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June 21, 2009


To: Mark Thompson – NU COM 630

From: Chris Brazelton – NU COM 630

Subject: UCR Men’s Basketball Marketing Communications Plan 2009 – Student Involvement
Overview: The objective of this marketing communications plan is to raise student interest and involvement in UCR men’s basketball. The goal is to upgrade the student section and create more of an advantage at home games; generating revenue in the process. The strategy will use all available media outlets; promoting recent success and the development of the “Riverside Rowdy’s.” By increasing student involvement, the activity on campus, revenue received for the program, and home court advantage will all make progressive strides. 
Background:The 2009-2010 seasons growth in student involvement will be fueled by the introduction of the “Riverside Rowdy’s.” The Student Recreation Center on UCR’s campus, at full capacity houses 3,500 people. Within its ten year division 1 history, the basketball program has averaged 535 people in attendance for games. In the 08-09 season, this attendance rose to 857 person average. This number is not nearly where it needs to be, and the students play a large par in this.

The “Riverside Rowdy’s” will be introduced to the students starting July 28th, 2009 at the student orientation for new students. This group, led by two students (boy and girl) and an advisor, will be the catalyst to increasing student involvement. The minute new students step on campus, they will be informed and aware of the team’s recent success and how they can get involved.

Target Market: There are 18,000 students on the UCR campus which make up the immediate target market. The goal is to create a student ran organization that contains students who join the Riverside Rowdy’s group. The group will not turn away anyone who wants to be a part of it. Therefore, individuals from the local community that have an interest in getting involved, have the opportunity to do so. Allowing non-students to participate makes the target market a little more broad. 
Strategically this plan will take place on an eight month schedule (4 prior to the season, and 4 during the season).Using the phrase, “Riverside Rowdy’s – We Run This House” will signify the copy. The plan hopes to use this phrase promoting a tie between the students, the team, and home court advantage. 

Marketing Communication (MarCom) Plan Objective: Company goals are to gain revenue, provide a reputable product, and reach audiences and publics currently disengaged; hopefully persuading them to get involved. At some point the brand needs to be able to sell itself; through winning and good entertainment. The objective of the plan is to increase student involvement with the program. The plans objective and company goals tie in with one another in that the increase in student involvement will equate to better game environment and more active campus life. As Anthony Young states, “today’s consumers increasingly want to feel good about their purchases and buy brands that reflect their ethical morales” (2007). UCR men’s basketball acknowledges today’s consumer and is attempting to provide a better product.

MarCom Goals: We have identified several goals to quantify our progress vs. the objective. Our first goal is to reach 500 Riverside Rowdy members, which will boost overall attendance. The Rowdy’s will have a special section to sit at games, wearing group shirts, representing the overall group. We will keep a running list of individuals that sign up to be a part of this group. Upon registration to join the group, individuals will receive a t-shirt and confirmation via email. Being that this mark meets a portion of our objective, we will be able to use this as an indicator of growth.

Another goal is to reach 2700 (15% of 18,000 students) contestants on the UCR men’s basketball webpage “Riverside Rowdy’s Contest,” by December 31st, 2009. 
MarCom Strategies: Three strategies form the cornerstone of our plan; outdoor media, traditional print advertising, and web interactive. The outdoor media will take full advantage of billboards, posters, and banners. The copies and graphics will tie in students at games and the featured players on the team. The billboards will be strategically located within 30-50 miles from campus. With the University being centrally located, billboards have an opportunity to provide exposure North, South, East, and West of campus. As the Rowdy’s group grows, members will contribute to the distribution of the 500 posters made. Posters will go anywhere and everywhere they are accepted, starting on campus and expanding to local businesses. 

Another strategy to be used will involve traditional print advertising, using local newspapers and on-campus newspapers as the media outlets. The message will be consistent, relating to the Riverside Rowdy’s and the increase in student involvement. As the MarCom plan continues to progress, traditional print advertising will aid in marketing the plan.

