Kingston Frontenacs

H. F, (Herb) MacKenzie

It was early August 2010, and Jeff Stilwell had just started his summer vacation. Jeff
was the director of marketing and commuvnications for the Kingston Frontenacs, one of

the Ontario Hockey League’s Hastern Conference tcams. The team was seriously con-
sidering ways to increase revenue, particularly from ticket sales. Its administration had
met several times, and everyone had provided a number of suggestions, It was now up
to Jeff to put together a plan for the group’s consideration and (hopefully) approval,
Jeff knew that ticket revenue could be increased in only two ways: sell more tickets
or increase the tickets” average price. Of course, some combination of the two alterna-
tives would also work, Jefl was equally concerned with long-term growth of fan sup-
port. He was pleased with what he’d accomplished with advertising and sponsorship
_sales, and wanted to make sure that whatever suggestions he made for increasing ticket
revenue would be supported by senior administration,
As he relaxed on the patio, Jeff scanned the suggestions that had come up dur-
ing previous meetings and informal discussions relating to ticket pricing, He was
thankful to have several relaxing weeks of “noodle” tine, but once his vacation was
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over, everyone would be expecting to see a plan that could be easily implemented and
that would nitimately be successful,

ONTARIO HOCKEY LEAGUE

There are 20 teams in the Ontario Hockey League (OHL), with 10 in the Eastern Conference
and 10 in the Western Conference, Hach team plays a regular season of 68 games: 34 home
games and 34 away games. (The 2009-2010 standings are shown in Exhibit 1.) The OHL,
the Quebec Major Junior Hockey League, and the Western Hockey League make up the
Canadian Hockey League (CHL), which has a total of 60 teams in nine provinces and five
U.5. states, In the 2009-2010 season, attendance at CHL games exceeded 9 million specta-
tors. The CHL might not maich the NHL for quality of hockey, but many loyal junior hockey
fans believe the excitement is often as great; plus, they get to see future NHL stars as they
begin their professional hockey careers. In fact, more NHL players come from the CHL than
from any other hockey league. In the NHL's 2010 entry dralt, the top three first-round draft
choices all came from the OHL. With the first pick, the Edmonton Oilers chose Taylor Hall
(40 goals and 66 assists in 57 games) from the Windsor Spitfires, The Boston Bruins, with
the second pick, chose Tyler Seguin (48 goals and 58 assisis in 63 games) from the Plymouth
Whalers. The Florida Panthers chose Brik Gudbranson (2 goals and 21 assists in 41 games),
a 201-pound, 6'3" defenceman from the Kingston Frontenacs, as the third pick. Erik was
only the seventh Ottawa-area player to be a top 10 NHL draft pick in the last 30 years.

_ EXHIBIT 1| OHL Standings, 2005-2010 ,;

Eastern o Overtime Shmot«idt Goal% Goals Penaltieﬁr |
Conference Wins Losses Losses Losses Points tor Against  in Minutes
Barrie Colts 57 9 0 2 116 327 186 1384
Ottawa 67's 37 23 5 3 82 246 219 1014
Mississauga 42 20 4 2 90 222 175 2
St Michael's

Majors

Kingston 33 30 2 3 - 229 251 1316
Frontenacs '

Brampton 25 29 7 7 64 167 181 1039
Battalion ’

Peterborough 29 35 i 3 62 23 277 1179
Petes :

Niagara lce 26 34 2 6 60 191 233 N84
Dogs

Sudbury 26 35 A 3 59 193 267 1297
Wolves

Oshawa 24 39 3 2 53 216 299 1276
Generals

Belleville 20 40 2 6 48 189 263 - 1099
Bulls
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Western Overthﬁe Shnomug Goals Goals Penalties |
Conference Wins Losses Losses Losses Points For Against  in Minutes
Windsor 50 12 1 5 106 331 203 1333
Spitfires

London 49 16 i . 2 101 273 208 197
Knights

Kitchener 42 19 4 3 a1 286 236 1096
Rangers

Plymouth 38 27 1 2 79 245 201 1222
Whalers

Sault Ste. 36 27 1 4 T 237 213 1318
Marie

Greyhounds

Saginaw 34 27 4 3 75 240 230 1344
Spirit

Guelph Storm 35 29 3 ] 74 242 255 1252
Erie Otters 33 28 5 2 73 257 259 1013
Owen Sound 27 33 4 4 62 221 276 1135
Attack

