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Introduction

Waterloo Minor Soccer Club is the largest minor sports organization in the City of Waterloo. It was founded in 1971. Waterloo Minor Soccer Club has various leagues with ages ranging from children 4-18, including 19+ women and men’s teams. It is an organization with a strong reputation in the community. This is shown in its large number of volunteers and high demand for selling sponsorship opportunities. Despite the strong position the organization finds itself in, the board of directors has expressed concern about the decline in under eight registrations. This is an issue that needs to be addressed quickly, as it creates a structural problem in later years. 
Through a series of tactics that follow a focused strategy based on research, we believe that this public relations campaign will help to curb the trend of declining registration in under eight participants.
Formative Research

Orientation Research

Waterloo Minor Soccer Club is a not for profit volunteer-driven organization founded in 1967 and chartered in 1971.  It offers supervised recreational activity for the city’s youth.  The club is made up of a 12-member board and a 4-member executive committee.  In 2011, WMSC provided year-round programming for over 5,000 players, ages 4-21, at all levels of skill.

When WMSC started, it consisted of only boys, who heard about the sport at school and would then ask their parents’ permission to play.  Now, more children continue to be enrolled in organized soccer than any other minor sport, and soccer is the only organized team sport for children younger than six in Waterloo region.  Soccer also has the highest sport participation and the highest growth rate in Canada, as the board has stated.

Mission

The WMSC is committed to providing safe, fun, accessible, and inclusive soccer programs for our community.  We consistently and passionately uphold the values of fair play, teamwork, and competition.  We do this by teaching, supporting, and promoting the game of soccer to provide an exceptional environment to lay the game at all levels.  WMSC will demonstrate good governance and responsible leadership.

Vision

WMSC strives to train, educate and assist athletes, coaches, managers, trainers, referees, and officials in the pursuit of soccer excellence at regional, provincial, national, and international levels.

AND

As a progressive organization, at the forefront of amateur soccer, making a contribution to the wider community and playing a meaningful role in decisions affecting community soccer.

Values

· to provide optimal satisfaction of young participants and their families

· encourage good sportsmanship amongst athletes, parents, coaches, officials, and others

· develop teaching skills, courage, and perseverance

· promoting fair play and respect for rules

· promote the personality and good citizen qualities of our athletes

· provide equality of opportunity and access for all participants

· encourage respect, honesty, fairness, and trust for everyone

· maintain a professional attitude in all our activities and actions

· provide open, transparent, and honest communication with all our stakeholders

· ensure compliance in a timely manner to requests and concerns for our stakeholders

· communicate in an ethical, constructive manner with positive feedback to our members

· provide a training and competitive atmosphere that is healthy, safe, fun, open, and educational

In regards to WMSCs house league programs, registration can be completed online or by filling out the registration form and bringing it into the office.  An online registration fee of ten dollars is charged.  Pricing for the program ranges from $100 dollars to $180, depending on the season.  Equipment costs extra and includes shin pads and shoes.  Both indoor and outdoor house league programs for all ages include one practice and one game per week.  Dates of both are given before registration.

The Problem

WMSC has been facing a decline in age eight and under player registration for both indoor and outdoor house league programs.  This has been occurring for a five-year period starting in 2008.  The net player registration loss in five years totals 908.  The largest decline is in ages four, five, and six, but as the players progress, registration rates drop.  Refer to Figures 10, 11, 13, and 14.

Goals

At the beginning of 2011, the board of Waterloo Minor Soccer came up with a five year strategic plan, including goals and tactics on what they would like to see happen in 2012 and by 2017.  Their goals in this plan were to establish the Waterloo Minor Soccer Club as the ‘go-to’ soccer club in the southwest region, to increase communication to members by all available media, and to maintain their position in the community.  

For the decline in U8 and under player registration in house league programs, the clubs goal is to either increase player registration or adjust their program if an increase is not possible.

Publics 

Enablers 

The Waterloo Minor Soccer club has individuals within the club that have the ability to make decisions on further growth and involvement of the organization. These include all board members, as they are the ones who have the final say in whether anything is implemented or changed. They also have the ability to block a campaign from happening if it does not meet their standards. They must be recognized since they are the ones who people need to convince otherwise and everything must be consulted through them in order to be determined eligible to follow through on. It is important to the club that these members take into consideration all the suggestions that may be stated and recognize the input and outcome it will have on the club. Although a lot has yet to change for the club, it is important that the board members understand what limitations this puts on progression of the organization.

WMSC also has the city of Waterloo assessing certain criteria. The city has taken away the privilege of the clubs to go into the mall and distribute pamphlets and registration information. They also have limitations on the number of soccer fields they may use. They definitely have the ability to authorize termination of a campaign if it requires more than needed or more than given. They most definitely do not like to be ignored and they must be consulted before arrangements are made, especially since the WMSC uses their facilities to play games and host practices. They like to decide on the rules and have the clubs abide by them. They are the decision makers; the clubs just take those decisions and work around them to please the city. This has become an ongoing struggle. With the limitation of soccer fields and the ability to no longer have mall registration, the club has seen a downfall in young house league registration. Although this is not the main reason, it is definitely a contributing factor. 

Influencers 

Parents play a key role in determining how the clubs will regulate its seasonal breakdown. They influence how many people sign up, how many people become active and involved in their child’s games and practices, as well as simply the reason why the club exists. They have to have people who are interested in the sport in order to flourish as an organization.  Parents influence the amount of people who sign up because they inform others about the club and their success or failure with being a member. As well, parent’s influence how involved and active the club is because they are the ones having to take the time and be part of the team, so to speak. If parents did not assist their children in games and practices the club would be on their own. They need to make sure that their available to take their children to and from the games and practices. If they were not able to do so, there would be no children playing the sport. The reason why the club exists is because there are many people who enjoy playing the sport and are willing to pay money to an organization to be associated with them. The parents awareness and attitude toward the club will be discussed in further detail in primary research. 

Resources

Hard Resources

Time

· Developed a five year strategic plan, meaning they have time to develop and implement plans

Money

· Offers a fee assistance program for families in need of payment help

· Budget very little money for marketing, and each year the money goes to a registration ad in the newspaper

· Great sponsorship from Tim Hortons, East Side Mario’s, Harveys, and Comfree

People

· Players

· Parents

· Large group of volunteers (1000+)

Infrastructure

· Sends out a brochure (Figure 15) to nine schools within the region

· Very unorganized website that is managed by each board member in the organization

· Send out an e-newsletter to their members, which only includes coupons and deals

· Very little presence on social media

Soft Resources

Goodwill

· City is no longer helping the club and has stopped all sport registration done in the regions malls, as well as the delivery of the regions sport leisure guide

· People who have been members and know about the club seem to have great things to say about them

Cohesion

· The board and members all seem to be on the same page in regards to keeping the organization going strong

Strategic Intelligence

· The club tries to be up to date on what can benefit them and influence them in the external environment, although because they are not for profit, it doesn’t seem to have the same effect on the board as it might for a pay per sale company

Stories

· Recently rebranded their organization, providing them with a strong brand unity.  ‘United’, which is their branded identity, signifies a united soccer club, bringing people and teams together for a common purpose, together in sport, outreaching to the wider community

· Player stories and parent testimonials

Environment

Political

The political climate from all three levels of government is favourable. At the federal level the Harper government has made it a priority for kids to be involved in sports. Incentives at the federal level were introduced in order to accomplish this. 

