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Executive Summary


SpoCon is the premier full-spectrum science-fiction and fantasy convention in the greater Spokane region. It offers a robust venue of entertainment that spans the multiple genres of science-fiction and fantasy. Some of the genres of the convention include: gaming (table-top, computer), a masquerade competition, general programming panels with high profile guests, social parties, and fan based music called filk.


The number one strength of SpoCon is its incredible entertainment potential to an already existing relevant marketplace with such a strong demand for this product/service without competition in the local region. Having a local venue for such a strong demand will ensure that SpoCon stays around for the long run as the premier science-fiction and fantasy convention. SpoCon’s greatest weakness is its consumer bases low income combined with the inability to predict convention attendance due to the low income range. SpoCon’s main strategy is two-fold: to raise general public awareness and to maintain customer loyalty from existing consumers.

Introduction


SpoCon is a science-fiction and fantasy convention that provides a wide array of entertainment over the course of three days, operating (24) hours a day. Forms of entertainment are: panel discussions given by subject matter experts such as authors, artists, scientists, etc…, gaming (LAN/Console, tabletop games, wargames, collectible card games, live action role playing), masquerade, costume play competitions, art show, dealer’s room, filk (fannish musicians, with fannish meaning the personality type of fans of science-fiction and fantasy), League of Extraordinary Writer’s Competition, ceremonies and room parties in the evening.


SpoCon fits into the market in that it is a niche’ market element of entertainment actively sought out by a very specific audience. While seeking out the fans that make up this very specific market, fence-sitters (those fans interested who have not yet decided to come to the convention) are certainly a target market as well that SpoCon is actively pursuing in order to increase the size of the convention. With the United States being in a serious recession right now, people are not taking their usual vacations that they normally would have taken before. It appears that SpoCon is a great alternative for all people with an interest in science-fiction and fantasy that has been shown thus far in terms of e-mail correspondence, forum activity, and pre-registrations for the event.


SpoCon is a form of entertainment that is seemingly filling a void for what many consumers have been asking for since the last science-fiction and fantasy convention, InCon, which collapsed in 2003 in Spokane. With a strong fan base of approximately (500) for InCon in its (20) year history it seems that SpoCon has a great opportunity to seize the market considering that SpoCon exceeded InCon’s highest attendance record ever in its first year.
Situational Analysis
Internal Analysis
The internal analysis is focused on the product (the convention itself), company resources, the supply issue, and the customer relationships/perceptions. Nothing else was deemed to be crucial to the internal analysis of SpoCon at this time.


SpoCon as a product/service is a full-spectrum science-fiction and fantasy convention that offers a robust and diverse entertainment package with many of the genres that fannish consumers have come to look for. The product itself was deemed to be an overall strong product as it seemed to have more strengths than weaknesses; especially with the demand for full spectrum conventions as high as they are for entertainment.

· Strengths (Product)

· Having a common place for a niche’ group of customers to come together to share in common experiences
· The convention is local with a large fan base to attend
· The only full spectrum science-fiction/fantasy convention within 150 miles [full spectrum is a generalized, all “staples inclusive” convention that hits the range of entertainment that is found around the U.S. at similar conventions]
· Large variety of entertainment (Programming, masquerade, gaming, etc.) 
· Famous guests and professionals attending to draw in the crowds
· The location at Gonzaga University is a huge plus
· In terms of competitive pricing within the industry, standard pricing is utilized so as not to scare consumers away
· The ‘Writer’s Competition’ is not only a form of entertainment but a goodwill creator for more interest from the general community

· Spokane offers more outside entertainment should people want a small break from the confines of the convention
The weaknesses in terms of the product were quite limited, mostly in consideration that the convention is well structured, and has no local competition while still in its infancy. However, even with those caveats, there were still some weaknesses identified. They are as follows:

· Weaknesses (Product)

· The convention is only once a year even though there is large demand for it
· Some genres of entertainment at the convention don’t have adequate target market penetration considering the size of demand for those target market interests (Anime, masquerade as two examples)
· SpoCon doesn’t yet have a traditional hotel for hosting room parties/after hours entertainment in addition to not having traditional methods of housing