The third strategy of the plan is the Web interactive. With today’s technology it is imperative that we do a great job with this portion of the plan; as the web is many peoples primary form of correspondence and communication. People will have an opportunity to sign up for the web interactive in multiple ways; email, highlander web page, fax, text, phone, and in-person sign up. Those that sign up will receive regular updates on games, appearances, and any released program news via email and text. Random contests will take place on the athletics website, providing students and fans with an opportunity to become more engaged with the program. 
Strategy 1: Outdoor Media
Outdoor media is very valuable because it forces onlookers to receive the message regardless of choice. UC Riverside will use the best resources available to deliver the message. BillBoardSource.com, one of the largest Billboard appraisal, rental, and leasing companies in the US will cater to our needs. Elite Signs and Graphics, located in Fountain Valley, CA will aid us in the designing and production of our poster. Sign-A-Rama, a large sign franchise, will be used to create and produce the banner.
Tactic – Billboard advertising:
BillBoardSource.com is a company that works with both individual clients, as well as agencies. The online website provides a free consultant that will provide estimates for the requested work. The company provides thirteen various types of large outdoor media; ranging from taxi displays to Billboard bulletins. The advertising will feature players, students, and the Riverside Rowdy’s copy. By strategically placing them 30-50 miles from campus and in, the Billboards will reach a large audience, inside and outside of the target market. UCR is a commuter campus and this advertising media will touch the incoming and outgoing UCR students as well.
Tactic – Poster advertising:
Elite Signs and Graphics is known for their creativity in outdoor media. The posters will contain the Riverside Rody’s, with lots of life and bright colors. The goal is to produce as many as the budget will allow, and distribute all over campus and the local community. The posters will be the first outdoor media to be distributed, with production starting early summer and distribution taking place during summer. 
Tactic – Banner advertising: 
Banners will be placed along the streets surrounding the school and on campus. The copy and graphic will all be similar, promoting the group. The acceptance of such advertising will continue to breathe life on campus, while promoting school pride. With a limited budget, the number produced and the location of the banners will be a selective one. 
Measurement Criteria and Source:
The chart below outlines what we will use to measure the tactics of the outdoor media advertising.
	Tactic 
	Measures
	Measurement Goals
	Source of Measures

	Billboard Advertising
	1. Receiver attitude change
2. Rowdy members increase
	1. Reach 500 Rowdy members
2. Increased student interest


	1. Pre and post campaign surveys
2. Student attendance counts

	Poster Advertising
	1. Receiver attitude change

2. Rowdy members increase
	1. Reach  500 Rowdy members 

2. Increased student interest


	1. Pre and post campaign surveys

2. Student attendance counts

	Banner Advertising
	1. Receiver attitude change

2. Rowdy members increase
	1. Reach 500 Rowdy members
2. Increased student interest


	1. Pre and post campaign surveys

2. Student attendance counts


Cost:
Four Billboards will be placed at $5,000 per month. $90,000 will be budgeted for the Billboard advertising during the eight month campaign. Through Billboardsource.com the production cost averages $1,200 per unit.
Elite Sign and Graphics production of the 500 posters at $50.00 per 100 posters. $250 will be budgeted for posters 
Thirty banners will be produced at $65.00 per banner, totaling $1,950 for all. We will take advantage of the current Sign-O-Rama sale for $60.00 off the original $120.00 price for a 3x5 size banner with full color graphics and unlimited pictures. The School will allow all banners to be hung for free during the campaign. Placing banners on city property and private property will be on a case-to-case basis; $1,000 will be budgeted for placement expense to start.
	Tactic [Name]
	Production ($)
	Media & Placement ($)
	Promotion Fulfillment ($) (redemption costs for coupons, Click through costs, donations from merch sales, etc.)
	Total Activity Cost ($)

	Billboard Advertising
	$4,800
	$80,000
	- $0 -
	$84,800

	Poster Advertising
	$250
	- $0 - 
	- $0 - 
	$250

	Banner Advertising
	$1,950 
	- $1000 -
	-$60.00 per banner
	$2950

	Total Cost

Strategy 1
	$6,750
	$81,000
	- $1800
	$88,000


Return:  
Return numbers are compiled based upon 9.4 million in revenue, 4.4 million in profit, and a 47% profit margin. 
	Tactic [Name]
	Product GM %
	Break-Even $

