Daniel McIntyre

Introduction to Public Relations

Thursday, February 12, 2009
PR Plan- Florida Panthers
Situation: The Florida Panthers are a professional ice hockey team based in Sunrise, Florida, a suburb of Ft. Lauderdale, Florida. The Franchise has been struggling to increase arena attendance and fan support since their arrival in the NHL in 1993 as an expansion team. Yearly attendance at games has been steadily decreasing and the NHL is considering moving the team to another city if it doesn’t meet its yearly requirements that allow a franchise to stay in place. 
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Important Facts about the Team:

Tickets: $10-$125 (Tickets to attend games are already very cheap; therefore new promotion ideas are required)
Attendance: 
	Year
	2008
	2009 (still in progress)

	Rank in Attendance 
	25th 
	26th 

	Per Game
	15, 436 People
	14, 980 People

	Total Capacity Of Arena 
	19,250 People
	19, 250 People 

	Difference 
	3814 People 
	4270 People

	Percentage Missing From Games
	19%
	22%

	Total Percentage Attending
	81%
	78%


Objective:
· Increase attendance at Florida Panther games by 7%
· Promote going to hockey games in the state of Florida, more specifically the NHL affiliate The Panthers (a non-traditional hockey market)
· Motivate people and generate positive feedback that hockey is fun and exciting, a challenge in a warm market such as Florida. 
· The plan outlines various calculations of percentage increases of overall attendance through its strategy and outlined tactics, however there are some events that cannot gauge a specific percentage because of it is impractical to predict. 
· Make a profit through the plan, and set a foundation for success.
Audience:
· 18 and Under 

· The youth are a good target audience to the success of the plan because:

1) Open to new ideas and experiences
2) Easily influenced (trends)
3) Children and young teenagers are forced to ask their parents to attend games and accompany them at the event. Also this is the only way in which they can access the arena. Thus parents are forced to watch over and tag along; this provides more attendance and adds to the overall package of the plan. 
4) Youth can gather and inspire generations of hockey fans through word of mouth. Thus laying a foundation for future success.

5) Children are located at the areas of high promotion and marketing (schools, the media, theme parks, malls etc.)
Strategy:
· Incentive programs will be set up in schools both at the elementary and high school level. Children who achieve high marks will get tickets to attend a game. Schools will be encouraged to participate in the event because it will help their reputation academically and help motivate students to achieve higher grades.
· A “family night” will be implemented to the season for one game during every month. 
· Trendy and new clothing will be produced featuring the Panthers logo. A negotiable deal will be worked out to have this new merchandise featured exclusively in will known clothing stores such as JC Penny and advertised outside of the store. This will be effective because the youth shopping in the mall with family or friends will see this trendy new merchandise right outside the store, grabbing their attention.
· Universities and colleges in the Florida area will have orientation activities set up by the school. Students will attend the game during preseason (when school begins). Tickets are generally cheaper during preseason, thus it affordable for university students who are paying for other academic expenses.   
· Youth Hockey Camps will be set up for children and teens wanting to learn or grow their game. Various Panther players will make an appearance and use their “celebrity” status to attract kids who normally would not attend the camp and the media who would want to cover a story which would show many elements of newsworthiness (Human Interest,  Proximity, Prominence)
· Events will be held at Florida’s most popular zoo and park, Bush Gardens. Mascots as well as players will be attending. Tickets as well as team related prizes will be drawn or won during the event.
· Commercials will be aired promoting the Panthers, featuring various ticket packages, and events during Teenage programming. 
Tactics:
Incentive Programs: 
·  Purchasing of a set number of hockey tickets ahead of time, when the season begins and the first day tickets go on sale (September 13th)
· The average number of home games played per month is 5.925. The total capacity of the arena is 19,250. Thus, 19,250 X 5.925= 114056.25 Seats are available per month. If that number is taken and multiplied by 0.01 (1% the goal of the plan) a number of 1140 is resulted. Thus, 1140 tickets will have to be purchased a month to be distributed to all schools in the Florida region to have a 1% increase in attendance per month. 
· Specific ticket prices will be touched upon in the budget, however the cheapest available tickets will be purchased (10$ and up)
Family Night

