I. Executive Summary

The West Michigan Whitecaps are a Single A baseball team and is a minor league affiliate with the Detroit Tigers. The Whitecaps are located in Comstock Park, Michigan a suburb of Grand Rapids. The Whitecaps have had some successful seasons in the past, but have had below average seasons the last two years. Partnered with the bad economy, the below average seasons have caused the Whitecaps' attendance to drop over time. Our plan is to raise attendance back to how it used to be.


Our plan includes weekly events that will offer a better and more exciting experience while the fans are watching the game. These events will also provide a more affordable experience, which we feel will attract more fans to the ballpark. We will also have special events to attract many fans in order to achieve a sellout. These events will include a Star Wars Night, a 90's Night, a Blue Out, and a Pink Out. These are all themes that are popular with many fans and will bring them out to a game. 


We will place the Whitecaps organization throughout the surrounding communities through various types of media and community events where the players make appearances. Through the various advertisements, display, and publicity we hope to attract more fans to the games in order to achieve our goals for the year. 


With all of this in place, we feel that the Whitecaps organization will thrive like it has in the past. Achieving our goals is the best way to return the team to its former glory, and in turn returning much of the strong fan base that the team has seen before.

II. Description of the Company/Organization
The West Michigan Whitecaps are a minor league baseball team, affiliated with the Detroit Tigers who compete at class A in the Midwest League. They are located in Comstock Park, Michigan which is a suburb of Grand Rapids. The team was relocated to the Grand Rapids area in 1994 after being previously called the Madison Muskies, which was located in Wisconsin. They were originally affiliated with the Oakland Athletics before switching to the Detroit Tigers farm system in 1997. The Whitecaps play at Fifth Third Ballpark in Comstock Park, Michigan. The Ballpark was previously named Old Kent Park before the 2002 season. The team’s official mascots are Crash the River Rascal and Frankie the River Pig. 


The Whitecaps have been known for their on-field success in the past years. They have posted ten winning seasons in their 18 year playing history winning the Midwest League five times. The Whitecaps have been known to draw big crowds due to this success. Their attendance record set in 1996 is 547,401. The team has also made headlines with their Fifth Third Burger, a four pound 4800 calorie hamburger that uses 1.66666 (5/3) pounds of meat. This burger was featured on the Travel Channel’s “Man v.  Food” when the host Adam Richmond came to the ballpark on July 15, 2009; the episode aired on September 30th 2009. In the episode Adam is trying to complete the Fifth Third challenge by finishing the burger by the 9th inning to win the commemorative t-shirt and have his picture forever on the Wall-of-Fame. 


Due to the economic down turn the Whitecaps are suffering a dip in attendance even with the newly installed scoreboard and video screen. The on-field success has dipped also. The Whitecaps have failed to make the playoffs since their 2009 appearance.  The Whitecaps hope to turn around the attendance and on-field play with the West Michigan fans. West Michigan area made up of many large suburbs and the second largest city in Michigan (Grand Rapids). This large population helps support the fan bases for the Whitecaps and other teams like the Grand Rapids Griffins and the Grand Valley State Lakers. This area is very diverse converging many different ethnic and religious backgrounds. This area is also known to be very religious as shown by its nickname “The Bible Belt”.  See the chart below for demographic, geographic, and psychographic information about our target market.
	Demographics
	Geographics
	Psychographics

	·  All Ages
· All Ethnicities

· Married or Single
· Family Size, 1-6

· Income Level, $15,000-$300,000
	· Area Spans from Lake Michigan, to Hart, to Saranac, and to Kalamazoo 
	· Family Oriented
· Religious

· Loyal to the Area




III. Objectives

The first goal with our promotion plan is to increase the attendance average to at least 7,000 fans per game. The current average attendance is currently 5,129 fans per game. To measure our achievement, we would count the fans each game to keep track of the attendance. Along with averaging the 7,000 fans per game, we would also like to accomplish one sellout game in the upcoming 2013 season.  To measure the achievement of this goal we would keep track of ticket sales for each game.  Lastly, we would like to decrease the number of fans per point of sale (POS) to 1 per 125. Currently the POS is at 1 per 150. To measure the success of this goal, we will keep track of point of sale contacts. 

