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Case Objectives and Use
This case can be used in an undergraduate marketing class or a sports marketing class. The case focuses on basic marketing issues such as positioning, creating market awareness, advertising, etc.  Since the organization is one that most students will be familiar with, having attended a sporting event, the case is likely to evoke a strong and spirited response in the classroom.  In addition, most sports marketing majors are likely to face some kind of attendance promotion issue either in their internship or on the entry-level job.  As such, the case of a minor league baseball club facing a marketing issue is likely to elicit strong identification among these students.
The primary teaching objectives of the case are:

1. Evaluating various options to market a firm’s product

2. Developing an actionable marketing plan keeping the target market in mind

3. Market positioning of a firm’s product

4. Performing a cost/benefit analysis of marketing options

Case Synopsis
The Grand Rapids, Michigan-based West Michigan Whitecaps was the Single A affiliate of the Detroit Tigers Major League Baseball club.  Ever since its inception in 1994, the Whitecaps had drawn well, setting attendance records at the minor league level.  While ticket sales was one of several revenue sources for the team, the other sources (such as concession sales and parking revenues) were dependent on the number of people attending a game.  The club hosted about forty percent of its home games in the months of April and May.  Jim Jarecki, the club’s Vice President for Baseball Operations, had been charged by the team’s owners to address the attendance problem in these months.  While the club averaged around 5,700 spectators per game on a season-round basis, the average attendance in these months was only 2,900 per game.  This resulted in substantial lost revenues.  Jarecki faced added pressure to increase the attendance because the club had privately financed a major addition to the ballpark that necessitated additional mortgage payments.  Jarecki’s marketing head, Mickey Graham, had come up with four options to improve April/May attendance.  Jarecki had a week to evaluate these options and suggest a course of action at the upcoming partners’ meeting.
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