· Posters will be set up in areas where all members of the family are located high schools, work, universities, community centers etc. 
· Will occur once a month during a selected home game
· Will be advertised on television when family programming is most prevalent (Sunday nights), the Panthers website, and billboards across the highway and shopping malls.  
· During this special night parking will be free, prices on food will be reduced, a draw well be held for signed jerseys and an exclusive tour of the panthers change room will occur.
· Tickets will be sold at half price to accommodate for the entire family (touched upon further in the budget) 
· Bobble head toys, and stuffed animals of the Panther mascot will be given to the first 1000 that arrive at the game. 
Clothing Merchandise:

· T-shirts, hats, sweaters, shorts, and backpacks will be produced by Champion and Russell Athletics a popular trendy company featured in the states. The company chosen will be an effective alternative because the manufactured price will be reasonable and made for low cost.
· Stores included in the advertising will be: JC Penny, Forever 21, Sears, and Dicks Sporting Goods. The stores will have the merchandise featured in the store window or outside the store.
· After the purchase of the clothing item, buyers will receive a coupon for 5$ off any selected home game of the Panthers.
· Sales of the merchandise will be accounted for and kept record of. The sku barcode number attached to the clothing will accomplish this. Once scanned at the store the information will be sent back to the company and analyzed for success of the merchandise. If there are any changes that need to be made as a result the sales figure will provide this. 
Orientation Night
· A deal will be worked out months before the beginning of the school year with student services of all universities. The plan, to inform them of the event and the benefits of it. Contact would have to be made with the all the schools in the area via email or phone call. A fax will be sent out to the schools which would include a print out poster of the event.
· Once a deal has been reached, newsletters will be given to all university and college students informing them of the night.
· Information about the event will be featured on the school website including cost, time, and directions to the arena.
· Buses will be purchased and ordered ahead of time to accommodate students without available transportation.
· Signups for the event will take place online weeks before school starts, this gives students plenty of time to sign up, gather interest, and tell friends.
· If not done online, students can sign up during orientation days at school.

· 3 preseason games will be played at home during the month of September. The capacity of the arena is 19, 250. If that number is taken and multiplied by 3(number of games played). A number of 57,750 is calculated as result.
· The goal would be for 27,000 tickets to be sold to students during the span of preseason games, meaning percentage wise, a 46% increase in attendance for preseason.
· If that number of attendance (27,000) is divided to the total number of attendance during the course of the regular season which is 847000 seats. A number of 0.03 is provided. That number is looked at as a percentage as 3%. Thus from the orientation event a 3% increase in total attendance throughout the year including both preseason and regular season would result.
Youth Hockey Camps
· Will be held all year round, used to teach and instruct new skills and promote the game.
· The camp will attract youth frequently during summer months (when youth are available).
· Panther players will be asked to attend, give advice, teach, inspire, and motivate the youth to play the game of hockey.
· Players will preach the benefits of the game and their experiences that make the game so exciting and fun.
· Prizes will be given out to the players who make the most improvement during the camp. Prizes include autograph jerseys, sticks, pucks, other signed hockey equipment and free tickets 
· Camps will allow for a slow progression in the interest of the game, and might impact future arena attendance 
· The goal of the camp would be to have a 1% increase of attendance through the children attending the camp, the free tickets along with the new motivation to play hockey may result in a steady increase for the current season and seasons to come. 
· Success of the camp will be calculated through surveys that youth players will be asked to fill out at the conclusion of the camp to gauge if the event will continue for years to come. 
· Analysis will be taken upon the effectiveness of the Panther players used and the difference it has made in attendance of the camp.
Commercials 

· Major family and youth based television stations will be contacted. The stations included: ABC, ABC kids, PBS, PBS kids, My Network TV, CW network, ESPN, ESPN 2and MTV. 
· Once a TV spot is available and obtained an offer will be placed to air the commercial at a specific time.

· Commercials advertising the Panthers will be aired during the hours of 2pm to 8pm
· The content included in the commercials would comprise of cheap game packages, special events, and the promotion of the game.
· Success of the commercials will be based upon the ratings during the show, and the difference compared to when the commercial was aired. If there is a drop in ratings changes toward the commercial will have to be implemented for future success.
Bush Gardens
· Players, coaches, and mascots will be contacted and asked to attend the event. This will also presume an opportunity for media outlets to cover the event.
· Team promotion will occur, including the selling of Panthers merchandise including: posters, trading cards, and other youth based items.

· Draws will be held for panther tickets and exclusive merchandise.

· Picture opportunities with players and mascots.