· The SpoCon facilities are split between three buildings at Gonzaga University, creating a more disconnected feeling
The company resources were reasonably and evenly distributed as strengths and weaknesses. The overarching issue with company resources at the current time with SpoCon is an overall lack of resources, specifically financial and labor. Since the business is just starting out, and is a non-profit company worked by an all volunteer staff, resources are spread thin. Additionally, the volunteer staff do not as of yet have any form of benefits program for incenting greater productivity. The strengths and weaknesses are itemized below:

· Strengths (Company Resources)

· Non-profit, volunteer staff, low overhead, greater access to grants, some higher education with the management, volunteer’s are highly knowledgeable of their areas of influence, fair amount of volunteer’s
· The experiences of the staff are a strength in that they feel a great pride in delivering such a successful product for the sake of their own interests in fandom
· Weaknesses (Company Resources)

· All volunteer staff, a generalized anti-social personality among the volunteers, 

· Lack of funding

Supply really boils down to Gonzaga University. SpoCon has a need for space, and with that, tables, chairs, electricity, and other operating incidentals. The supply issue is however handled well with Gonzaga in that there are more significant strengths than weaknesses.

· Strengths (Suppliers)

· Gonzaga is well known and has trust in the facilities it provides, large supply of space, and handles on site issues such as security, electricity, etc.

· Weaknesses (Suppliers)

· SpoCon does have to pay for space such as with Gonzaga since SpoCon doesn’t own its own space, the buildings are set up as mini-fiefdom’s and multiple negotiations are required to secure the overall contract for space

Customer relations and perceptions are an important factor/issue to SpoCon. The greatest reason for this is that SpoCon is an entertainment service. How the convention committee (volunteer staff) work with the customers has a long lasting impact on the consumers. In the fan entertainment industry, conventions are given one chance, and if they fail at it, they are largely shunned from then on.

· Strengths (Customer Relations)

· Very loyal volunteer’s, great customer service on SpoCon’s first year, good communications between departments, continuity through website relations

· Weaknesses (Customer Relations)

· Anti-social tendencies, volunteers don’t get paid so there is a greater possibility for lack of motivation, volunteer’s don’t necessarily present well in public

External Analysis
The external analysis showed very promising to SpoCon. Largely due to lack of formal competition, SpoCon has ample opportunities for its continued growth and additionally has very few threats to oppose it.



Demand and demand trends are favorable for SpoCon. While even in the midst of a recession, demand seems to be climbing for this form of entertainment, showing inelasticity of demand for this product. This presents an opportunity for growth for SpoCon.

· Opportunities (Demand Trends)

· Promote more at other regional full-spectrum conventions and niche target market conventions (SakuraCon) to attain more market penetration

· Draw-in and increase demand by offering more substance to certain genre products such as anime, etc.

· Have (1) day small events as teasers of what is to come, monopolize on the inelasticity of demand

Social and cultural factors are quite important in how SpoCon’s customer base reacts to the convention. Fannish customers have a particular behavioral model that is indicative of the fannish sub-culture and going too far outside of that environment will negatively impact SpoCon greatly.

Media support is a huge opportunity here in Spokane. SpoCon has the ability to capitalize on large scale media outlets due to the size of the city. Many choices exist through outlets such as magazines, newspapers, t.v., radio, malls, etc. There is not a lot going on in Spokane as compared to other large cities and so smaller entertainment venues such as SpoCon garner more attention. On the other hand the media has had a history with picking out the “biggest loser” at local area conventions in order to make a sensationalized event out of that person which can cast a poor image upon SpoCon to the general public. Also not ensuring a mechanism for controlling the media while at SpoCon in such a way does not allow for an accurate story.

State of technology with SpoCon is relatively good. The technology available to implement operations and planning meets the needs of the organization now, but may decrease in effectiveness with a progressive growth at SpoCon.

