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Sports Management

Current Business Plan for the Las Vegas Sports Village
Concept Statement
We plan to create a new sport tourism destination called the Las Vegas Sports Village which will allow for many different sports to be exhibited in one single complex. Our complex will be able to hold competitions for 10 sporting events; basketball, football, baseball, soccer, lacrosse, golf, wakeboarding, volleyball, track and field, and softball.  We will also have the possibility for expansion into other sports and also seating for large events.  The range of talent level will be from high school all the way to the professional level.  Our main focus will be tournaments for the high school level. Select teams with college and professional sporting events being our big money events that occur only a few times a year.  Our hope is to have our village located just south of Vegas and the strip off of I-15.  This will keep us close enough to the main attractions of the city and the hotels, while also giving us some separation from the more adult aspects the city is known for, giving us the family appeal.  


The tournaments will be large scale and be able to host many teams at once to provide a quality tournament while being efficient with field availability and seasonally good weather.  The tournaments will be held at the end of summer for basketball, and the beginning of summer for baseball with the possibility of having smaller tournaments in the fall as well.  Soccer will held throughout the summer and part of the fall.  Our main goal for these tournaments will be to keep them at low costs to the athletes and bring in enough teams and talent so that scouts and college recruiters will have a destination to go and get looks at hundreds of potential players in a short period of time and at one convenient location.  


Our field numbers are eight baseball fields, four multi-purpose fields for football, soccer, and lacrosse, and a PGA quality golf course.   Later on we will create one large multi-purpose field and a specialized man-made lake for wakeboarding competitions and other water sports and activities. Our outdoor facilities will have mostly fixed seating while our stadium will have a very versatile seating set-up as well as a versatile playing ground that can be easily changed for different sports and other entertainment possibilities.  


Our main hope is to be a venue that can not only host many tournaments at the high school level and some college level baseball tournaments, but also we will hold large scale events such as bowl games, all-star games, and conference championship games where a neutral site is needed.  These large-scale events will be our large revenue makers while the tournaments are more for the developing athletes where their tournament costs will cover basic costs of having the tournament at our site.  This will allow us to be able to host amateur events at low costs so the focus is on competition for everyone and not just those financially capable. The large amount of the money will come from sponsorships for these events and hopefully will turn into full-time sponsorship, and not just for a single event held.   


Our mission is to bring together the western part of the U.S. in the world of sport.  We will expand the number of teams able to play each other at the amateur level since many will all be in one place at a time that are from all over.  The larger scale events will allow for an already sport loving town to host these fun events.  Our hope is to help unite the U.S as a whole in sport since we will have this region of the country and Disney Wild World of Sport will have the Eastern area.   We also feel that in Las Vegas, there is a large sport enthusiastic audience that will appreciate and be willing to take in games held at our sport village.  Also with being in Vegas, there is an already a large portion of the population of the city being from out of town visiting the city.  This will allow us to advertise the Las Vegas Sport Village to people from various states and even countries without having to make travels or extraneous efforts to make us known better.   

Marketing Plan


A vital part of the success to our new sports complex is the effectiveness of the marketing plan. In order to attract major sponsors and large events, we must create an integrated marketing campaign that informs the public about what our complex offers and why it is the best location for future sports events. 


The first step in this process is to perform a SWOT (strengths, weaknesses, opportunities, and threats) analysis. This allows the marketer to have a more firm grasp of the current environment at and around the company and will help determine the best way to create a message for the marketing campaign. After performing the SWOT analysis, we have formed these results:

	Strengths
	Weaknesses
	Opportunities
	Threats

	Brand New Complex

Located near Las Vegas

Large number of sports supported

Ability to host several events simultaneously


	Extremely expensive

Not many professional sports teams in the area

Could be overlooked because of the other activities

Difficult to get initial tournaments and events
	Largest facility in the region

Make package deals with other attractions

Possible tourist trap outside of the main city
	Tough economy affecting tourism

Difficulty of getting events

Could be considered “over-the-top” for many events and tournaments


The above table is of course just a basic example and will be more fully expanded on as the business moves into the later stages of development. 


The next step in the marketing plan is to do a quick consumer analysis. The primary audience of this facility is higher level sports managers and athletic directors. Many would believe that the marketing plan should be focused on sport fans but the facility would be useless without the high level events. In the consumer analysis we find several factors out. This audience will use the product as a place to draw large crowds and a lot of publicity in order to create the most awareness and the largest revenue for the event. When looking for a location, the athletic directors look for a place with large levels of seating, high quality facilities, and the ability to provide an entertaining experience for the audience of the event. These benefits are the ones that must be incorporated into the marketing campaign.


