ticket sales to our target market and in general.
VIII. Conclusion 
This advertising campaign for the Fifth Third Bank Outdoor Classic includes everything necessary to successfully market the tournament to potential spectators. I have included all of the parts that are required for a good campaign, and have tied all of my advertisement and promotional items back to my three objective statements. All of my methods of advertising from print media, to broadcast media, to specialty advertisements, helped me put forth my best effort to achieve my objectives of getting the advertisement campaign of the ground, to have at least an attendance of 3000 for the whole weekend, and to make enough profit to come back next and put this event on again. My objective statements, or goals, are quite easily measured by looking at our ad campaign and looking at our attendance and profit. I think that all of these methods of promotions and advertisement make the Fifth Third Bank Outdoor Hockey Classic a successful event.
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