According to the Canada Revenue Agency, parents can claim up  $500 per child 16 and under registered in a sport. Children who qualify under the disability sports tax credit can take advantage of this program up to age 18. At the provincial level, the Government of Ontario has stressed the need for children to combat obesity. This is a priority with a lot of financial interest behind it, since obesity related diseases like diabetes cost Ontario exorbitant amounts of money every year in medical expenses. 

At the municipal level there is direct support for sports by the City of Waterloo. The city offers direct financial support in the form of a voucher for under privileged youth to play one city sport.   

Economic

One of the major employers in Waterloo is Research in Motion. Currently they are facing record setting losses and their stock price has fallen over 90%. This has triggered a large amount of layoffs.  As shown in Figure 6, unemployment insurance claims have risen by 7.9% in the region in just one year. The province of Ontario is also facing financial problems, specifically in terms of dealing with its large deficit. 

The combination of layoffs and looming austerity measures by the province has taken a toll on Waterloo's fiscal outlook. This has resulted in cuts being made to programs around the city. The leisure guide that outlines sports programs in the region is no longer delivered. This is important since it was a major recruiting tool for sports clubs around the city. The Bank of Canada has also raised significant alarm over the level of household debt in Canada, which has reached over 160% of income. This has begun to take a toll on discretionary spending as more money is needed to service those debts. The downturn in the city's economy is reflected in the team's finances. The board has expressed concern over the amount of support it now has to offer players with financial needs. In previous years the budgeted fund for assistance has never been more than 50% used. This year, however, they are expecting to max out the fund for player assistance. Considering the dampening financial climate, it appears unlikely that the city will increase public funds to assist underprivileged players. Despite some negative economic factors, soccer stems to benefit when competing with sports such as hockey and football, since it is less expensive to play when compared to those sports.  

Society and Culture 

The issue of obesity, specifically in children, has become an item of paramount concern in North America. OMA (Ontario Medical Association) has recently proposed a major policy that would label ‘junk food’ with disturbing medical images that highlight the side effects of obesity. As well, they are proposing a health tax on foods that are linked to obesity. This, although heavily criticized by the fast food industry, has initially been warmly received by the public. 

This is an important reflection of how urgent society is viewing the need to get obesity under control. Sports are seen as a major tool to combating childhood obesity and soccer, which heavily involves cardiovascular activity and is well positioned to benefit parents looking to keep their kids fit. As well, soccer is the dominant sport in Canada in terms of players. Soccer also benefits from being a global sport, which is important since it is a popular sport in countries that are Canada's main source of immigrants, specifically China, India, and Latin America. 

Technology

According to the recent Canadian Health Measures Survey, one third or 31.5% of children ages five to seventeen are obese in Canada.  The University of Alberta took this one step further to determine the link technology has with obesity.  They surveyed grade five children province wide and determined that children with electronic devices were far more likely to be obese.  More than half of the students surveyed admitted to using their devices when they should have been sleeping.  The survey also found that by adding just one hour of sleep a child was approximately 30% less likely to be obese.

Another aspect of technology is reaching out to families through the Internet using the website and social media. Community 102 breaks down how people are interacting on the Internet by age group.   People between the ages of 25 and 44 make up 48% of the people using social media.  Also, 60% of those between the age of 16 and 32 (the millennials) use the Internet to read the news.  The average social network user is 37 years old. 

Demographics

The large building projects that are taking place in Waterloo are student housing projects as well as upscale condo developments in the uptown area. Condos are targeted for young and single people without children. Student housing, although necessary, does not provide young children that will play soccer to the city. 

Statistics Canada confirms that Waterloo has not become an attractive place for young families, as it is below the Ontarian average. Waterloo's zoning information can be found at http://www.city.waterloo.on.ca/desktopdefault.aspx?tabid=775.   

Figure 1 in the appendix shows that from 2006 to 2011 the number of families in the City of Waterloo only increased 1.3%. This is very low considering the Ontarian average was 5.7% for the same period. Kitchener, which also runs a soccer club, has a much more favourable environment. While Waterloo only grew 1.3%, Kitchener grew 7.1%. Since Kitchener and Waterloo are significantly integrated, it is very dangerous for WMSC that Kitchener is becoming the primary residential area for families. Due to agreements between the Waterloo and Kitchener soccer clubs, it is not permitted to advertise in each other’s territory. This leaves Waterloo in a vulnerable situation, as the territory they cover is not a growth area for families and they are not allowed to advertise in the parts of the region where growth is occurring. 

Competition

In the past 15 years Waterloo Minor Soccer Club has had the advantage of acquiring their great reputation and using word of mouth to keep their number of registrants so high.  The only marketing they have had to use is a small advertisement in the local paper stating when their registration is for the upcoming season.  However, recently they have seen a major decline in their under eight category.  

The Kitchener Soccer Club is Waterloo’s direct competitor.  Eight years ago, when Waterloo was still at its peak for all age groups, Kitchener Soccer Club suffered financially and had to claim bankruptcy.  Since then, they have completely redeveloped their marketing campaign.  Each year they invest $30, 000 to $40, 000 into marketing alone.  With such a major turn, it could be one of the contributors to the loss of kids signing up in Waterloo.

It is important for a sports league to have a user friendly website.  Kitchener Soccer Club and many other local clubs have websites that are easy to operate and guide you with ease to where you need to go.  They have minimal tabs and update their website frequently so that parents and participants can easily access schedules and view upcoming events.  

Waterloo’s competitors make it extremely easy to register online and do not charge a significant fee for doing so.

There is also a section on the website where you can view what Waterloo is doing to reach out in their community.  The last time that was updated was from 2007.  Having a more current online presence could help create awareness.

Social media is a great tool for any organization.  It is free and easy to use to have members interact with your organization.  Waterloo’s social media presence is very minimal.  They have a Twitter account that they update on occasion and do not have a Facebook account.  Their competitors use social media daily.  Their Facebook accounts offer links to upcoming events, schedules, newsletters, and contact information.  Their Facebook pages are updated constantly and they utilize this tool to interact with their participants, parents, and volunteers.  They upload photos from events and try to get people involved as much as possible.  Waterloo would benefit from creating a Facebook page to help create awareness of their club and show their public what they are doing within their organization.  Keeping their Twitter page current will benefit them due to its increasing popularity.  They have over 1000 volunteers that could help with their social media, which could be a good tool to keep their volunteers interacting with one another.