IV. Schedule of events

A. Special Events

We plan to keep many of the promotional events that the Whitecaps already do like All Faiths Night on Mondays, Fireworks on Wednesdays and Saturdays, Thrifty Thursdays, Tiger Fridays, and Family Sundays. Although we plan to keep these events we plan on making small changes; such as having the fireworks on Tuesdays and Wednesdays. On Saturdays we plan to have a Little League Day, where Little League teams can sign up to warm up with the players before the game and get a private postgame autograph session. The Little League team will be able to catch fly balls in the outfield and pitch in the bullpen between certain innings.  We plan to use these weekly events to get a good, consistent attendance.


Along with these weekly events we plan on having special event nights like, our Star Wars Night. Our Stars Wars Night will include special jerseys for both of the teams, with the Star Wars theme. We will also be hosting Darth Vader and Stormtroopers at the ballpark, with Vader throwing the first pitch. Fans are encouraged to wear Star Wars apparel and the first 1,000 fans will receive a Star Wars glow-in-the-dark bracelet of various colors (red, blue, or green). Please see appendix for a copy of the advertisement for this event.

Another special theme night we plan on having is a 90’s night. The Whitecaps players will be wearing the original 1994 jerseys, with fans encouraged to wear 90’s themed clothing. Everything in the ballpark will have a 90’s theme, from the workers, to the mascots, to the videos shown on the video board. We will give away 1994 inaugural season pennants to the first 1,000 fans to arrive at the ballpark.  Please see appendix for a copy of the advertisement for this event.

We would like to support breast cancer by holding a pink out game on Mother’s Day weekend. We would be supporting the Kelly Cares Foundation and their fight against breast cancer. This will feature pink jerseys worn by the players, as well as pink uniforms for the workers and mascots. Fans will be also encouraged to be wearing pink as they will get half off of their ticket by doing this. All proceeds will be donated to the Kelly Cares Foundation. We will be recognizing breast cancer survivors during the game and we will also be recognizing Paqui Kelly, a two time survivor, by honoring her with the first pitch. Please see appendix for a copy of the advertisement for this event.

Not only do we recognize breast cancer we will also be supporting prostate cancer. On Father’s Day we plan to have a blue out game.  The proceeds of the game will be given to the Van Andel Institute’s fund for prostate cancer. During the game the players’ jerseys will be flipped, with the main color a light blue, and the secondary color a dark blue. The staff and mascots will also be wearing light blue. Fans will be encouraged to wear light blue to the game. We will recognize prostate cancer survivors during the game. Before the game we will be presenting a representative of the Van Andel Institute a check. He or she will also be starting the game with the first pitch. Please see appendix for a copy of the advertisement for this event.
B. Advertising

To make fans aware of the events and various games we will have to have advertising through many different channels. We plan on having TV ads through local network channels such as WOOD-TV 8. We will also be using social media sites like Twitter, Facebook, and Instagram to promote events and games to mass groups of people. The Grand Rapids Press, Muskegon Chronicle, and the Advance newspapers will all have advertisements for the various events and games. Another way we will be advertising is through various billboards and fliers throughout the local communities. Lastly, popular radio stations such as, 104.5 WSNX, 105.3 HOT-FM, B-93.7, and 101.3 The FOX ROCKS will all host radio ads that will promote the events and games. Through all this advertising we hope to attract more fans to achieve our goals for the year.  
C. Display

To attract more fans and make them familiar with our brand, we will have to have lots of brand display. We will be displaying our brand in many different places, both at the ballpark and in local communities. We will place additional souvenir stands in the outfield seating and the first base line seating, as well as banners and posters throughout the ballpark. We are also planning on adding the Whitecaps Logo to the Fifth-Third Ballpark sign. In the local communities we will have various signages in neighborhood businesses. Displaying the Whitecaps Brand will help strengthen the fan base through adding more fans.

D. Publicity

To get good publicity for the Whitecaps organization we will have various events and

appearances in the community. Appearances will include players and mascots visiting schools, hospitals, and local little leagues. A charity alumni game and a kids camp would be some of the community events help by the Whitecaps organization. For all these events and appearances we will send press releases to local radio stations, TV networks, and newspapers. This will help create good publicity and a good image for the Whitecaps organization. 

