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OVERVIEW

OVERVIEW
T

he Recreation and Leisure Services department of the City of South Jordan, Utah is responsible for operation and promotion of several programs and facilities offering a wide-range of entertainment, recreation and educational opportunities to the residents of South Jordan. Recreation and Leisure Services operates under the direction of Don Tingey and includes: The Leisure Aquatic and Fitness Center, Mulligans Golf and Games, recreation programs, the city parks, the Gale Center of History and Culture and the senior center. 
Mr. Tingey is looking for help in developing and executing a campaign to create and/or boost awareness with city residents of the many offerings of Recreation and Leisure Services (R&L). The hope is that by increasing awareness we will subsequently increase facility/program traffic and generate revenue for the city. 

C

urrently, each facility and program is advertising on an ad hoc basis and there is no tie-in with the city’s brand, an umbrella brand for R&L or with each other’s efforts. There is no cohesive messaging or look and feel. Mr. Tingey expressed his need for a way to promote R&L as a whole, while establishing and maintaining individual identities and advertising plans for each of its programs and facilities. He would like residents to know about the diverse recreation and leisure offerings, how reasonable the pricing is and how accessible these offerings are.
Our audience runs the gamut of all South Jordan residents, but may be segmented into groups such as families, seniors, golfers and other groups as necessary to promote individual facilities/programs. The audience would be extended in the case of Mulligans to include the greater Salt Lake Valley. In this proposal, we will outline recommendations to accomplish the following:
Strategic

· Determine best tactics for reaching desired audiences

· Develop plan for delivering brand and message to audiences

OVERVIEW – continued

· Create and boost awareness with new and existing audiences

· Overall 

· By facilities/program
· Generate traffic and increase revenue
· Overall 

· By facilities/program
Creative

· Develop overreaching brand/theme for R&L
· Develop brand/theme extensions for facilities/programs
· Apply branding/theme and messaging to determined tactics
STRATEGY
STRATEGY
E

ffective advertising communicates those things you do best and differently than others in the same business or market. From your strengths are mined the product or service benefits, the “personality” of the business and the unique selling proposition(s). From the weaknesses or challenges you face come the proactive strategies for combating and strengthening your message and campaign tactics.  
R&L Strengths

· Captive and accessible target audience
· Wide variety of offerings for virtually every/any audience

· Competitive pricing and ability to create offers and incentives as needed
· Convenience of facilities/programs

· Strong city brand

· Brand equity in Mulligans

While these strengths will be the main ingredients in our messaging and creative, the challenges we face must also be considered. Knowing our weaknesses helps us  avoid making promises we can’t keep, trying to fill a niche that the competition already has sewn up and ultimately disconnect with our audience. 

R&L Challenges

· Competition for share of fun/fitness 
· Salt Lake pulls audience away 
· Inconsistent and random advertising thus far

· No consistent theme or brand tying facilities/programs together
· Budgets are somewhat limited
· Brand equity in Mulligans keeps it outside city brand awareness 
STRATEGY – continued

P

erhaps the biggest challenge we face is determining the best way to drive traffic to the individual facilities/programs while concurrently letting people know that the facilities/programs they enjoy on so many levels are provided by the City of South Jordan R&L. If we can do both at the same time we are assured that every time someone sees the R&L brand they think of the wonderful facilities/programs they enjoy and every time they use a facility or partake of other R&L resources they remember that it is the City that has provided it for them and their family. Not only will this strategy ultimately create revenue for the city but it will create an emotional connection with residents and strengthen the feeling of community and good will in South Jordan.
Branding

Our recommendation is to create an overall brand for South Jordan R&L. This brand will utilize messaging, thematic and design elements, type treatments and photography to promote South Jordan R&L. These branding elements will also be used as a common thread throughout marketing materials for all the individual entities. In fact, we recommend that the facilities/programs carry most of the burden of delivering the R&L brand. The way budgets are currently allocated also lends well to this strategy. Of course, each facility/program will also have its own messaging touting specific benefits and offers to specific audiences. At some point, R&L may want to launch a campaign that touts all its offerings.
Our preliminary recommendation then is to utilize three tiers of branding: 

1 – CITY: Current City Brand w/ Tree and Type

2 – DEPARTMENT: Current City Brand with New R&L Brand and Theme

3 – PROGRAM/FACILITY: Type Treatment and Theme Extension for Each. Use of #2 on/in All Forms of Communication. 

CREATIVE
CREATIVE
T

here are three primary recommendations that POW! as we begin to develop creative for the City of South Jordan Recreation & Leisure Services: 

1- Create an overall brand/theme for R&L and a way to create cohesiveness among individual programs and facilities

2- Boost emotional appeal of visuals and messaging

3- Create a brand/theme extensions for individual entities

4- Develop new messaging for individual entities
As humans are emotional beings we tend to make decisions based primarily on feelings rather than practical or quantitative information. Our messaging must tap into the feelings of our audience. We must make an emotional connection with our audience in a way that motivates them to act.
THE BRAND
MAIN THEME

Play Here
With two simple words, the campaign theme delivers a strong message to South Jordan residents (and other peripheral audiences).
PLAY

 conveys fun, action, activities, excitement, adventure, and a relaxed attitude. Families with children are constantly looking for fun activities for the kids. Busy adults with heavy work responsibilities are also looking to add some fun to their lives. This message will capture their attention and entice them to look more closely at the offerings. Staying active and fit is a strong motivator for people of all ages. R&L allows South Jordan residents to remain active and have fun at the same time.