The final step before preparing the integrated marketing campaign is to produce a competitive analysis. For the purposes of this proposal, we will look at the main competition, Disney’s Wide World of Sports. This complex is well-known sport tourism destinations that host thousands of events a year. It has amazingly maintained facilities and state-of-the-art technology that makes it one of the most exciting destinations in the world for sports fans and event coordinators. It also has connections with some of the primary sports broadcasting companies, such as ABC and ESPN, which allow it to more easily access sporting events. However, since it is located in Florida, many teams from the west coast are not able or do not want to travel all the way to that destination, which allows our Las Vegas Sports Village to step in to fill that void. However, we need to take into account the tremendous challenge of competing with this destination and must tailor some of the aspects of the integrated marketing plan to compensate for the competition. 


The first part of the integrated marketing campaign is to create marketing, communication, and advertising objectives. Our marketing objective is to create an effective campaign that will help our facility become one of the most popular and respected sports complexes in America. Our communication objective, or the desired communication effect, is to make the sport world aware of our complex and to create an attitude of trust and loyalty to our complex. Finally, our advertising objective is to establish several contacts with event managers and to draw in a major event at each of our primary facilities in the Las Vegas Sports Village. 

An integrated marketing campaign contains five different sections: advertising strategy, sales promotions, public relations, direct marketing, and other media activities. In order to create a fully functional campaign, these five areas must all work together to try and accomplish the aforementioned objectives. 


The advertising strategy is probably the most important and sets the pace for the other sections. It determines the entire creative strategy and message of the marketing campaign. The creative strategy for our campaign revolves around the location and the number of sports offered at the brand new complex. We will use these two primary strengths of our complex to create the message “There is Something New in the Desert” and “It’s not a Mirage. It’s the Las Vegas Sports Complex.” Both of these messages will be accompanied with a long shot of the complex and a few lines of copy that explain more about the complex and how to contact us to receive more information. We have decided that the most effective way to reach our primary target audience, athletic directors and sport managers, and our secondary audience, fans of the different sports, is to advertise primarily in print trade publications. These publications range from popular magazines such as Sports Illustrated to more specialized magazines such as Event Marketer Magazine.


Our sales promotion strategy will be a push strategy because we want to convince our audience that this is a complex worth coming to. More specifically, we need athletic directors and sport managers to believe that this location is the right place to hold their event. In order to do this we will create a premium. We plan to do this by offering a lower price for the first event booked in every individual month. This will create a sense of urgency to purchase our service within the sport organizations and will hopefully increase initial bookings. After a few events are held people will begin to see how successful our complex is and word will spread about our state-of-the-art facilities.


Our public relations strategy will revolve around the normal tools of a public relations department, such as press releases and media kits. However, to create some initial goodwill towards our complex, we would try to host some sort of non-profit event to raise money for Nothing but Nets organization. We chose this non-profit for two primary reasons. First it directly pertains to us because we have used a large number of nets in the creation of our complex. Second, since the organization has direct contacts with the NBA and Sports Illustrated, we believe that they would be willing to help jumpstart the launch of our complex. 


For a product like a sport complex, there is not a large amount of direct marketing that needs to be done. However, it will be important to continue to try and build relationships with organizations and events by contacting them personally.


There will be many other media activities as the complex progresses but the only other primary one that needs to be addressed is the website for the complex. It will need to be highly interactive, easy to navigate, and reiterate the message of the campaign. This will allow for potential customers to easily look at the schedule of events, see ticket prices, and the sponsors all in one location. Also a web presence allows the public relations staff to more fully control the message coming from our organization and for management to more effectively see information about the going on of the complex.

Organizational Outline
It is the hope of every company to minimize the amount of managers and employees in general to cut down on costs. The logistics of running a sports complex, especially one that is multi-purpose, force us to have several managers to take care of specific aspects of operations. This means that a broad management structure is the best approach to successfully running the sports complex. To ensure that the company is all working towards a unified goal, a strong central leadership is required.

The first and foremost person to be hired would be an effective Facility director. This person would have to have a background in business with an understanding of event promotion, customer relations, and negotiation. Though it would be helpful, it is not essential that the facility director has a background or understanding of sports. Their job is to make sure everybody from the top to the bottom is on the same page, and to keep the complex profitable. He would be a key factor in bringing various sporting events to Las Vegas and the facility.

While it is tempting to combine the jobs of facility and operations director, the sheer scale on which this facility will operate requires that the jobs remain separate. This person must be able to be the general overseer of every aspect of operations for the entire complex. This includes coordinating the hiring and firing of personnel, payroll, and scheduling what events will take place in what building. It goes without saying that they must make sure not to double book events, and be in close contact with the individual sports complexes management. Since this is probably the most difficult job for the entire sport complex, the operations director must be an effective leader with a conceptual understanding of how this facility works. It is also important that they have a feel of the general mood of all employees. This kind of information can be gathered by employee review or simply conferencing with complex managers.