	Billboard Advertising 
	53%
	$55,345

	Poster Advertising
	53%
	$55,345

	Banner Advertising
	53%
	$55,345

	Total Return-B/E Required Strategy 1
	
	$166,037


Strategy 2: Traditional Print Advertising
UC Riverside men’s basketball will fund traditional print advertising to reach the target market. The on-campus newsletter, titled “the Highlander” covers all news on campus. The “Press Enterprise” newspaper covers Riverside, local news, and national news. The target market must be touched via print advertising. 
Tactics - On-Campus Newsletter 
The on-campus newsletter, titled “the Highlander” covers all news on campus. The newsletter comes out once a week, viewable by both the paper copy as well as online at www.highlandernews.com. The Riverside Rowdy’s will purchase a small ad portion of the paper to market throughout the eight month campaign. The paper is dispersed throughout campus, with the ability to reach the entire target market.
Tactic – Local Newspaper
The local newspaper, titled “Press Enterprise” covers news within the Riverside community as well as nation wide. Prior to the start of every basketball season they begin to cover the team for the upcoming year. Men’s basketball will use this opportunity to also help promote the Riverside Rowdy’s group; stating the copy and encouraging students to get involved.

Measurement Criteria and Source: 
The chart below outlines what we will use to measure the tactics of traditional print advertising.
	Tactic [Name]
	Measures
	Measurement Goals
	Source of Measures

	On-Campus Newspaper 
	1. Clip Counts

2.Consumer attitude/actions change
	1. 1 ad per week
2. Influence market perception
	1. Clip Report
2. Pre and post campaign surveys 

3. Student attendance increase

	Local Newspaper
	1. Clip counts
2.Consumer attitude/actions change
	1. 1 media mention per week
2. Influence local market perception
	1. Clip Report

2.Pre and post campaign surveys 

3.Attendance increase


Cost:
The Press Enterprise will provide a weekly ad throughout the eight month campaign for $50 per week with color. The ad will remain the same, with initial production cost of $25. The local paper will not charge for featured stories, but will charge $175 no color per ad. These will be random paid ads, therefore $1000 will be budgeted. Cost include all correspondence that takes place through men’s basketball or SID with the newspaper editors.

	Tactic [Name]
	Production ($)
	Media & Placement ($)
	Promotion Fulfillment ($) (redemption costs for coupons, Click through costs, donations from merch sales, etc.)
	Total Activity Cost ($)

	On-Campus Newspaper
	$25
	$1600
	- $0 -
	$1625

	Local Newspaper
	- $0 -
	$1000
	- $0 -
	$1000

	Total Cost

Strategy 2
	$25
	$2600
	- $0 -
	$2625


Return:
Return numbers are compiled based upon 9.4 million in revenue, 4.4 million in profit, and a 47% profit margin. 
	Tactic [Name]
	Product GM %
	Break-Even $

	On-Campus Newspaper
	53%
	$2,476

	Local

Newspaper
	53%
	$2,476

	Total Return-B/E Required Strategy 2
	
	$4,952


Strategy 3: Web Interactive
Critical to the success of this campaign is strong web interactive advertising/marketing. In 2009-10 people are using the web more than ever in day to day activity. www.gohighlanders.com, the official UC Riverside athletics website, will be the center point of the web interactive advertising.

Tactic: Athletics Website
The Highlanders athletic webpage will be the central point for Riverside Rowdy web activity. Fans will be able to sign up for the web interactive in multiple ways; email, highlander web page, fax, text, phone, and in-person sign up. Those that sign up will receive regular updates on games, appearances, and any released program news via email and text. Random contests will take place on the athletics website, providing students and fans with an opportunity to become more engaged with the program. Contest prizes will include money for tuition, coupon gifts, and free admission to games. The website will make immediate updates following any program related activity. The webpage’s job is to constantly inform and engage any/all interested in the program.

Measurement Criteria and Source: 

The chart below outlines what we will use to measure the tactics of the Web Interactive.

	Tactic [Name]
	Measures
	Measurement Goals
	Source of Measures

	Web Interactive
	1. Views

2. Web Interactive Members
	1.30,000 views
 2.18,000 members
	1. View Counter

2. Member List


 Cost: 
The primary cost for web interactive will be the contests. There will be two tuition payments give out, worth $5,000 each. The various coupon gifts will be budgeted for $500. The free entrance to games will be budgeted at $80 ($8 per ticket). The webpage production is prepaid through athletics, therefore men’s basketball/Riverside Rowdys will not incur any production cost.
	Tactic [Name]
	Production ($)
	Media & Placement ($)
	Promotion Fulfillment ($) (redemption costs for coupons, Click through costs, donations from merch sales, etc.)
	Total Activity Cost ($)

	Web Interactive
	- $0 -
	$5,580
	- $0 - 
	$5,580

	Total Cost

Strategy 3
	- $0 - 
	$5,580
	- $0 - 
	$5,580


Return:  

Return numbers are compiled based upon 9.4 million in revenue, 4.4 million in profit, and a 47% profit margin. 