V. Responsibility Sheet

Organization is key when holding the various events that we will be planning to hold. This responsibility sheet shows how we stay organized for the events by assigning jobs to certain groups.

	Task
	

Facilitator

	Special Events 
	Marketing; Group Leader: Austin Forest

	Weekly Events
	Marketing; Group Leader: Blake Bachelor

	Press Releases
	Public Relations; Group Leader: Blake Bachelor

	Advertising
	Marketing; Group Leader: Austin Forest

	Contacting Special Guests
	Human Resources; Group Leader: Austin Forest


VI. Budget
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Everything costs money, from paper, to giveaways, and don’t forget advertising. This means that every promotion plan must have a budget in order to manage their expenses. This is our plan to manage our expenses. Please view our budget in the chart above.

For special events we have to budget for weekly promotions as well as the special event nights. Our weekly promotions budget will be $83,000 per week. This number is based on the price for doing all of the promotions in one week; this means that the actual cost will be much less due to only having 3 or 4 games in one week. Plus, our projected weekly ticket sales are around $245,700, with our merchandise and concession sales our profit should be at an expected amount. 


We have four special events through the season. Our first is a Star Wars Night and our expected cost for the night is $6,500; this includes special team jerseys, giveaway bracelets, a Darth Vader costume, and Stormtrooper Costumes. Another event we are doing is a 90's Night. The expected cost for this event will be $4,500; this will include team throwback jerseys, pennant giveaways, and employee uniforms. We have two charity events, a Pink Out game and a Blue Out game. For each of these we budgeted $54,000; this is much higher due to the cost of the donations as well as the cost for jerseys and employee uniforms.



Advertising is one of the most important parts of a promotional plan as well as the most expensive. In the Grand Rapids Press we have budgeted for a weekly $100-$200. The Muskegon Chronicle and the Advance we have budgeted a weekly cost of $100 dollars each. We also need to budget for our Billboard advertisements. We need to budget for $1,500 dollars every month for billboards. The television advertisements are much more expensive. We plan to run a maximum of 20 television advertisements weekly. This means we have to budget $66,000 for the whole year. In total we have $105,600 budgeted for the whole year.


The next thing we need to budget for is our display. All our Display items are a onetime purchase. Our new souvenir stands we have budgeted $100. Our new banners are budgeted for $200. The new Whitecaps logo we have budgeted for $1,000. We have $1,300 budgeted for display all year.  One of our added expenses will be paper. We plan to budget for 1 million pieces of paper. This will cover all our fliers any other papers we need throughout the year. We budgeted for $18,000. 



Another thing we will need to budget for is publicity. Publicity is a very low cost expense because a lot of it is charity work done by the players and workers. Press releases will not be any expense to us. One event we will need to budget for is our kids camp with the players. This will be a small expense, but we budgeted for $250. Publicity is not expensive but it is an important part of the promotional plan.  
VII. Statement of Benefits to the Company/Organization

This plan was made to make the West Michigan Whitecaps organization more successful, with these promotions, events, and displays the organization should succeed. This plan will gain the Whitecaps a larger attendance, giving them a stronger, more consistent fan base. A good fan base can lead to a sellout game during the year. A good fan base can also inspire the team to give a better on field performance. The increased attendance should also achieve our goal of raising the POS ratio to 1 fan per 150 POS. With more fans and a better on field performance the Whitecaps organization should see a rise in sales and their profits. This plan should also create $5,405,400 in revenue on ticket sales alone; this coupled with revenue generated from merchandise sales will increase the overall revenue and profits from previous years. This hopefully will bring in statewide attention and maybe garner some national attention. 

VIII. Bibliography

http://www.stadiumjourney.com/stadiums/fifth-third-ballpark-s357/
http://www.milb.com/team1/page.jsp?ymd=20110325&content_id=17112378&vkey=team1_t582&fext=.jsp&sid=t582
http://www.captainboom.com/fireworks-faq.php#cost
http://www.webobble.com/baseball-player-custom-bobble-head-2
http://www.milb.com/promotions/page.jsp?ymd=20110513&content_id=19005764&vkey=promo_t582&fext=.jsp&sid=t582
IX. Appendix
Pink Out Event Advertisement

Blue Out Event Advertisement
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Star Wars Night Advertisement

90’s Night Billboard
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