· Opportunities (State of Technology)

· Increase efficiency of registration system and other pay outlets through more automation systems such as bar code scanners, add rickshaw’s for use of slower attendee’s between buildings at SpoCon
Laws and regulations are definitely a consideration of important for SpoCon. The biggest opportunities at hand for SpoCon regarding laws and regulations are creating and maintaining a better relationship with the WA state liquor control board. Additionally, SpoCon could move to another location where the liquor laws and regulations are not nearly as restrictive (casino’s). Threats considered were also the liquor control board harassing SpoCon’s party element, Gonzaga’s drinking policy, weapons on campus for costumers. Additionally, security must be provided in a co-op fashion between both Gonzaga University and SpoCon to meet requirements of security while on the Gonzaga campus.

Competition is an odd consideration in regards to SpoCon. Other conventions that may be considered as competition don’t even operate in the realm of formal business models and competitiveness. Effectively there is an oligopolistic affect in the Pacific Northwest with there being only a few large conventions; however, as stated, they do not compete with one another. A major threat is that if consumers of full-spectrum conventions feel that the convention is getting to be too much “corporate America” they become quite disenfranchised.

Substitutions are not really a consideration for SpoCon since it owns the market share. In consideration of SpoCon being such a niche’ market, no other entertainment venues are considered to be competition in the target market area.
Target Market

The target market for SpoCon is influenced all by psychographics and essentially not at all by demographics. SpoCon has a wide range of customers that span the horizon of demographics and don’t show preference in any one way or another in terms of patterns. Behaviorally however, SpoCon’s customer base shows great identifying points.


Psychographics identified with SpoCon consumer’s are a nature for collectability, status consciousness, impulsiveness, socially shy, very frugal, high-energy, and fanatical about personification of themselves in a light of power and prestige through their sub-culture efforts such as costuming.


The geographic consideration for SpoCon is at this point the Pacific Northwest and upper west coast (California). This consideration is due mostly to our effective reach with our current finances at this time.


The lifestyle of SpoCon’s customer base is one of being sedentary, and generally unmotivated in relation to things non-fan based. Additionally SpoCon consumers are very intelligent with a focus on activities that increase and highlight that attribute, cliquishness, and hobby driven in relation to the genres of the sub-culture.


SpoCon’s target market was identified as it is above due to the fact that the aforementioned attributes would be very difficult to consider in light of the “general public” at large. The fannish sub-culture is very large around the world and being more prevalent in the western civilizations. In the Pacific Northwest there is a non-quantified, yet empirically known large group of fan’s that would constitute as viable for market penetration and growth.

Marketing Objectives and Goals
The marketing objectives and goals for SpoCon are as follows:

· Objectives: 1500 attending customers for 2010, market share maintained at 99.99%, maintaining a non-corporate image for our customer base, and maintaining the convention’s 300% mean ROI

· Goals: Increase the involvement with the Writer’s Workshop, Art Show, and Masquerade to a point of national consideration, cement SpoCon’s reputation as a major regional and national convention on the fannish circuit, to bring in an aggregate 1 million dollars in grant funding

Product positioning will occur by maintaining and increasing a high standard of entertainment that differentiates SpoCon from RadCon, Norwescon, and Orycon (three regional conventions within the Pacific Northwest). This can be accomplished through increasing diversity of entertainment year to year. Quality of the website needs to be maintained at its current level to remain in the forefront of our customers’ minds.
Marketing Strategies and Tactics
A. Overall Strategy Statement :  To increase attendance of non-traditional convention attendee’s and maintain loyal customers by delivering specifically focused promotions to deliver an exciting and exact representation of the individual forms of entertainment provided at the convention in addition to portraying the combined full experience of the convention as well.