Another tool that Waterloo uses for their organization is their brochure.  They are distributed to schools and can be accessed through their website.  The brochure has not been updated for many years.  It is a black and white document, and their logo and organization name are hardly present.  Their competitors have newsletters that are colourful, informative, and very appealing.  Waterloo has a new logo that they established this past year that is very attractive.  Adding their logo and making their name more visible on their newsletter would help with their branding and connecting parents to a visual aspect of soccer.

Waterloo’s competitors, such as Kitchener Soccer Club, associate their brand and organization directly as a lifestyle choice.  They present the sport as leading a healthy lifestyle and building teamwork skills.  This approach reaches out to the same goals parents have for their kids, which is the target audience for the organization.  Waterloo wants the same outcome for their participants: to lead a healthy lifestyle through playing soccer, so portraying this in a more obvious manner could benefit their brand as it appears to for Kitchener Soccer Club.

Waterloo has many volunteers who contribute to the organization and the organization would not be able to run without them.  Their competitors show their appreciation for their hard work by having volunteer appreciation dinners and other similar events.  These types of events help to build stronger relationships within organizations and may help to keep their volunteers signing up from year to year.  

The Kitchener Soccer Club has used competitions to get children involved in their organization.  This creates awareness of the club through interaction on their social media and through word of mouth of the competition.  Waterloo could come up with some fun, easy to do competitions for their organization.  This is another way of helping to build a relationship with their audience.

Waterloo’s registration only occurs until a certain day, whereas their competition’s registration is ongoing.  They also make it evident that a late sign up fee will apply, which could be discouraging to parents.  By focusing on a constant and positive approach to registering, instead of cutting people off, the club could help encourage more people to sign up.  The approach of charging a fee and having a deadline worked for them in the past due to the overwhelming amount of kids signing up , but this has now changed.

Other sports are also in competition with Waterloo Minor Soccer Club.  The benefits of a soccer league are that it is inexpensive and promotes much more physical activity than baseball, which is one of its main competitors.  Parents are very interested in getting their kids active, especially due to the increase in childhood obesity.  Soccer is also very inexpensive, so the price for Waterloo Minor Soccer Club is not usually an issue. 

While Waterloo Minor Soccer Club is showing a decline in children registering under the age of eight, there are many options that are available to them to try that their competitors are doing to benefit their club.  They have many existing resources that they can utilize that are simple, and easy things to adjust within their organization to obtain optimal results.  By creating a Facebook page, updating their website, using their Twitter daily, showing appreciation to their volunteers, and promoting their organization’s brand through more interaction with their audiences they should see the number of applicants increase.  

Media

There is very little media on the Waterloo Minor Soccer Club.  On their own website, there is a tab titled “WMSC Reaches Out”, which has not been updated since 2007.  Anything found on the Internet about them is to do with registration but no news stories on the club. 

Primary Research

After years of being an ongoing success, Waterloo Minor Soccer Club has seen a decline in younger groups registering for the upcoming seasons in their house league program. We decided to conduct research to help better understand why this is happening and if new solutions could be made to gain more appeal and overall involvement in the club. After researching neighbourhoods, we found that the majority of people did have children under the age of eight years old.

We took it upon ourselves to choose specific neighbourhoods that we felt would be a good representation of different economic strata in the Waterloo area. We chose three neighbourhoods, all of which were in the Waterloo area, and each neighbourhood yielded similar results. We surveyed 15 houses in each neighbourhood and chose one street in each area to survey. We found that there were many recurring themes in the responses that we got and that the responses were those that we were expecting. Although we did not know how much detail we would gain from these surveys, it is apparent that people who know of the club know exactly what they want the club to do for them, and those who do not know about the club is simply from a lack of awareness. 

Our door-to-door research concluded that WMSC has weaknesses throughout the structure of its communication with parents, registration availabilities, internet website interaction, as well as general promotion to new residences that occupy newcomers to the country. This is something that has decreased public involvement in the club and has even been the reason why people have left and gone to their competitors. 

Communication is the core that keeps parents, board members, coaches, and volunteers all aligned. It is extremely important that everyone is kept up to date regarding schedules, practices, and any changes that may need to be made. The surveys conducted indicated that people were unhappy with how the communication between the board members and the parents was directed. They felt as though they did not receive important information and that there was a lot of miscommunication that would happen throughout the season. They wanted more up to date information.  This is one reason why someone surveyed knew of a member who left the club. People felt as though the communication with the rep leagues were great, and the same with hockey, it was just with the young house league that felt out of place and not up to date. 

Registration happens on one day; it is put in the newspaper and whoever is available comes and registers. This is a concern for people who have busy lifestyles and are not able to make the date. It is also written that if registration is done following the date there is a penalty fee. People find concern with not having time to be flexible in being able to register. As well, people did not feel as though the younger kids in house league were not playing soccer at all; it was more or less the coaches letting them kick the soccer balls around. Although there is no need for score keeping at such a young age, it was important to parents that the kids are playing the game against another team and not just against themselves. 

Another concern that our door-to-door research indicated was that the website was not user friendly and did not help them to find answers easily. They want something more simple and straightforward as oppose to lots of tabs and searching through information. One major concern was having an updated and easy to read schedule posted for parents to look at. People stated that the rep league online schedule was easy and informative, something that needs to be carried on into the house league online scheduling. 

Furthermore, new residents to the country could be an enormous input to the club. We found this during our door-to-door surveys and realized this is a growing number of potential children that could be added to the club, and promoting to them could create a lot of registration opportunities. Promotion is something we all feel as though needs to be addressed. It seems as though this is where the focus should gravitate towards, or at least to try to be focused on, in terms of marketing and promoting themselves more than just the newspaper.   As we all know, not everyone reads the paper, especially newcomers, and by putting up signs or some sort of signage they could become more aware. 

It is very important for the club to have a better understanding of what the public thinks of them and what they can do to make their registration more appealing and opportunistic. So far our findings show that people have been most frustrated with communication between board members and parents, which is extremely important to being successful and keeping people interested in staying with the club.  The research findings have given a better understanding of where more focus needs to be and where the organization can start changing. Taking these little steps will help in promoting new registrations and overall promote Waterloo Minor Soccer Club.

Strategy

Overview

Waterloo Minor Soccer Club has been a reputable and growing sports organization for many years. Recently they have encountered a significant loss in their youth under eight registering for soccer. Our formative research has enabled us to determine where WMSC stands as an organization and where they need to focus their strategy and creative direction in light of their audience, and their responsibilities to those associated to the club. In this paper we will discuss how they can overcome any weaknesses, leverage their strengths, and use opportunities to mitigate their current threats. In detail, we will discuss what in particular the club is doing in terms of awareness through economics, demographics, and communication channels. Furthermore we will aid in understanding how promoting an affordable and healthy lifestyle is a creative strategy and what this means for WMSC. In particular, the strategies are aimed at being resources for the club and to be considerations in moving forward with a new approach to overcoming any obstacles they may face in the 2012-2013 seasons and beyond.