4Sarn‘ia/Skting - 17 7 46 B 3 2 39 7 184 295 1293

KINGSTON FRONTENACS

Kingston has had a junior hockey team since 1973, when the Kingsion Canadians {irst
eniered the OHL; the team played out of the 3300-seat Memorial Centre. In ifs second
season it took the Toronio Marlboros—favoured for the CHL's Memorial Cup—io eight
games in the first round of the OHL playoffs, and lost on what has become a Kingston
legend: the famous phantom goal. Tn the 1985-86 season, IKingston goalie Chris Clifford
became the first OHL goalie to score a goal. In the 1987-88 season, the tearn lost 28 con-
secutive games, the longest losing strealc in league history. That was the end for the Kings-
ton Canadians. A new owner renamed the team Kingston Raiders, but after only one season
the team changed ownership again. It became the Kingston Frontenacs, named in honour
of Louis de Buade de Frontenac, the governor of Mew Hrance who established Fort Fronte-
nac, where the city of Kingston now stands. With its new name and colours, the team
ended its first season one point out of first place. Unfortunately, it lost in the first round of
playoffs against its arch rival, the Belleville Bulls. That seventh game, played in Belleville,
stands as the longest game ever played in OHL history. The game tinished at 1146 a.m,—
after six hours and 16 minutes—in the fourth overtime period.

On February 22, 2008, the Frontenacs played for the first time at the new 5380-sea,
state-of-the-art I-Rock Centre. Fan altendance increased immediately, but unfortunately the
team had a very disappointing year. That was followed in 2008-09 by an even more disap-
pointing year; however, the team greatly improved its overall performance in 2009-2010 and
made the playoffs, (Exhibit 2 lists its win-logs records and other stalistics in recent years.)
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"{(ear Points v‘
2008-09 18 40 6 4 46
2007-08 25 41 0 2 52
2006-07 31 30 5 2 69
2005-06 37 24 4 3 81
2004-05 28 33 4 3 63
2003-04 30 28 7 3 70
2002-03 25 37 2 4 56
2001-02 18 37 9 4 49
0000 28 @ 0. % 68

The team has contributed a number of exciting players to the NHL. Chris Stewart was
a 2006 first-round draft pick by the Colorado Avalanche, Ethan Werek, a Frontenacs
rookie in 2008-09, became the | 1th overall rookie points leader, scoring 64 points in his
first season. He was selected in the second round of the 2009 NHL draft by the New York
Rangers. In the 2009-2010 season, Werek was second in overall scoring among Frontenac
players, even though he lost part of the season through injury; he returned to the team
lineup for 2010-11. Erik Gudbranson, a star defenceman with the Fronlenacs, was the
Florida Panthers’ first-round 2010 MHL draft pick; it was unceriain whether he’ll stay with
the Panthers this coming year or return to Kingston for another season, To help strengthen the
Frontenacs’ defence, younger brother Alex Gudbranson, a 190-pound, 6'2", right-shooting
defenceman, has signed as a roolde for the 201011 season. When Larry Mavety, Kings-
ton Frontenac Hockey Club’s director of hockey operations and general manager,
announced the signing of the team’s 2010 first-round OHL priority selection, he said,
“Alex will make a great addition to our hockey club. He has great size, a good shot, plays
with an edge, and isn’t afraid to mix it up if necessary.”

The team was looking forward to a good 201011 season, hoping to improve further on
its previous year’s performance. (See Exhibit.3 for a list of the Frontenacs’ 34 scheduled
home games.) .

The 2010-11 schedule was very similar to the previous year’s, although there were a
few “rogue” games. The Monday and Saturday games were something new. Jeff thought
the change was unlikely to have much of an irapact on overall fan attendance. (Attendance
in recent years is shown in Exhibit 4.)