HERE

 conveys convenience and accessibility. Residents and families don’t have to go far to enjoy all of the fun activities offered by R&L. Everything they could ask for is available in their own South Jordan neighborhood. The opportunity for recreation, fitness, golf, and swimming is right here. No travel, no hassles.  
Play Here becomes an attitude, a key message point and the R&L brand. This brand will be incorporated across materials for all R&L entities and offerings.
LOGO

For the R&L logo, we propose using the South Jordan City tree but adding a tire swing hanging from one of the branches. This will exemplify the fun-loving attitude of R&L and the PLAY HERE brand. (Another idea is to show a family (silhouettes) holding hands in a circle around the tree.)
Mulligans will retain its own logo but use as many of the new R&L branding elements as possible including use of the R&L tire swing logo as a sub-element where applicable.

BRAND EXTENSION/MESSAGING
I

ndividual marketing pieces will promote different programs, classes or amenities but all elements will be tied together through use of color, type treatment (font), design elements and design style.

The theme is flexible to work with more targeted messaging for the different amenities. Different words can be combined with the word, “Here” to specify all the activities available through R&L. These can be used as headlines or taglines on flyers, ads and other marketing materials.

· Swim Here (Pools)

· Work Out Here (Weight Room)

· Step Here (Aerobics room)

· Dive Here (Pools)

· Dance Here (Dance Room)

· Chop Here (Karate to Cooking Classes)

· Spike Here (Volleyball)

· Shoot Here (Basketball to Marksmanship classes)

· Flip Here (gymnastics to diving)

· Fit Here

· Learn here

· Pump Here

· Run Here (Indoor track/ treadmills)

· Golf Here

· Swing Here (Golf to Batting cages)

· Yoga Here

Throughout all of our messaging, we will show the family friendliness of the Aquatic and Fitness Center, Mulligans and other R&L offerings. Emphasis will be placed on the fun activities that can be done together as families.

In developing specific messages for the R&L entities and programs, we will still work to make an emotional connection with our audience and look to their motivations to act, but we also want a stronger call to action. We will feature more of the specific activities available and give our audience reasons to participate in the activities. These messages will be tied to specific media and promoted as budgets allow. 
Photographs may used on templates, general advertising, internal materials or an affinity program could also play off the tree theme and feature kids in a tire swing or a family holding hands around a tree. More targeted messages for the specific entities will use more message-related images and photos.

PLAN
THE PLAN
W

hile the creative work is in process, POW! can help with developing a master communication plan for the year. The plan outlines the tactics we recommend to reach our desired audience for R&L and for each individual program/facility. The plan also includes the budget and which audiences we want to reach and when we want to reach them. The following is a preliminary plan based on information gleaned in our first meeting and information we have since extrapolated. Before the plan, it may be beneficial to review each tactic and its purpose.

Flyers: Flyers are an inexpensive way to get the word out about upcoming events, special offers or other important announcements. They are also a great and unobtrusive way to cross promote amongst R&L programs and facilities. Flyers will be designed as templates with each of the facilities/programs having their own unique extension of the new R&L brand. Flyers touting offers or promoting classes, etc., should available at all R&L facilities. Additional distribution points in the community, such as restaurants and retail stores, should be developed.
Mailers/Stuffers: If the desire is to reach all of South Jordan residents en masse, stuffers or direct mail pieces are a great way to go. Direct mail is also the perfect way to combine a more emotional branding message and a call to action to help drive traffic or to take advantage of special offers. 

Transit: Advertising on buses is both a targeted and a mass media. The impressions are high, but by selecting bus routes in the immediate South Jordan area we can assure that relevant audiences see our message. Transit ads are primarily for delivering our branding message as they work well to portray vivid images and emotional messaging. 
Print Advertising: Print is unique in that it can be effective in both branding and generating traffic. It offers balanced reach and frequency allowing you to target your audience effectively and reach them several times in a given time period for a reasonable outlay of funds. The South Valley Journal has affordable rates and reaches an audience that is relevant to our message.
Radio: Radio is a cost-effective way to reach a large audience. The 60-second format allows for promotion of both R&L branding and specific features/offers at Mulligans. One way to stretch our radio media budget is to leverage our actual buy to include a sponsorship or promotion. A preliminary idea for a sponsorship is the Player of the Week feature on The Zone (AM 1280). In the winter and spring, Mulligans would sponsor the selection of the top Salt Lake high school player of the week in various sports. The player’s name would be announced on the radio along with a mention about Mulligan’s year-round driving range. At the end of the school year, and in conjunction with the start of the golf season, the station would host a live remote/party to honor the players and get excited about another fantastic golf season at Mulligans. The actual radio schedule would run in the summer.