I. To increase market penetration on “fence sitters”

II. Maintain customer loyalty

B.  Strategy Areas

I. Increase penetration to the fence sitters

· Tactics

i. Create multiple venues at public events such as: 

1. Pig Out At The Park: September 2nd – 7th
2.  Inlander Annual Manual: goes out to all (900) Inlander stands and is replenished four times a year [throughout the year]

3. MAC Museum: have an informational booth at the MAC for SpoCon 2010 with posters, postcards, and business cards [through October]; this will be implemented by the end of August 2009

4. MisCon: May 2010 with room parties for promotional materials and drinking; additionally, a vendor table for selling SpoCon retail materials

5. RadCon: February 2010 with room parties for promotional materials and drinking; additionally, a vendor table for selling SpoCon retail materials

6. Bloomsday: May 2010 with music booth in the same location on course

ii. Multiple additional events to showcase SpoCon 2010 specific departments

1. Masquerade/Cosplay/Filk: this event would be held on Halloween, October 31st in Spokane at the Doubletree Hotel next to the convention center

2. Writer’s workshop: January 16th 2010 at Gonzaga University

3. Writer’s workshop at RadCon 5a (2010), Tri-Cities, WA Feb 12th-14th 2010

4. Writer’s workshop at MisCon 24 (2010) Missoula, MT May 28th – 31st

5. Writer’s workshop early May 2010 in Spokane at Gonzaga May 8th, 2010

6. Art exhibit at the SFCC art gallery: early March, and early June

iii. Static promotional materials at relevant distribution points where SpoCon consumers shop

1. Lightning Comics in Coeur d’Alene

2. The Comic Book Shop in Spokane (Northtown Mall and downtown)

3. Merlyn’s in Spokane

4. Books stores in the greater area of Spokane: Barnes and Nobles, Borders, Aunties, Hastings and the same in Coeur d’Alene

5. Hobbytown USA Spokane and Coeur d’Alene

6. IMAX theatre at Riverfront Park

7. General movie theaters in the greater Spokane/Coeur d’Alene area

8. Spencer’s novelty store at Northtown Mall in Spokane and in Coeur d’Alene

9. Mall’s in Spokane, Spokane Valley, and Coeur d’Alene

10. Schools in the Spokane and Coeur d’Alene area through our relationship as a charitable organization that donates books to them

11. Fast food restaurants in the greater Spokane and Coeur d’Alene area

II. Maintain Loyal Customers

· Tactics

i. As listed from part (I)

ii. A bi-monthly newsletter: use this to inform current customers of the events upcoming; progress report on the convention itself; the news on current sci-fi/fantasy topics

iii. Have badges for entry to the events and have special badge flags to place on the badges that are free. The prestige of being able to say that said person was at a particular event is a big deal to this customer base and also being able to prove through the badge flags is even bigger.

Implementation and Control

I. Order of tasks (tactics): Processes to be implemented to raise awareness and facilitate the purchase

1. Pig Out At The Park: September 2nd – 7th 2009 with an info booth

2. The Inlander Annual Manual will be distributed at all area, large gatherings and other pre-selected locations (by the Inlander) for distribution and will have ad’s for SpoCon

3. Informational booth at the MAC Museum by the end of August 2009 which will be placed within the science-fiction display area. This continues through the end of October 2009.

4. A Masquerade/Cosplay event will be held at the downtown Doubletree Hotel on October 31st as a Halloween promotional event.

5. Writer’s Workshop at Gonzaga University on January 16th, 2010. Will be held in the Jepson Building. This is to continue the promotion of the Writer’s Competition.

6. A dealer’s room booth that will also function as an informational booth will be placed at RadCon 2010 (Tri-Cities regional science-fiction/fantasy convention). SpoCon will have access to approximately 2000 fannish consumers for strong market penetration to loyal customers; additionally a Writer’s Workshop will be held at RadCon as a cooperative event to promote the annual Writer’s Competition that culminates at SpoCon. RadCon 2010 is February 12th-14th in Pasco, WA.

7. SpoCon will have a DJ and masquerade setup again at Bloomsday (May 2nd) 2010 on course at the same location as Bloomsday 2009. Approximately 50,000 people will be exposed to this.

8. SpoCon will have a follow up Writer’s Workshop at Gonzaga University in the Jepson Building on May 8th, 2010 to further promote the Writer’s Competition.

9. SpoCon will have a dealer’s room booth that will also function as an informational booth at MisCon 2010 (May 28th-31st) in Missoula, MT. It will be similar in approach as to RadCon but attendance is expected to be approximately 600 people.  Additionally another Writer’s Workshop will be cooperatively held with MisCon as with RadCon.