When Jeff thought about the attendance, a number of things concerned him——and might
provide some opportunity for growth. He recalled secing lots of young children at NHL
games, While there were certainly many children at Fronienacs games, their percentage
seemed much lower—usually abont 15%. Jeff also thought about the number of women
attending ihe games: in the previous year they had accounted for only about one-third of fan
support, and he wondered what could be done (0 make the game more attractive to therm.
Finally, Jeff wondered it something could be done to attract more students, Kingston certainly
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Hi , ome =
} Fri., Sep. 24 7:30 p.m, Missié‘gauga 5t. Michael's Majors

Fri., Oct. O1 7:30 p.m. Belleville Bulls
Fri.,, Oct. 08 7:30 p.m, Oshawa Generals
Sun., Oct. 10 1:00 p.m. Plymouth Whalers*
Fri., Oct. 15 7:30 p.m. Belleville Bulls
Wed., Oct. 20 7:00 p.m. Ottawa 67's
Fri., Oct, 22 7230 p.m. Peterborough Petes
Fri., Nov. 05 7:30 p.m. Barrie Colts
Fri., Nov. 12 7:30 p.m. Sault Ste, Marie Greyhounds*
Sun., Nov. 14 2:00 p.mn. Sarnig Sting™
Fri., Nov. 26 7:30 p.m. Brampton Battalion
Sun., Nov. 28 2:00 p.m. Ottawa 67's
*Fri,, Dec, 03 7:30 p.m. Peterborough Petes
Fri., Dec. 17 7:30 p.m. Belleville Bulls
Sat., Jan. O1 2:00 p.m. Mississauga St. Michael's Majors
Fri., Jan. 07 7:30 pam. Owen Sound Attack®
Fri., Jan. 14 7:30 p.amn, Oshawa Generals
Sun., Jan. 16 2:00 p.m, Windsor Spitfires®
Fri., Jan. 21 7:30 pom. Guelph Storm*
Sun., Jan. 23 2:00 p.m. Saginaw Spirit*
Fri., Jan. 28 7:30 p.m, Peterborough Petes
Fri., Feb. 04 7:30 pan. l.ondon Knights*
Wed,, Feb. 09 7:00 pamn. Niagara lce Dogs
Fri., Feb. 1 7:30 p.mn, Belleville Bulls
Sun., Feb. 13 2:00 p.m. Erie Otters*

. Fri,, Feb.18 7:30 pam. ' Bramplon Battalion
Mon., Feb. 21 2:00 pur, Ottawa 67's
Fri,, Feb. 25 7:30 p.m. Oshawa Generals
Fri., Mar. 04 7:30 p.m, Kitchener Rangers®
Sun., Mar. 06 2:00 p.m, Barrie Colts
Wed., Mar, 09 7:00 p.m. Ottawa 67's
Fri., Mar. 11 7:30 pan, Oshawa Generals H
Sun., Mar. 13 2:00 p.m. Niagara lce Dogs
Fri.. Mar. 18 7:30 pam, - S»l;,‘ldbyt‘llj\/ Wolves

*Teams from the Western Conference (one game at horme against each).
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2009-2010 Sedson Games ' " Attendance
Regular season 34 94735
Playoffs 4 13 991
Friday games 23 64 923
Sunday games 9 23 876
Wednesday games 2 5937
Season ”  Attendance -
2008-09 105 174

2007-08 8671

2006-07 76 397

2005-06 74731

2004-05 71232

2003-04 67 270

2002-03 65 518

2001-02 74017

00000 . ®so&s

had considerable potential here. There were about 25 000 students at Queen’s University, and
St. Lawrence College and Royal Military College contributed about {6 000 and 1500 stu-
dents, respectively.

TICKET PRICES

Historically, OHL teams have shown little creativity in establishing their ticket prices.
Kingsion Fronienacs tickets were priced at $18 for adults, $16 for students and seniors,
and $12 for children aged 13 and younger. Season lickets provided attendance at all home
games, and should the team get into the playotfs, season-ticket holders would be guaran-
teed seats if they wished to purchase them. Season tickets were $510 for adults, $480 for
geniors and students, and $440 for children. '

For the 201011 season, the team.was planning to add “flex packs” of 6 or 12 tickels.
These were priced at $192 for a 12-ticket pack and $96 for a 6-tickei pack. With a 12-ticket
flex pack, for example, one person could attend 12 games, four people could attend three
games, or 12 people could attend one game.

