Minutes of WRSSC/YASSA Executive meeting

August 24, 2010

Present – Malcolm, Susanne, Agnes, Terice, Barry, Laini, Pauline, Phil

1. Minutes – Motion to approve minutes on June 1, 2010 meeting. (Laini, Pauline). Carried.

2. Financial Report – Invoies for leisure guide and flyer are still to come in. Pauline tabled her report (attached). SSC has approved a grant for $1299 to be used for marketing. This will be applied to flyers and leisure guide ad. Motion to accept the financial report as presented. (Agnes/Susanne). Carried.

3. See It Try It/Registration Fair – Registration form 10am to 4pm, ice from 11:20 to 12 noon. Agnes and Susanne will do registrations. Phil will do on ice with help from Heather, Emily and Shea. Barry will handle skates. Susanne presented a draft registration form which needs to be checked over for accuracy since age classes have changed. Fees will be held the same as last year.
4. Fall Camp – Sept 24-26 with Debby. Anchorage camp is set for Thanksgiving weekend Oct 8 – 10

5. Competitions – race schedule hasn’t been firmed up yet although BC has a version posted online which gives some ideas.

6. Marketing – Malcolm sent this email earlier about his research. 
 

I spoke at some length with Dennis Zimmerman. He has and does work in marketing (including a stint with Outcrop here) but is now working for YTG Economic Development and so has no interest in drumming up business for any particular person or company. He had a lot to say and I am condensing considerably here. From what I explained to him he saw the need for the WRSSC to have the following:
1. Logo
2. Brand
3. Campaign
  

1. Logo
Does the WRSSC have or use a consistent logo?
Is the logo unique to the club or borrowed?
First step in any marketing campaign is to create a logo, tweak an existing logo or approve the existing logo.
Logo must be simple, strong and, for purposes like ours, preferrably recognizably connected to what it represents.
 

2. Brand
The brand is what you want people to think of when they think of the WRSSC (and by extension, speed skating in general).
A tag line is optional but can be a very valuable part of a brand. Tag lines are hard to get just right (just look at all of the trouble that YTG has had with its tourism tag lines over the years, e.g., "The magic and the mystery" "Canada's True North" "Larger than Life")
Once you lay out the parameters of the brand it is critical to maintain a tone and voice in all ads etc. that fall within those parameters. E.g. if your brand is a fast but safe and family-friendly sport, you cannot turn around and start putting out ads full of no guts, no glory, who will leave the most blood on the ice, only the strongest will survive etc. This doesn't mean that you cannot pitch to different audiences (e.g., parents get a different pitch than the 9 to 12 set) but both still must fall within the brand boundaries.
What we will want to insist on as part of any marketing work is a brand manual. This lays out the logo and the parameters of the brand in some detail and will ensure that the work done does not fall by the wayside when the board changes. The manual should include details like what font or fonts are used.
 

3. Campaign
Identies what market or market segments you are trying to reach.
Most useful for our purposes would be ad templates for whatever media is deemed most appropriate (e.g. radio, newspapers).
With templates in hand you go ahead and buy the ads.
Perpetual problem is that you have no real way of knowing if, or how well, your advertising works. (A famous line in the advertising business is that everyone knows that half of any ad campaign is a waste of money, but no one knows which half).    

 

 

So some suggested options and budget guesstimates.
 

1. The full service creative people.
In Whitehorse that likely means either Outcrop or Aasman Design.
$3,000 to $5,000 budget will likely get the logo and basic brand work done.
$6,000 to $10,000 will get the logo, more elaborate brand work, and a couple of ad templates.
 

2. The hybrid creative and production people.
Dennis suggested that a $3,000 to $5,000 budget will go a lot further if we approach someone like Myra Egli (Egli Designs) in Haines Junction or Diane (Surname?) of Raven Inc. (?) (damm I cannot read my own notes, will have to check back with him on this mysterious Diane).
These companies are one person and have much lower overhead to contend with and, in his opinion, do some very good work.
It is important to give the person a fair bit of feedback as things go along.
 

3. The lowest budget approach.
The cheapest way to go is to simply use the exisitng logo (assuming there is one).
Then offer a contract writer $500 or so to come up with 15 to 20 possible tag lines and choose one (or none).
Decide on the brand parameters and write the brand manual ourselves. 
Then deal with a firm that does mostly production work but will have some advice to offer on fonts etc. (e.g. Terra Firma) to produce a couple of print ad templates for another $500 or so.
True Sport sent an email regarding a sport celebration. It was decided that we wouldn’t pursue this.

7. Crash pads – Shawn Maw gave a presentation at SSC AGM on pads. It was noted that we need to inspect ours for any signs of crumbling with age.

8. AGM Overview - A highlight for Laini and Pauline was the Club Excellence presentation. They presented some of the ideas offered for club development. This presentation will be coming to Yukon and is sponsored by 5 sports of which SSC is one. Sport Yukon would likely be the host. 

9. coaching meeting – Laini will arrange a meeting of all coaches soon.

10. Next meeting – Monday September 13 at 6:30.