SWOT Analysis

Strengths

There are many strengths that the Waterloo Minor Soccer Club possesses. The vast amount of dedicated volunteers is a strength that definitely should be leveraged. According to the board, soccer is the sport with the highest participation and growth rate in Canada.  As well, the club has recently branded all its teams as ‘Waterloo United’.  The strong presence of a catchy logo and brand can be leveraged to draw attention to the organization and spark interest among parents and children. The Waterloo Minor Soccer Club also has well-known sponsors. These include Tim Horton’s, East Side Mario’s, ComFree, and Harvey’s. These sponsors are a great resource to have when it comes to creating awareness in the community.

Weaknesses

The club faces challenges when it comes to creating awareness about the organization within the Waterloo community. Currently, there is no outreach strategy in place to stay in touch with key publics in the community and foster goodwill; this is a weakness that needs to be overcome. As well, the club is not utilizing the proper communication channels to do this (i.e. social media).  Their newsletter and brochure needs to be updated to accommodate new means of communication, as the organization does not use any other advertising in the community.  For example, the clubs KICKS brochure does not deliver the message clearly and concisely to their target audience. The brochure is very dense with words and does not contain key points that will lead readers to the website.  The name of the brochure is also confusing to many current and prospective parents.  The brochure, as all other marketing efforts of the organization, lacks visual appeal, information, and outreach.  Waterloo Minor Soccer Club’s website is very hard to navigate. They also have a limited online presence compared to their competitors.   

Opportunities

Many opportunities are available for the club.   As Canada is known to be a multicultural mosaic, Waterloo is constantly welcoming new immigrants to the city.   With new immigrants also comes the opportunity to educate them about the club.  There is also an opportunity for the Waterloo Minor Soccer Club to utilize the schools in the surrounding area.  By doing so, the club will be targeting their direct market of parents and children. Furthermore, there is the opportunity for the club to partner with other community sports to build more alliances, strengthen their reputation, and expand their community outreach. 

Threats

The club has a few threats that they need to address before they can grow. First, the sheer statistic that Kitchener brought in fourteen thousand people in the past five years, whereas Waterloo only brought in thirteen hundred people raises alarm. Waterloo is starting to become known as the city’s university district and for higher price range housing. Kitchener, on the other hand, is known to be more family oriented and a lower cost city.  If Waterloo is bringing no children to the region Waterloo Minor Soccer will need to go about fixing their problem a different way.  As well, soccer academies within the club are growing. Some parents in the Waterloo region are seeking a more competitive atmosphere for their children to play soccer in.  Waterloo Minor Soccer needs to differentiate themselves from these academies and convince parents that house league offers more benefits for their children.
Optimal Goals

The Waterloo Minor Soccer Club has recently noticed a large decline in registration rates for their eight and under house league programs.  This is a structural problem for the organization as they function on a pyramid basis with the younger players making up the bulk of the club. Our goal in this campaign is to increase player house league registration in younger age brackets by at least 10% by next year.   We believe that by addressing their biggest issue first, many other issues within the organization will be addressed.  As you will see in our creative strategy, we believe fixing these problems with one key strategic method will help the organization and achieve our goal of increasing registration rates by 10% in the first year.

Optimal Publics

Since the Waterloo Minor Soccer Club is a not-for-profit organization, it has many publics that need to be considered when implementing a strategic plan.  We have chosen three equally important publics to target and utilize with our campaign.  The first is children under eight.  These are our current and prospective members and the age group that needs to be increased in the clubs house league programs.  With each direction we choose, we need to be aware of where this age group is and whether or not they will be influenced by the tactics we are proposing.  The second public we are targeting is parents of children in the under eight age group.  Specifically, we are choosing to focus on mothers within the community, as mothers are usually the decision makers in registering their children for soccer. As you will see in our creative strategy, we are focusing on the healthy and active aspects of soccer in our campaign.  The third public that we are focusing on is the clubs volunteers and how they can create awareness for the organization throughout the Waterloo community. 

Strategic Direction

Demographic Awareness

As laid out in the formative research, the demographic trends in the city of Waterloo are currently a threat for our organization. The slowing growth in the city, combined with the zoning policies that go against building homes for young families, insures that this problem is not going away by itself. However, the growth is in the ethnic communities.

According to the 2011 census there are almost 20,000 Spanish and Portuguese speakers alone in the city of Waterloo. This is a significant number since both those groups have a strong and passionate connection to soccer. 

Currently the organization has no strategic plan, nor has it ever taken any action to approach new Canadians in ethnic communities. This is reflected in our research, which showed that new Canadians were not as aware of the organization as long-time residents were. Although it is currently a weakness to have a lack of awareness among new Canadians, it shows there is still opportunity to expand in the market. Going back to the point of a shrinking demographic shows the importance of maximizing awareness among the public, since growth is limited. In order to access these groups we are proposing a three pronged approach. 

Kitchener Waterloo is famous for the amount of summer multicultural events and festivals that are held. We recommend that our organization participate in these events through sponsorships in order to gain a presence in the event. This would allow for active recruitment and an increase in awareness among different ethnic communities. Furthermore, the time frame is very strategic, since the summer is the optimal time to recruit for the busy fall season.

Multicultural centers serve as a welcoming place to new Canadians, and it is a gateway to becoming a part of the community. Sports offer an excellent opportunity for children to make friends and for parents to connect with other adults that share their common interests. As discussed in this paper, soccer has an economic advantage in terms of its affordability. New Canadians are typically in need of financial help when they first arrive. By introducing those that need it to the 300 dollar voucher program that the City of Waterloo offers, it would allow these new Canadians to participate in soccer. It is also important to note that soccer is a global sport and is perfect for new Canadians, since the concept of the game is almost universally understood.  

Although many of the children may be fluent in English after a short time of being here, parents usually take longer to take in English if it is new to them. For this reason, we believe that a strategic approach should be taken to facilitate communication between the organization and new Canadians.   

Economic Awareness

The Waterloo Minor Soccer Club has fairly even strengths and weaknesses pertaining to economics that they have the chance to utilize and overcome.  These include the low cost of soccer, Waterloo’s economy, a government fitness tax credit, their competition, and current and potential sponsorship.

The main opportunity that the club needs to capitalize on is the fact that soccer is very inexpensive, especially compared to other sports.  The only equipment needed are cleats and shin pads.  Normally the shirt, shorts, and socks are all provided through the league which registration costs cover.  With the recent increase of 7.9% of residents in the KW region on EI, this is a great advantage for WMSC when comparing sports like hockey.  