	Tactic [Name]
	Product GM %
	Break-Even $

	Web Interactive
	53%
	$10,528

	Total Return-B/E Required Strategy 3
	
	$10,528


Plan Economics – Summary: 
This plan must return on its investments. The overall return will be measured by sales, donations, sponsorships, attendance, and increases in brand awareness. The overall objective of this marketing campaign is to gain revenue, provide a reputable product, and reach audiences and publics currently disengaged. 
The cost of the entire marketing plan will be $96,205, which involves each strategy and the tactics to be carried out. For the plan to break even, UCR men’s basketball/Riverside Rody’s group must generate $181,517. The basketball program must generate this through ticket sales, season ticket holders, donations, sponsorships, and selling products representing the brand. 

Summary:  
Upon review of all enclosed info, UCR men’s basketball is asking for agreement to fund this plan and begin execution. The potential for growth and capital improvement is huge, based upon the success of this plan. The University of California, Riverside has never seen a plan like this executed, nor has it seen the impact of its success. The required $181,517 to break even is a small number in comparison to the long-term impact; potentially causing the plan to become an annual campaign, upgraded yearly. 
	UCR Men’s Bball MarCom Strategy 
Measurement & Return Matrix



	MarCom Strategy
	MarCom Tactical Element & Objective
	Tactic - Measurement Criteria
	Source/s of Measurement Criteria 
	Tactic Goals (52 Week)
	Tactic Cost (52 Week)
	Return/Breakeven** ( 52 Week)

	Outdoor Media
	Billboards – reach a large audience, inside and outside the target market. 
	Views
Calls

Group Increase


	Surveys
Demographic study

Group totals

Attendance Counts
	100,000 views

Reach 500 Rowdy Members

Attentance Increaxe 
	1. $84,800
	1. Profit Req’d to cover Cost; $84,800
2. Product Gross Margin; 53%

3. Sales Req’d to cover costs $160,000 (Cost/GM%)



	
	Posters – Reach people individually, getting into tight quarters.
	Views

Calls

Group Increase


	Surveys

Demographic study

Group totals

Attendance Counts
	Distribute 500 posters 500 Rowdy Members

Attentance Increaxe
	1. $250
	1. Profit Req’d to cover Cost; $250

2. Product Gross Margin; 53%

3. Sales Req’d to cover costs $471 (Cost/GM%)



	
	Banners – Surround campus and community with copy.
	Views

Calls

Group Increase


	Surveys

Demographic study

Group totals

Attendance Counts
	50,000 views

500 Rowdy Members

Attentance Increaxe
	1. $2950
	1. Profit Req’d to cover Cost; $2,950

2. Product Gross Margin; 53%

3. Sales Req’d to cover costs $5,566 (Cost/GM%)



	Traditional Print Advertising
	On-Campus Newspaper – Advertise on-campus to newspaper readers.
	Clip Counts

Consumer Attitude/Action changes

	Clip Report

Pre and Post Surveys

Attendance
	1 ad per week
Influence market perception
	1. $1,625
	1. Profit Req’d to cover Cost; $1,625

2. Product Gross Margin; 53%

3. Sales Req’d to cover costs $3,066 (Cost/GM%)



	
	Local Newspaper – Advertise to students and local community
	Clip Counts

Consumer Attitude/Action changes

	Clip Report
Pre and Post Surveys

Attendance
	1 media mention per week
Influence local market perception
	1. $1,000
	1. Profit Req’d to cover Cost; $1,000

2. Product Gross Margin; 53%

3. Sales Req’d to cover costs $1,886 (Cost/GM%)



	Web Interactive
	Athletics website – reach online community and promote copy
	Views
Web Interactive members
	View counter
Member List
	30,000 views
18,000 members
	1. 