II. Implementation

1. Raise awareness of target consumer’s (fence-sitters and loyal customers) through the consumer behavior model

i. Problem recognition: Promotional materials will identify with the current recession and relate the problem of consumer’s not being able to pursue their usual forms of entertainment for vacations, etc… These materials will be delivered at the following locations to bring across the problem of a lack of entertainment for people. Each of these mini-events will address the issue of new customers having not previously heard of SpoCon before, so each one is an opportunity for new consumers.

ii. Information Search: After the problem is recognized people who are exposed to the promotional materials at the aforementioned locations will have the information available for where to go to attain more information about SpoCon. The places that consumers will be directed to will be: SpoCon’s website, SpoCon’s Myspace and Facebook pages. Additionally, sponsors of SpoCon will have links on their site that allow for traffic from outside sources should people hear of SpoCon outside of the promotional events listed above.

iii. Alternative Evaluation: the promotional materials will directly address the evoked set of considerations that consumers have in that they will relate the increased expenses due to the recession as a negative to taking routine or usual trips. This consideration will allow for SpoCon to be seen in a favorable and justifiable light of alternative entertainment.

iv. Purchase Decision: Payment options will be made available to allow for cash and credit card purchases at point of sale to lock customer’s in. 1 – 2 personal sales representatives will be on hand to push the purchase of the attendance ticket. The booths will be created to be attractive, enticing and exciting by having high quality promotional materials on display such as: posters, masquerade items such as the original headpiece from the movie “Predator”, display weapons such as swords, flails, and armor, footage from previous conventions on a video display, and “fannish” music such as Star Wars music, etc. Lastly, purchasers will walk away from their purchase with a convention attendance bag that will further tie them in with reminder information for the convention.

v. Post-purchase behavior: No cognitive dissonance is expected post-purchase primarily because the amount of the purchase is only $25-30. In fact, it is believed that the post-purchase behavior will be quite positive based on the presentation at each of the venues/events and will increase viral marketing.

2. Maintain Loyal Customers

i. As per above for raising awareness in section (1)

ii. A bi-monthly newsletter is going to be created to keep the loyal fan/customer base involved, proactive and informed of the current affairs of the convention. The feel of the newsletter will be one of letting the consumer know that they are important to the convention and we need them.

iii. Additionally, at each of the events that are being held (strategies and tactics section B. I. ii.) special badges will be made to hallmark the attendee’s involvement. It is a common practice that fan’s lourde their badges from other events as a factor of prestige to announce that they are hardcore. This will be a very appealing draw to the loyal customers through their desire to have prestige.

III. Control

1. In order to control the processes listed for implementation, a budget and break-even analysis will be utilized. See appendix (A) for a detailed listing of the budget constraints and drivers. Additionally, appendix (B) will have a break-even analysis chart for review.

2. To ensure effectiveness of the marketing strategy SpoCon will need to attain 42 pre-registrations per month over the year preceding the convention in August 2010.

Summary

In summary, SpoCon will be offering a high quality entertainment service for the 2010 year. The advantages for SpoCon in the Spokane area are that SpoCon is the only full spectrum science-fiction/fantasy convention within 150 miles. No real threat of competition exists on the radar for this particular industry and as such, complete market share/ potential should be realized. As a non-profit organization profit is not the motivating factor, but surplus should be in the range of $10,000, based on the previous two years of the convention. Costs within the marketing plan are directed at promoting awareness of the convention and to produce sales for attendance for the convention. Total costs for the marketing plan are approximately $6000. In consideration of differentials of competition in the extended regions that do have science-fiction/fantasy conventions (RadCon in the Tri-Cities and MisCon in Missoula), SpoCon offers strong competition in its strength of diverse programming of entertainment and very high profile guests.


SpoCon’s plan will succeed on its merits of success in its past two years and in its capability to offer a better product/service to the fannish consumer base in relation to other conventions that offer a similar product/service.
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