Faith Eissler


Communications Plan
To inform college students and Kansas City area business leaders about Sporting Kansas City’s new program, ThinKCity.

Communications Plan Statement:

This plan aims to inform college students, as well as Kansas City area business leaders about Sporting Kansas City’s new program, ThinKCity. The program aims to recruit and retain “young professionals to” the Kansas City area (TeamWork Online). The program will be launched through a one-time event, a job fair at Sporting Park titled, OUR Home Team.

Situation Analysis: 

ThinKCity is a brand new program backed by Sporting Kansas City (TeamWork Online). Since the program is so new, there is no public information available on the program yet. If the campaign is successful, Kansas City will see an increase in young people living and working in the area.

Many young people do not want to stay in the Kansas City area after graduating college. From 2000 to 2012, the Kansas City population grew by 4.2 percent, but the number of young people in the city is low. Only 7.1 percent of the population is aged 20-24 (“Kansas City, MO Demographics”). People aged 20-24 are college students or recent college graduates. Young people are the future of cities and communities, so it is crucial that a city has young people interested in living there. There are several universities that are in or around the Kansas City area, including UMKC, University of Missouri, University of Kansas, University of Nebraska, Creighton University, Northwest Missouri State University, Missouri Western University, Drake University, Kansas State University, and many many more. Each of these universities has several students that could be wonderful potential employees and Kansas City community members. In addition, Kansas City is the closest metropolitan city to several of these universities. 

In addition, ThinKCity wishes to “benefit local corporations” (TeamWork Online). Local corporations can benefit from hiring young people, because the young people will soon be the corporations’ biggest competition (Morash). Corporations can benefit from being involved in ThinKCity’s program launch at Sporting Park. The corporations can show their support for the program, as well as “recruit” new employees at the program launch (TeamWork Online). Sprint, H&R Block, Ivy Funds, Burns and McDonnell, and Cerner will be the five major corporations participating in OUR Home Team.

Although not all students will be able to attend Our Home Team, some students can still be reached and influenced by the campaign. The event and campaign may inspire other local businesses to become involved in sustaining young people in the community.

Analysis:

Corporation Involvement:

All of the companies involved in OUR Home Team are top local companies, Sporting Kansas City sponsors, or both. Sprint is a top local company as well as a stadium sponsor. H&R Block is a top local company as well as a Sporting KC corporate sponsor. Ivy Funds is a Sporting KC corporate sponsor. Burns and McDonnell and Cerner are top local companies.

Sources:

Sporting Kansas City Website

ThinKC Kansas City Graphics

ThinKCity can benefit greatly from a communications plan. There is no information about the program, and a launch party through OUR Home Team could be a great way to get the program started. Young people enjoy socializing, and OUR Home Team could be a great way for young people in Kansas City to meet with their peers, as well as business leaders in the area. I titled the event, OUR Home Team to symbolize unity between the business leaders and the college students, and to have the college students feel like Kansas City is their home. ThinKCity can also send representatives to universities including UMKC, University of Missouri, University of Kansas, Kansas State University, Creighton University, University of Nebraska, University of Iowa, and Iowa State University to promote “OUR Home Team.” 
Objectives: 

· Create awareness of Sporting Kansas City’s new program, ThinKCity

· Engage local business leaders in recruitment and retention of college students in Kansas City (TeamWork Online)

· Educate college students about the benefits of staying in the Kansas City area after graduation

· Increase Sporting Kansas City’s LinkedIn followers from 1,062 to 1,500 after OUR Home Team event (Austin).

· Increase number of young people in Kansas City from 7.2 percent to 10 percent by 2015

Analysis:

This plan contains both informational and motivational objectives. These objectives can be measured by surveys, as well as quantitative analysis. Although we cannot measure the awareness of the campaign, we can take a look at how the program was communicated, and we can see the exposure of the program in media outlets. We can also track the number of people who visit the website for ThinKCity, as well as social media outlets. 