As Jeff began to ponder the noies he’d taken at the pricing strategy meetings, he saw a
number of suggestions that stemmed from recent strategics employed by major profes-
sional sports teams. Someone had talked about the Toronto Blue Jays, a team that in a
recent year had increased its average season ticket prices by 10%, but its average single-
game prices by only 1%, At the same time some prices increased, some remained the
same, and some decreased, depending on their location in the stadium. During that season
the franchise had also explored a varied pricing strategy for particular games. A small
number of early-season Tuesday games were designated as “value” games, with ticket
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prices discounted considerably. About 30 games were designated “premium” games,
including seven games against the Boston Red Sox and nine games against the New York
Yankees, the two toughest teams in the Jays’ division, Someone else had talked about the
Toronto Raptors, a team that was much more dependent on single-game ticket sales. The
Raptors were charging higher prices for visiting teaims that attracted larger crowds. Finally,
the New York Yankees baseball team charged higher prices for preminm-seat tickets pur-
chased on game day, but lower prices for fang who purchased advance tickets,

When he flipped to the next page of his notes, Jeff saw a number of comments about
the strategies NHL teams used. Almost every team in the NHL, it was noted, used some
form of variable pricing; they’d been experimenting with it for several years. The Vancou-
ver Canucks, Edmonton Oilers, Calgary Flames, Ottawa Senators, and Montreal Canad-

iens all charged ticket prices that varied depending on seat location, visiting team, day of

the week, and time of season. Only the Toronlo Maple Leafs had elected not to use vari-
able pricing for its single-game tickets. It didw’t have {o. Season tickets accounted for more
than 90% of ticket sales, and only about 1000 seats were available for each game for single-
game ticket holders. There were seldom any nights with an empty seat—even at the high-
est ticket prices in the NHL.

But among NHL teams, perhaps the Ottawa Senators were the most creative. Harly in
its pricing experiments the team had designated a number of games for which it offered
discounts as high as 40%, and a small number of additional games for which only children
received a 40% discount. At the same tinae, it charged a 10% premium when the Monireal
Canadiens were the visiting team, and a 40% premium when the Toronto Maple Leals
came to Ottawa. The rivalry was such that the Montreal and Toronto teams always drew a
large crowd. After trying this strategy, Otiawa became even bolder, Tn the 2008-09 season
it fried “bundling” games. The Senators advertised a special promotion to see the Toronto
Maple Leafs ($236.05), or the Montreal Canadiens ($208.05), or the Pittsburgh Penguins,
with scoring star Sydney Crosby ($188.05). However, customers who read the line print
found that they could buy one of these tickets only if they also purchased a ticket to see the
Buffalo Sabres or the Florida Panthers for an additional $142.05, And the total price didn’{
include food, drinks, or parking, so a night—or two—could be very costly. Fans weren’t
pleased, but the team defended its strategy: it would sell out more games and would dis-
courage ticket scalpers, who tended to buy tickets only for high-demand games,

THE DECISION

Jeff had a lot to consider, He wondered whether the team had been too hasty when it
implemented the flex-pack price strategy. Could he design a better strategy while main-
taining the flex packs, or should he consider revising or dropping the flex packs for future
years? Should he recommend some form of {lexible pricing, and it so, what should it be?
How could he attract more children, women, and students—and could a new price strategy
help him do this, or would he need to consider other promotional events to grow these
important fan segments? While he was thinking about all this, Jeff was very aware that his
goals had to take into account both the short and the long term, He wanted to improve
attendance for the 2010-11 season, but he also wanted to create a solid base for long-term
fan support.




SPARK Marketing: Responding
to Market Opportunities and
an Industry Shakeup

Susan Myrden and
Donna Stapleton

it was the middle of August 2010, and significant changes were occurring in Atlantic
Canada’s communications indusiry, SPARK Marketing had been making its mark on
the communications sector since its inception just one year before and had succeeded in
making a name for itself, In fact, times had never been better for this full-service mar-
keting and advertising agency. However, with the industry in flux, companies had to be
in tune with ongoing changes in the communications landscape. The past 10 years had
seen the introduction of many small marketing and communications companies in the
Atlantic Canadian market; plus, the communications industry had experienced a tech-
nological revolution. Another change was the recent announcement that a major player,
Bristol Group, was shutting down operations.

According to Andrew Best, co-founder of SPARK and responsible for its strategic
planning and business development, “The barriers to entry in this business are low. Com-
petitors come and go. I’'m certain that many of our competitors thought we didn’t stand a
chance to survive as a newcomer when we entered this market just over a year ago, but
we’ve had a great year and our goal is to grow our revenue by 10% in our second year.”
Andrew had identified several opportunitics to grow the business, He wondered if he
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