The decline of the economy in Waterloo is actually an opportunity for WMSC that they are not leveraging.  The government grants a tax credit to low income families that they can use for as little as $100 on sports per child that they can get $500 in return for. This is a great opportunity for them to not only help increase their registration, but to get kids involved in the sport that may not have had the opportunity to without the credit. 

A major weakness is the amount of money WMSC is willing to spend on marketing, especially in comparison to their competitors.  While this appears as a weakness, they can still find cost effective ways, many free like social media, to market their brand.   This creates an opportunity for WMSC to use free outlets to catch up to their competition increase in players that they have recently noticed.

Competition is always a threat, but they can mitigate this threat by fighting it and not hiding.   In the past they simply relied on reputation, but recent decline in their registration for youth under eight is making it evident that they need to put more focus on reaching their publics.   Their competition should act as motivation for them now that WMSC have confronted their issues.

WMSC also has the opportunity to utilize their sponsors, who donate money every year but that’s about as far as they go.  This is a great strength and opportunity since they already have the sponsorship and just need to find out how they can use them more effectively.   They also have the opportunity to gain more sponsorship.  As mentioned, they have simply been receiving cheques from current sponsors and not taking the initiative to increase their sponsorship, because they haven’t needed to in the past.

WMSC has some obvious weaknesses in economics that they need to address.  Once they address these and overcome them as well as utilize their key strengths they will be heading in the right direction.   

Awareness through Communication

Advertising through various communication channels is a major weakness the Waterloo Minor Soccer Club is currently dealing with. In regards to outreach and creating awareness through advertising, there are many modern and eye-catching ways to do so. The outlets of advertising we are going to focus on include the lack of social media use by the club, the KICKS brochure that is currently distributed, the clubs website, and the clubs lack of interpersonal communication. 

Currently, the only advertising the Waterloo Minor Soccer Club partakes in is by purchasing a small spot in the local newspaper to communicate when registration days are.  They also pay for printing costs associated with a brochure called KICKS that gets distributed to local schools. 

In today’s society, the ever-evolving technological communication sector has impacted the way many of the WMSC’s target audience’s communicate on a daily basis. The Waterloo Minor Soccer Club has not yet evolved to include this fast-paced and modern way of communicating and advertising for their organization. In not doing so, the organization is missing out on a great opportunity to utilize social media outlets, to raise awareness about the WMSC, and most importantly gain new registrants. Social media is a great way to communicate due to the increasing popularity of these outlets.
Some of the most popular social media outlets include Twitter, Facebook, online blogging, and YouTube. These are most commonly used to keep users connected and fully informed as to what is going on in their community and the world around them.

Currently, the Waterloo Minor Soccer Club does have a Twitter account but it is not being utilized to its full potential or updated on a regular basis.  Information that is being sent out on the clubs Twitter account is strictly informational based. For example, registration dates or payment information.

Currently, the Waterloo Minor Soccer Club has a brochure that is distributed to nine local schools in the community.  This brochure does not have a large impact on registration rates, which was originally the main reason the brochure was created. Printed in black and white, the information that the brochure holds is not eye-catching enough for prospective parents and children to want to pick-up and read. Also, the name of the brochure is confusing to parents and prospective parents, as KICKS is not representing the Waterloo Minor Soccer Clubs name. Brochures are a great way to raise awareness about the club and provide pertinent information to the Waterloo Minor Soccer Clubs target public. 

From our formative research, we have gathered that the Waterloo Minor Soccer Club’s website is not user-friendly and currently does not help parents find the information they are searching for easily. Parents voiced their needs in regards to the website, such as having a simpler and straightforward layout, as opposed to having to click multiple times to find their information. We have also noted that in comparing the Waterloo Minor Soccer’s rep league to the Waterloo Minor Soccer’s house league, parents feel as if more attention is put on communication to rep league parents verses house league. Communication between board members and parents is of the utmost importance, as that will determine the ultimate success of the Waterloo Minor Soccer Club. The WMSC website has a great opportunity to keep parents informed and entertained by providing easily accessible, important information, as well as maintaining an eye-catching, interactive website. 

As of right now, the Waterloo Minor Soccer Club is not fully utilizing the vast amount of volunteers and sponsors the organization has. With a volunteer base of over one thousand people and many well-known and reputable companies and restaurants sponsoring them, the Waterloo Minor Soccer Club has many great resources in the palm of their hands. A positive aspect of the clubs advertising and use of marketing and interpersonal communication skills is the organizations hosting of five big events per year and also end of season events for all members and programs. Some of the clubs major sponsors include Tim Horton’s, East Side Mario’s, Harvey’s, and Comfree. In regards to marketing, very little money is budgeted to go towards creating and implementing effective ways to promote the Waterloo Minor Soccer Club and gain new registrants, especially for the under eight age group where they are seeing the largest decline. 

Creative Strategy

Promoting an affordable, healthy lifestyle is very important. Obesity has grown in youth dramatically and we’ve seen many factors contribute to the decline, such as technology, economics, demographics, and more. This in particular is important to parents who decide to involve and register their children in the sport. As stated in our primary research, it was essential for parents to feel as though their children were playing the sport to learn the rules and cohesion of teamwork, as opposed to playing for fun. Parents like the idea of competitiveness and want the organization to understand their needs, as well as their children’s needs. It is crucial that the communication between WMSC and registrants is consistent because this shows that, as an organization, they are able to complement each other and work together to ensure the club is doing their part and parents are contributing as well. 

In promoting an affordable, healthy lifestyle, WMSC is generating more overall appeal of the organization and the sport. In doing so, it also creates more awareness throughout the Waterloo region.  Staying healthy has become a lifestyle for many, and since some young children are not getting the recommended exercise, this will benefit the parents, children, and WMSC.   

As well, it is very important to build awareness around the organization and all that it does. Again, through our primary research we found that people were unaware of the club, especially those who have come to the country recently. The newspaper ad does not reach this audience. It is important that they build awareness around new residents as a lot of countries embrace soccer as being a popular sport and residents might love to get involved. Seeing as how the sport is low cost will attract those who may not know much about the organization or sport, but want their kids to get involved in a fun, popular activity. 

It would be ideal to increase awareness among new residents, as this audience has yet to be introduced to the organization.  In trying to do so, WMSC can explain how it is a low cost sport and that it will keep their children active throughout the season, which is always very important. 

Furthermore, promoting an affordable, healthy lifestyle is what we aim to associate with WMSC. It is strategic because the two elements are very important in the eyes of the parents who want to involve their children in an activity.  Parents want their children to be active and involved and stay healthy, but they do not want to have to spend a significant amount of money, especially if the child is so young.  It is more important that their children have fun, learn a new sport, and be active, rather then having them understand competition and value winning. With this WMSC can grow and expand their audience to people that did not already know about the club and can increase awareness throughout Waterloo. 