Strategy:
ThinKCity will make its debut through an event campaign titled OUR Home Team. One strategy for launching ThinKCity through Our Home Team is partnering with TeamWork Online. TeamWork Online is a website that informs applicants about open positions in the sporting industry. TeamWork Online has promoted networking days for Sporting Kansas City in the past. Our Home Team includes meeting with professionals in the Members Club at Sporting Park, as well as a ticket to the Sporting Kansas City versus Columbus Crew game.

Secondly, Sporting Kansas City employees will travel to the universities mentioned below to promote the program. Employees will distribute Sporting Kansas City promotional items to university students, as well as brochures about Our Home Team. The employees will also promote the iPhone app for out of town students.

The ThinKCity Program Director will travel to local businesses to meet with leaders and encourage them to support the program, as it can benefit the company, the students, and the Kansas City community (TeamWork Online). News releases will be prepared and sent to local newspapers and business journals.

Key Messages

1. OUR Home Team

2. Kansas City, Here iCome

3. Believe in Our Future

Analysis:

OUR Home Team is the name of the networking event to support unity between the corporations and college students. In addition, the name unites the corporations and college students with Sporting Kansas City, as well as the Kansas City area. By attending the networking event, college students can develop brand awareness for Sporting Kansas City, and they can be more proud to call Kansas City their home.

Kansas City, Here iCome is the name of an iPhone app to be developed in conjunction with ThinKCity and OUR Home Team. The name of the app was taken from lyrics of the famous song. This app is available for download for visitors to the area. The app will feature Kansas City hot spots, things to do in the city, and it will offer promotions for its users. This makes the city more attractive to those from out of town.

Believe in Our Future targets the corporations. Young people are the future of society, and this will encourage business leaders to invest in college students for the success of their business and community (TeamWork Online). This is an encouraging statement, and the famous chant during Sporting Kansas City games is, “I believe that we will win!” This also unites the corporations with Sporting Kansas City.

Key Audiences

The key audiences for the campaign are college students near the Kansas City area, as well as Kansas City business leaders. These are the two audiences who can benefit most from ThinKCity and OUR Home Team (TeamWork Online).

Students:
· University of Missouri-Kansas City

· University of Missouri-Columbia

· Missouri Western University

· Northwest Missouri State University

· University of Kansas

· Emporia State University

· Washburn University

· University of Kansas

· Kansas State University

· University of Nebraska

· Creighton University

· Drake University

· University of Iowa

· Iowa State University

These schools are either in or around the Kansas City area. Having students from these schools present for Our Home Team can influence students outside the area to come to Kansas City, as well as to keep students in Kansas City in the area. Young minds are impressionable, and if we can instill the importance of staying in Kansas City in the minds of students before they graduate, they will be more likely to stay in the area after they graduate.

Business Leaders:

· Sprint
· Cerner
· Ivy Funds
· Burns and McDonnell
· H&R Block
· Time Warner Cable
· KCTV 5
· Blue Moon
· Capitol Federal
· Ksmo TV
· Roma Bakery
These companies have a strong local presence, and most of these companies are Sporting Kansas City sponsors. These businesses have a strong connection to the community, as well as the team.
Tactics

1. Prepare a news release promoting Our Home Team and explaining ThinKCity program

2. Promote Our Home Team event on Sporting Kansas City’s LinkedIn profile

3. Create a brochure for local business leaders, explaining the benefits of participating at Our Home Team, as well as supporting ThinKCity