Internet: An effort should be made to collect the email addresses of South Jordan residents to help promote special R&L offers through email blasts. Other Internet tactics and web content should be developed as budget allows to promote the R&L brand and the individual programs/facilities.
In addition to the above tactics, we have proposed exploring a couple of unique marketing options. An affinity program and the pursuit of a community retail partnership. 

Affinity Program: This program could be administered one of two ways: membership could be given with a paid annual fee or as added-value with a membership to the Fitness Center. R&L would gain exposure by distributing car window stickers to members of the affinity program. There could also be an affinity card that gives affinity program members special discounts and rewards at other R&L entities. And, depending on the staff available to develop it, there could be a retail rewards program in the community (discounts at the local sandwich joint, or a free oil change at the local gas station). If administered as a separate, annual membership, an affinity program would also have the possibility of generating revenue that could be put back into the program or for additional advertising.
Community Retail Partnership: The idea behind a retail partnership is to distribute our message to the customers of another business in the community that serves a similar audience as R&L. The ideal partner would be a high-profile, high-traffic outlet such as a grocery store. Either through a national ad placement service or by contacting them in person, an agreed upon fee would be paid to the partner for them to place some type of R&L advertising in their stores. Discounts on store receipts, messaging on paper grocery bags, audio announcement on the store’s sound system or, in the case of grocery, signage on carts can all work to get the word out to a larger—but still targeted—audience.
	Program/Facility
	Audience
	Tactic
	Budget
	Flight
	Message

	R&L
	So Jordan Residents
	Stuffers/Mailers
	$1,500 - $4,500 (12k)
	Quarterly
	PLAY HERE

Affinity Program

Bring a Friend

Offers

	
	
	Flyers
	$265 - $925 (2,000)
	As Needed
	

	
	
	Window Sticker/Affinity Card
	TBD
	Annual
	

	
	
	Community Partnership
	$10,000 - $15,000
	Annual
	


R&L Budget – $21,000, 12 mo (includes 4 stuffers, partnership at $12,500, 3 print ads. Flyers would be added as Needed)

	Program/Facility
	Audience
	Tactic
	Budget
	Flight
	Message

	Mulligans
	So Jordan Residents
	Transit


	$6,800 (3 mo)
	Late Spring
	GOLF HERE

2 Nine-Hole Exec Courses

Play on Your Lunch Break

Iron Work

	
	
	
	$6,800 (3 mo)
	Summer
	SWING HERE

Mini-Golf & Batting Cages

Hit it in the Hole or Out of the Park

	
	
	
	$6,800

(3 mo)
	Fall
	DRIVE HERE

HIT HERE

TUNE-UP HERE

Year-Round Driving Range

Keep Your Game Sharp All Year

	
	Users of Other R&L Facilities/Programs

So Jordan Business & Other Distribution Points
	Flyers
	$265 - $925 (2,000)
	As Needed
	Same as Above

Offers

	
	So Jordan Residents

SL DMA
	Radio

Promotion/Remote
	$10,000 (1 year)
	Spring & Summer
	Mulligans

Offers/Features

Player of the Week


Mulligans Budget - $32,900, 12 mo (includes transit, radio, 3 print ads. Flyers added as needed.) 

TACTICS – continued


	Program/Facility
	Tactic
	Audience
	Flight
	Message
	Media Budget

	Aquatic & Fitness Center
	Stuffers/Mailers
	So Jordan Residents
	Winter
	WEIGHT HERE

Resolutions

Offers
	$1,500 - $4,500 (12k)

	
	Flyers
	
	
	
	$925 - $265  (2,000)

	
	Print Ads
	
	
	
	$2,500 (3 Ads, 1 Year)

	
	Internet
	
	
	
	TBD

	
	
	
	
	
	

	
	Stuffers/Mailers
	So Jordan Residents
	Spring
	FIT HERE

Tune Up Your Body for Summer

Offers
	

	
	Flyers
	
	
	
	

	
	Print Ads
	
	
	
	See Above

	
	Internet
	
	
	
	

	
	
	
	
	
	

	Recreation Programs


	Stuffers/Mailers
	So Jordan Residents
	Winter
	LEARN HERE

Time to Do Something You Want to Do This Year

Schedule
	$1,500 - $4,500 (12k)

	
	Flyers
	
	
	
	

	
	Print Ads
	
	
	
	

	
	Internet
	
	
	
	

	
	Stuffers/Mailers
	So Jordan Residents
	Late Spring
	LEARN HERE

Spend Time on You (or Kids) This Summer
	

	
	Flyers
	
	
	
	

	
	Print Ads
	
	
	
	See Above

	
	Internet
	
	
	
	


Aquatic Budget - $5,500
Rec Programs Budget - $5,500