Tactics

Overview

Previously, we discussed how the club could utilize our demographic and economic findings and increase their online presence and communication channels to overcome weaknesses, leverage their strengths, and use opportunities to mitigate their threats. Our creative strategy detailed one specific message: that soccer is a fun, healthy and affordable sport that parents can sign their kids up for. 

Each of the tactics we describe in this section will utilize this message. We will discuss in detail eleven tactics including Twitter and Facebook use, blogging, the change of their brochure and e-newsletter, website reconstruction, holding a sports day, and becoming involved in two community events. The tactics are all aimed at educating parents on the club, its processes and why it’s beneficial for their children to play soccer, while visually appealing to their kids. We believe that these actions that create awareness among the community are essential for growth within the club, and specifically in the youth under eight divisions.

The Big Picture

As we mentioned above, awareness is our main goal of this campaign.  We want people to not only recognize that WMSC exists, but be drawn to the organization.  By the end of this campaign, the community should know how affordable soccer is, and look at soccer as the top choice for a fun and healthy exercise program for children. It is a chance to lower the obesity rate in Canada while allowing children to still have fun in a group setting.  We want members of the club to feel as if the organization truly cares about them – as if they are a part of something much more than just a sport, but rather beneficial to children in the city of Waterloo.  We want kids to be intrigued with the sport and really see the fun it can be.  We want parents within the community to always keep WMSC at the front of their mind as a sport choice for their kids.  To do all of this, our campaign aims at reaching out to the Waterloo community rather than waiting for them to come to the club.  

There are two facets of our campaign.  The first will include social media, the brochure, the e-newsletter, blogging, and the newspaper ad.  The second will include targeting two community events and holding a sports day.  Both parts will visually appeal to the children, while showing parents the statistics and information that will convince them that soccer is the right choice.

Our campaign is about retaining members and giving them a reason to stay, creating awareness in the Waterloo region that the club exists, and showing the community why soccer is important.

Imagine brochures being handed out at every school possible within the city.  Imagine that half of these kids find something that they like on the front of the brochure – whether that is a picture of kids having fun playing the sport, or the clubs catchy logo.  Imagine that these kids go home to tell their parents, yet their parents always know and support the club because they have been keeping up with their Twitter feed.  Imagine that these kids come to Sports Day, love the sport, get registered, tell their friends, and stay on for years to come because not only are they now connected to the sport but are connected to the organization.

We want to make this happen, and we believe through the following tactics we can create this awareness, create this passion, and increase members who will stay on for more than one year at a time.

Tactic Tables

	Tactic: Twitter
	Audience: Parents & Current Members

	Details:

· Minimum of two tweets a day 

· Shannon or volunteers can help

· Create a social media policy (see examples and create specifically for WMSC)

Topics that can be included:

· Club posts and retweets from members

· Tweets and hashtags (#) to show that soccer is a healthy, economical, and fun sport to entice parents to keep their children enrolled or gain new followers and potential members

· Big events, club news (competitive game outcomes, registration, meetings)

What you could gain from Twitter:

· Will build cohesion within the club through communication with other members using mentions (@)

· Will help create awareness, by reaching out to sponsors and the community through mentions of others involved in the club or within the community

	Budget: $0
	Timing: By January 2013 (recommended before Christmas)


	Tactic: Facebook
	Audience: Parents & Current Members

	Details:

· Minimum one post a day

· Shannon, current volunteers, or a public relations student can help

· Create a social media policy (see examples and create specifically for WMSC)

Topics that can be included:

· Big events, club news (competitive game outcomes, registration, meetings)

· Posts to show that soccer is a healthy, economical, and fun sport to entice parents

What you could gain from Facebook:

· Will build cohesion among existing volunteers, members, sponsors, and welcome new registrants

· Will help create awareness by reaching out to sponsors, members, and the community


	Budget: $0
	Timing: By January 2013 (recommended before Christmas)


	Tactic: Blogs
	Audience: Moms

	Details:

· Utilize Barry’s daughter’s knowledge on how to approach and build contacts

· Reach out to bloggers within the community

· Will help teach moms that their children should be involved in soccer because it is a healthy, economical and fun sport
· Will help to build relationships with moms in the community that are influential with the demographic you want to reach 


	Budget: $0
	Timing: February 2013


	Tactic: Brochure
	Audience: Children & Parents

	Details:

· Brochure should be eye-catching and colourful to capture on-lookers and readers attention. 

· The brochure should promote that soccer is a fun, healthy and affordable sport for children and parents.

· Printed copies of the brochure should be distributed to schools, community centres, libraries, current WMSC sponsors, children stores in the community, music academies and other child-oriented programs in the city of Waterloo.

· Brochure needs to have a visual appeal to attract children, including pictures of children playing soccer and having a visibly enjoyable time.

· WMSC should utilize their vast amount of dedicated volunteers and have them go door-to-door handing out the brochures. (In the event no homeowner is present, the volunteers can leave the brochure in the homeowner’s mailbox)

· WMSC can also utilize high-school students needing graduation hours to distribute the brochures throughout the community. 



	Budget: 
0.15 Cents/Brochure

7000 Printed Copies
= $1200.00
	Timing: May 2013


	Tactic: E-Newsletter
	Audience: Members & Sponsors

	Details: 

· Distribute on a monthly basis.

· Created by Constant Contact

· Will contain information that is pertinent to the WMSC. (I.e. Meetings, registration, news within the club, events)

· Format into three separate sections, allowing readers to click on a supplied link for further information. 

· Design will be a one-screen email allowing for straightforward and clear information to be portrayed.

· Sponsors will be able to include coupons along the bottom or side of the newsletter for members to utilize.

· Ensure e-newsletter is sent to all new email addresses collected on registration days and to current members already registered.

· Provide a link for members to withdraw from the e-newsletter at any given time.