4. Represent ThinKCity and Our Home Team at local universities

5. Partner with TeamWork Online and Sporting Kansas City

6. Conduct an Instagram contest for OUR Home Team event attendees

7. Develop a visually stunning video for Our Home Team and ThinKCity to be broadcast on YouTube, KCTV 5, and my KSMO television
Analysis:
Preparing a news release will be a great way to get business leaders involved with ThinKCity and OUR Home Team. Business leaders and community members tend to read newspapers. We can also link the news release to existing Sporting Kansas City social media sites to reach out to college students. Sporting KC has over 1,000 followers on LinkedIn, and this is a professional social media site (Austin). Members on LinkedIn are interested in networking and finding jobs. Brochures are a quick and easy way to explain benefits to local business leaders. It will give them an outline and something to think about when they consider supporting ThinKCity and OUR Home Team. ThinKCity program employees will be proactive and go to the college students instead of waiting on them to come to us. Representatives will set up booths and informational tables at local universities, distributing promotional items as well as promoting the new iPhone app to out of town students. Face to face communication can be beneficial in this campaign. In addition, partnering with TeamWork Online will reach out to young applicants looking to pursue a career in the sports industry. Users of TeamWork Online are interested in finding jobs in sports, so sending out e-mails about OUR Home Team will create interest. Conducting an Instagram contest is a great way to gain followers for Sporting Kansas City on Instagram. The contest will allow students to photograph Kansas City hot spots in creative ways. It will encourage students to use creativity, and it will also showcase Kansas City as a beautiful, fun place to be. Finally, visuals are great for campaigns. By creating a video on YouTube as well as KCTV 5 and my KSMO television, we will reach our target audience of college students, as well as business leaders and community leaders. Creating a video can make an impact on all who view it, and it can encourage people to support ThinKCity and attend OUR Home Team event.
Schedule:

· May 13th, 2013: Publicize OUR Home Team on TeamWork Online, sending out e-mail blasts to members of TeamWork Online

· May 13th: Begin travelling to universities and speaking to students about Our Home Team

· May 13th: Meet with local business leaders to gain support for Our Home Team

· May 20th: Promote Our Home Team on Sporting Kansas City’s LinkedIn profile

· May 20th: Develop “Kansas City, Here iCome” iPhone app

· June 3rd: Launch “Kansas City, Here iCome” app

· June 3rd: Begin judging Instagram photo entries

· June 17th: Meet with business leaders to designate allotted time for speaking at event

· June 24th: Announce winner of Instagram photo contest

June 29th, 2013: Day of Event:

· 3:00 p.m.: Allow representatives from Sprint, Cerner, Ivy Funds, Burns and McDonnell, and H&R Block to enter Sporting Park

· 3:30: Meet with representatives to go over stations, talking points, allotted time schedules for speaking

· 4:30: Open gates to Sporting Park to allow special ticketed members to enter the Member’s Club for Our Home Team event

· 4:50: Show introductory video for Our Home Team

· 5:00: ThinKCity Program Director addresses group and informs them about the program

· 5:15: Representative from Sprint speaks about benefits of working for Sprint, being involved in the Kansas City community, etc.

· 5:25: Representative from Cerner

· 5:35: Representative from Ivy Funds

· 5:45: Representative from Burns and McDonnell

· 5:55: Representative from H&R Block

· 6:05: Open networking: Attendees and business leaders are to network and meet with each other as they please

· 6:35: Ice breaker activity for college students

· 6:45: Question and Answer period for ThinKCity employees, Sporting Kansas City executives, and business representatives

· 7:15 Members released to the Cauldron (general admission seating) for Sporting Kansas City versus Columbus Crew game

Analysis:

This is a break-down of what will take place on the event day, as well as the preparation for the event. ThinKCity employees will meet with business leaders frequently before the event to gain support. In addition, the employees need to travel to schools as soon as possible, as many schools are dismissing for the summer soon.

Evaluation
1. Record the number of young professionals in Kansas City in January 2014.
2. Record the number of new people in Kansas City in January 2014.
3. Distribute surveys at the conclusion of OUR Home Team event, with incentives being provided. For example, we will provide each OUR Home Team event attendee with a code to access an online survey about their experience with ThinKCity and how it affected them. As a reward for completing the survey, the respondents will receive two vouchers each to a future Sporting Kansas City game.
4. Compile news clippings, social media followers, and television advertisements for ThinKCity and OUR Home Team event.
5. Distribute surveys to business leaders after OUR Home Team event, and provide respondents with a discount on sponsorship costs for the upcoming season.
Analysis:

In an informational campaign, it is important to evaluate if your message was communicated, and if it was communicated correctly. We can see this by looking at the number of young people in Kansas City in 2014 compared to 2013. In addition, we can take a look at the new people in Kansas City aged 20-24 that were not in Kansas City in 2013. By providing incentives for survey respondents, we can increase the amount of feedback that we receive, which can help us to better adjust our plan if need be.
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