$5,580
	1. Profit Req’d to cover Cost; $5,580

2. Product Gross Margin; 53%

3. Sales Req’d to cover costs $10,528 (Cost/GM%)



	Total $Revenue Required to B/E 
	
	
	
	
	
	$ $181,517

	** Gross Margin (GM) analysis ignores fixed costs of business operation.  B/E in this case simply calculates the incremental revenue required to pay-out the tactic/campaign.  Conventional financial analysis would evaluate the project/proposal based on contribution profit (vs. Gross Profit).  Contribution profit recognizes profit contribution effects after fixed costs have been covered.


UCR Men’s Basketball MarCom Strategy Alignment Matris

	MarCom Strategy
	MarCom Tactic (Media Choice)
	Target Market for Media Choice
	Rationale (What elements of the media choice align with the target market)
	Campaign Goal for media choice
	Proposed Measurement Criteria for Media Choice
	Alignment of media choice Goals and Measures with Marketing Objective & Company Objective/s

	Outdoor Media
	Billboards – reach a large audience, inside and outside the target market.
	18,000 UCR Students, both Male and Female ages 18 and up.

Local community members. 300,000 in Riverside. 4.5 million in the Inland Empire
	Copy and Graphic will communicate to target market, both interested and non interested in the program. Media Tactic will support and promote Riverside Rowdy’s group and UCR men’s basketball attempt to increase student and community involvement. 
	 100,000 views

Reach 500 Rowdy Members

Attentance Increaxe
	Views

Calls

Group Increase


	MG: Strong via brand recognition, perception building, and increased involvement. 


	
	Posters – Reach people individually, getting into tight quarters.
	18,000 UCR Students, both Male and Female ages 18 and up.

Local community members. 300,000 in Riverside. 4.5 million in the Inland Empire
	Copy and Graphic will communicate to target market, both interested and non interested in the program. Media Tactic will support and promote Riverside Rowdy’s group and UCR men’s basketball attempt to increase student and community involvement.
	Distribute 500 posters 500 Rowdy Members

Attentance Increaxe
	Views

Calls

Group Increase


	MG: Strong via brand recognition, perception building, and increased involvement. 


	
	Banners – Surround campus and community with copy.
	18,000 UCR Students, both Male and Female ages 18 and up.

Local community members. 300,000 in Riverside. 4.5 million in the Inland Empire
	Copy and Graphic will communicate to target market, both interested and non interested in the program. Media Tactic will support and promote Riverside Rowdy’s group and UCR men’s basketball attempt to increase student and community involvement.
	50,000 views

500 Rowdy Members

Attentance Increaxe
	Views

Calls

Group Increase


	MG: Strong via brand recognition, perception building, and increased involvement. 


	Traditional Print Advertising
	On-Campus Newspaper – Advertise on-campus to newspaper readers.
	18,000 UCR Students, both Male and Female ages 18 and up.

Local community members. 300,000 in Riverside. 4.5 million in the Inland Empire
	Copy and Graphic will communicate to target market, both interested and non interested in the program. Media Tactic will support and promote Riverside Rowdy’s group and UCR men’s basketball attempt to increase student and community involvement.
	1 ad per week

Influence market perception
	Clip Counts

Consumer Attitude/Action changes

	MG: Strong via brand recognition, perception building, and increased involvement. 


	
	Local Newspaper – Advertise to students and local community
	18,000 UCR Students, both Male and Female ages 18 and up.

Local community members. 300,000 in Riverside. 4.5 million in the Inland Empire
	Copy and Graphic will communicate to target market, both interested and non interested in the program. Media Tactic will support and promote Riverside Rowdy’s group and UCR men’s basketball attempt to increase student and community involvement.
	1 media mention per week

Influence local market perception
	Clip Counts

Consumer Attitude/Action changes

	MG: Strong via brand recognition, perception building, and increased involvement. 


	Web Interactive
	PR Web News Releases weekly
	18,000 UCR Students, both Male and Female ages 18 and up.

Local community members. 300,000 in Riverside. 4.5 million in the Inland Empire
	Copy and Graphic will communicate to target market, both interested and non interested in the program. Media Tactic will support and promote Riverside Rowdy’s group and UCR men’s basketball attempt to increase student and community involvement.
	30,000 views

18,000 members
	Views

Web Interactive members
	MG: Strong via brand recognition, perception building, and increased involvement. 
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