	Budget: Current cost
	Timing: January 7th, 2013


	Tactic: Website Reconstruction
	Audience: Parents, Members

	Details:

· Revise the homepage, with less text and more visuals that directs parents where they need to go, to make it more concise
· Add a pop up button before the homepage with links to general information, registration, as well as house and rep leagues so that people can find specific information on what they are looking for 
· More visuals by adding a gallery tab on the homepage so that photos are available for players and parents from games, practices and events
· More accessible way for parents to view schedules 
· Add a link to financial assistance, with more information about tax credits and what makes soccer an affordable sport 

	Budget:  TBD
	Timing:  January 2013 


	Tactic: Sports Day
	Audience: Kids, Parents 

	Details: 

· Work with other Waterloo minor sports teams to arrange a sports day at the WMSC facilities

· Designate a specific area for each sport to set up and manage their own booth

· Advertise through social media, e-newsletter, website, and other involved sports resources

· Create a booth that will have interactive soccer games to attract kids 

· Ensure that the booth has brochures, registration information, as well as associated fees and tax credit material available 

· Have a knowledgeable representative of WMSC at the booth to discuss any questions parents may have 

	Budget: $0 (Using own facility)
	Timing: February 18th (Family Day)


	Tactic: Latin Fest 
	Audience: Latin Canadian Community 

	Details:

· A booth will be bought from the host, Vida Latina Magazine 
· Information will be displayed in both Spanish and English 
· Soccer team logos from throughout Latin America will be on display at the booth in order to build a connection with the audience
· At least one Spanish speaker will be available at the booth in order to answer any questions
· A signup process will be made available for the fall season
· Costs will include brochures, signup sheets and printed logos from various Latin American Soccer teams
· Will occur in Waterloo Town Square 

	Budget:  $400
	Timing:  August 2013 


	Tactic: Multicultural Festival 
	Audience: New/Ethnic Canadians 

	Details: 

· A World Cup theme will be used for the display, in order to send a message out of soccer as a global sport. 

· The booth will be displayed in order to raise awareness and to sign up new players from various ethnic communities in the city.

· The event is for KW, therefore there will be no conflict with advertising in Victoria Park, which is in Kitchener. 

· Information about tax credits will be heavily emphasized, as well as player assistance from the City of Waterloo. 

· This will also forge stronger bonds with the KW Multicultural Center. 

· Prior to the event, an info session will be held about soccer information from a global perspective in order to have meaningful conversations with the audience about their regional soccer background. 

	Budget: $350
	Timing: June 22-23 2013


Budget

	Tactic
	Estimated Budget: 2013

	Twitter
	$0

	Facebook
	$0

	Blogging
	$0

	Brochure
	$1200.00

	E-Newsletter
	Current Cost 

($0 extra)

	Website Reconstruction
	TBD

	Sports Day
	$0

	Latinfest
	$400

	Multicultural Festival
	$350

	Total
	$1950.00


Critical Path

List of Acronyms:

B—Barry 
BOD—Board of Directors
EST—Each Sports Team

MD S—Media Design Student
MS—Manulife Financial Sportsplex 

S- Shannon
B/S- Barry and/or Shannon

BV-Bilingual Volunteer 

V-Volunteer 

	Deliverable
	Resp.
	Completed Week of…

	Twitter 

	Create a specific social media policy for WMSC
	B/S
	Dec. 7

	Get the policy approved by the board
	BOD
	Dec. 7

	Determine who will run Twitter regularly
	BOD
	Dec. 14

	Begin to update consistently 
	S
	Jan. 7

	Monitor your reach through HootSuite
	B/S
	Monthly

	Continue updating at least twice a day
	S
	Daily


	Deliverable
	Resp.
	Completed Week of…

	Facebook

	Create a specific social media policy for WMSC
	B/S
	Dec. 7

	Get the policy approved by the board
	BOD
	Dec. 7

	Determine who will run Facebook regularly
	BOD
	Dec. 14

	Begin to update consistently 
	S
	Jan. 7

	Continue updating once a day
	S
	Daily

	Monitor your reach through Facebook HootSuite
	S
	Monthly


	Deliverable
	Resp.
	Completed Week of…

	Blogs

	Get approved by the board
	BOD
	Dec. 7

	Research potential mom bloggers in the community to present to the board
	B/S
	Dec. 7

	Reach out to Barry’s daughter
	B
	Jan. 7

	Reach out to the mom bloggers collected (this could take time to generate but around this date should work)
	B/S
	Mar. 1

	Build a relationship with at least 3 bloggers in time for the summer league
	B/S
	TBA

	Maintain relationships by providing content of the club
	B/S
	TBA


	Deliverable
	Resp.
	Completed Week of…

	Brochure – May 

	Develop outline and present for approval
	TBD 
	March 11

	Approve brochure outline
	TBD
	March 18

	Complete first draft of full brochure
	TBD
	March 25

	Approve first draft
	TBD
	April 1

	Revise as required to final
	TBD
	April 8

	Provide final approval
	TBD
	April 12

	Prepare final document for printing
	TBD
	April 15

	Print 7000 copies of brochure
	TBD
	April 22

	Gather volunteers to distribute the brochure throughout the community
	TBD
	April 29

	Distribute to local high-schools and sponsors
	TBD
	May 6


	Deliverable
	Resp.
	Completed Week of…

	E-Newsletter – January edition

	Develop outline and present for approval
	TBD
	Nov. 26

	Approve newsletter outline
	TBD
	Dec. 3

	Gather content for e-newsletter, and send to Constant Contact to develop a draft
	TBD
	Dec. 10

	Approve first draft
	TBD
	Dec. 14

	Revise as required to final
	TBD
	Dec. 17

	Receive final approval
	TBD
	Dec. 19

	Send e-newsletter to all current members and sponsors 
	TBD
	Jan. 7


	Deliverable
	Resp.
	Completed Week of…

	Website Reconstruction  


	Develop outline for new website 
	MD S
	Dec. 22

	Approve website outline 
	B
	Jan. 12

	Complete first draft of website 
	MD S
	Jan. 26

	Approve first draft
	B
	Feb. 9

	Revise as required to final
	MDS
	Feb. 16

	Provide final approval
	BOD
	Feb. 16

	Prepare layout of website and initiate reconstruction 
	BOD
	Feb. 23


	Deliverable
	Resp.
	Completed Week of…

	Sports Day 

	Determine number of sports to be included 
	MFS
	Dec. 29

	Obtain approval from all sports teams 
	BOD
	Jan. 5

	Find sponsors that can support an be present 
	BOD
	Jan. 12

	Have pamphlets and Information guides printed 
	EST
	Jan. 19

	Determine volunteers that will be present to assist 
	EST
	Feb. 2

	Each representative that will be present at informational booths
	EST
	Feb. 2

	Booth preparation 
	EST
	Feb. 9


	Deliverable
	Resp.
	Completed Week of…

	Latin Fest 

	Contact Vida Latina to reserve space 
	BOD
	Feb. 1

	Secure a volunteer fluent in English and Spanish 
	BOD
	June 1

	Translate information for the event with the help of the bilingual volunteer. 
	BV
	June 14

	Print all materials for the event 
	BOD
	July 20

	Secure all needed volunteers 
	BOD
	July 20


	Deliverable
	Resp.
	Completed Week of…

	KW Multicultural Festival 

	Reserve space with Multicultural Center 
	BOD
	Jan. 20

	Secure volunteers for the event 
	BOD
	Jan. 5

	Hold a global soccer info session 
	V
	Jan. 12

	All material must be printed 
	BOD
	June 1

	Arrive early to set up the WMSC booth 
	V
	June 22


Evaluation

Overview
As an organization it is important to evaluate the results of new tactics.  The areas of focus for the campaign include social media, events, participant and parent experience and registration numbers. The following tables will help with the evaluation process for each individual tactic.  These evaluation methods should be utilized for both indoor and outdoor soccer programs. The tactics we propose include Twitter, Facebook, blogging, a brochure, a newsletter, website reconstruction, and participating in more community events.  All tactics are proposed to raise awareness about the club among parents and children within the Waterloo community. The methods we have chosen to evaluate these tactics will confirm that the community is becoming more aware of the organization, and the club is profiting from these changes.  It is our recommendation that WMSC adopt these methods of evaluation to insure the campaign results in a sustainable and prosperous future for years to come.
Evaluation Tables

	Evaluation Tactic: HootSuite 
	Audience: WMSC

	Details:

Overview: 
· HootSuite is a social media dashboard to manage and measure     your social media networks.
Who will monitor: 
· Shannon
How to monitor: 
· Access reports available on HootSuite to gather information and statistics on your social media presence. 
Questions to consider: 
· Are you reaching the target audience of parents aged 25-40, especially females?
· Are you getting mentions, direct messages, and favourites from followers?
· Are the number of followers and likes increasing regularly?
· Are your posts being clicked on?


	Budget: $0
	Timing: Monthly 


	Evaluation Tactic: Entrance Surveys 
	Audience: Parents 

	Details:

Overview: 
· These surveys will be given to parents of children registered in the U8 league on the first day of practice.

How to gather data: 
· Compile completed surveys and take note of common responses.

· How did registrants find out about WMSC? (I.e. brochure, social media, word of mouth, etc. . .)
· Who is registering their kids? i.e. grandparents, parents
· What is their preferred method of registering? 
· Are economics a factor when choosing to register? 


	Budget: $0
	Timing: Start of the season, sent home with kids


	Evaluation Tactic: Exit Surveys 
	Audience: Parents 

	Details:

Overview:

· These surveys will be given to parents of children registered in the U8 league at the end of the season. 

How to gather data: 
· Compile completed surveys and take note of common responses.

· Did parents feel satisfied with the level of communication from the organization? 
· What was the most well received way of communication? (i.e. social media, newsletter, website)
· Did they feel their children benefitted in a healthy and fun way?
· Will parents be returning for the next season?
· Tabulate the concerns and decide how to address these issues


	Budget: $0
	Timing: End of the seasons


	Evaluation Tactic: Monitoring number of registrants 
	Audience: WMSC

	Details:

Who will monitor: 
· Waterloo Minor Soccer Club

How to monitor: 
· Calculate total number by monitoring the amount of online, in-person, and late registrations.

· Have numbers increased in children U8?

· Have numbers increased in other age groups?

· Which days had the most registrants?

· Were the added registration days beneficial?



	Budget: $0
	Timing: Following registration


	Evaluation Tactic: Effectiveness of event
	Audience: Public at event

	Details:

Who will monitor: 
· Volunteers and WMSC
· How to monitor: Have a volunteer keep track of the amount of people coming to the WMSC booth by the use of either a clipboard or electronic device (i.e. tablet or iPad). 

· How many brochures were distributed?
· How many people registered at the event?
· How many followers/likes were gained during the event?
· How much traffic was generated overall during the event

	Budget: $0
	Timing: Directly following event


Budget

	Evaluation
	Estimated Budget: 2013

	Hootsuite
	$0

	Entrance Surveys
	$0

	Exit Surveys
	$0

	Monitoring Number of Registrants
	$0

	Effectiveness of Events
	$0

	Total
	$0


Critical Path

	Deliverable
	Resp.
	Completed Week of…

	Hootsuite

	Create Hootsuite account 
	S
	Dec. 7

	Check how social media networks are progressing 
	S
	Ongoing 

	Print weekly reports (including mentions, direct messages and favourites from followers) 
	S
	Ongoing

	Create monthly overviews to see changes in social media 
	S
	Last week of each month. 


	Deliverable
	Resp.
	Completed Week of…

	Entrance Surveys 

	Create entrance survey 
	WMSC
	Dec.9

	Print entrance survey well in advance of registration 
	WMSC
	Dec.9

	Make surveys available to parents of children registered in U8 league.   
	WMSC
	Jan.6

	Have all surveys handed back and ready to tally 
	WMSC
	Jan.27

	Have all surveys tallied and compiled with most common responses 
	WMSC
	Feb.10


	Deliverable
	Resp.
	Completed Week of…

	Exit Surveys 

	Create exist survey 
	WMSC
	End of season

	Print exist survey before the end of the season
	WMSC
	

	Make surveys available to parents of children registered in U8 league.   
	WMSC
	

	Have all surveys handed back and ready to tally 
	WMSC
	

	Have all surveys tallied and compiled with most common responses 
	WMSC
	


	Deliverable
	Resp.
	Completed Week of…

	Monitoring number or registrants 

	Calculate how many people used the online registration application
	WMSC
	Once registration opens

	Calculate how many people registered in-person 
	WMSC
	“”

	Calculate how many people registered late
	WMSC
	“”

	Calculate the total amount of registered children U8
	WMSC
	“”

	 Determine the most prevalent form of registration 
	WMSC
	“”


	Deliverable
	Resp.
	Completed Week of…

	Effectiveness of event 

	Assigned the task of keeping track of all interested individuals who approach the booth 
	V/WMSC
	Week before the event

	Have a means to keep track (i.e. tablet, iPad or clipboard)
	V/WMSC
	Week of event

	Format a sheet so you can check off as many people as possible during the event 
	V/WMSC
	Week of event 

	Calculate the amount of brochures that were distributed
	V/WMSC
	After event takes place

	Calculate the number of people who inquire about registration at the event
	V/WMSC
	After the event takes place

	Calculate the amount of likes/ followers that were gained from the event 
	V/WMSC
	After event takes place

	Calculate the amount of traffic that the booth attracted and whether it was a success or failure 
	V/WMSC
	After event takes place


	WMSC
	CAMPAIGN 

	Inputs
	City Funding & Registration Fees

	Processes
	Volunteer Training, Finding Sponsors & Acquiring Field Space

	Outputs
	Soccer Games, Training Camps & Skill Clinics 

	Outcomes
	Increased Soccer, Teamwork & Social Skills for Players

	Impact
	Healthier, Fitter Community 


Conclusion

In review of the above research that expands on demographic, economic, political and social trends through both primary and secondary research methods, we believe it clarifies the need for the strategy to focus on raising awareness about the organization and the services it offers. The tactics were chosen based on their ability to accomplish the goals of the strategy in the most focused and cost effective manner possible. The campaign’s overall focus was on the fact that the number of children in the City of Waterloo eligible for under eight soccer is shrinking and that in order to maintain the sustainability of the organization, awareness among that target group needs to be maximized in order to compensate for the decline.
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