Usually, there is one event coordinator for one particular event, but the multipurpose nature of the facility requires an adaptation of the usual style. The facility in general will have several parts to it that can host several types of events at once, which would require several different event coordinators. The first option is to have several event coordinators for individual sports, but the potential time between events of the same sport makes this an inefficient setup. It was decided that the best option is to have a manager for each part of the facility. This means that there would be a manager for each individual building or field that would serve as an event coordinator for the event being used. This would give them the power to hire staff, make purchases for the amount of concessions required for individual events, and talk to be in charge of promotions for the event. It is not requirement that they are inspirational leaders, but they must be effective managers with lead by example approach. As a note, while they will be event coordinators In general, the constant changing of events will make it difficult to keep up with the logistics of events several months in advance. Therefore, it is likely that there will be several assistants to help in coordinating the various events. These people are not part of the general management structure though. Also, It is likely the various organizations that will use the facility for events will also have their own people in charge of coordinating the event, which reduces the degree of work that individual managers will have to do.

These manager groups fill out what is the top management for the sports complex. Underneath that there will be middle management and employees in supervisory roles that assist in running everything smoothly. These can include manager of custodial services, concessions, even a manager of security. These roles are critical but unnecessary to describe in detail as the number of jobs and their requirements are far too numerous to waste time on in this paper. There is even the possibility that there are some things that the staff managers can’t do, which might necessitate outsourcing. 

Most importantly, what needs to be described is not the job descriptions of managers, but the mentality that general management should have to run things effectively. First, there should be a feeling of pride in doing their job well. Since this is a sports complex, a job well done is one where the people and players can spend their time there unconscious of employees presence. Secondly, since a job well done is accomplished by going unnoticed by customers, the managers must make a note to praise employees for doing well. This human relations approach would inspire employees to excel in their jobs. Finally, the idea that time is valuable must be drilled into all managers heads. This means that they take the time to schedule their day and make sure everything is on schedule in events. With the proper managers in place and a unified mindset, this will ensure that we are in the best positions to succeed.

Financial Analysis

In order to start up a large sports facility, it takes a large amount of financial backing. There are many factors that contribute to this high start up costs, but the revenue that is expected will make this project a very worthwhile investment.  The first large cost is finding the property that you want to buy. We have a found a good piece of property in South Las Vegas that is going for roughly 40,000 an acre thus making the total $12,800,000 for the 320 acre piece of land we are interested in.  On this piece of land, we are planning on putting in a baseball facility consisting of eight fields, one main baseball stadium that will seat about 2,500, four all purpose sports fields that will host football and soccer tournaments, a large indoor facility that is about 40,000 sq/ft. and seats about 5,000, and finally a beautiful championship golf course.  


The initial costs for each part of complex are high, but are relatively easy to maintain. The baseball facilities have a start up cost for the 8 fields are about $50,000 per field, for a total of $400,000. The upkeep costs of these fields are about $96,000 a year. For the main baseball stadium, we plan to build a state of the art complex that seats about 2,500 people and also is equipped a air conditioned press box and 6 luxury suites. We have built this with the idea of getting a major league team to come to spring training here and participate in the Cactus League. Also, we want to encourage a minor league team to come and make their home here. The total for the stadium would come out to be about $5,000,000 with an annual maintenance cost of $20,000. The extra $15,000 pays for all the concrete for paths and also training equipment such as pitching machines and batting cages. The all purpose sports fields are being built to support amateur soccer and football games.  The four fields cost $100,000 a piece for a total of $400,000, with yearly maintenance being $92,000. The training equipment that comes with these fields are collapsible soccer goals and field goal posts, in order to help change the venues quickly.  Our indoor facility is going to be used to house AAU basketball tournament and national volleyball tournament. The 40,000 sq/ft. facility seats about 5,500 people. The total for the building will be about $5,000,000 with an annual maintenance fee of $5,000 a year. Lastly, is our main attraction, the championship golf course.  This course will cost a total of $15,000,000 to create with the annual maintenance being $1,200,000. We plan on hosting a large PGA event every year, and also getting tourist who come to Las Vegas for vacation and want to play a round of golf on one the country’s finest courses. The total all the balls that the facilities will use, comes to about of $21,900 and these balls will be replaced as needed.


The external costs of this complex includes vehicle, computer, and advertising costs as well legal and accounting services, salaries and payroll, utilities, licenses and permits, and prepaid insurance.  The vehicles include maintenance trucks, golf carts, and two tractors to pick up the balls on the driving range which will cost about $477,000. We want to buy about 30 laptop computers in order to help employees keep up statistics during tournaments and help organize all the tournaments that we will hold. We have put aside a total of $2,000,000 initially and will decrease as our complex becomes more popular. The greatest costs come from prepaid insurance of $10,000,000, wages and salaries of $2,000,000 approximately, permit and licenses of about $1,000,000 and an utility bill of $3,000,000. Overall the total startup costs of this complex will take approximately $62,671,900 and annual expenses around the $6.4 million mark.


The revenues from the baseball, all purpose and indoor facilities will be a compliment to the main source of revenue, the golf course. We expect a total of 75 tournaments at all the facilities combined during the year, with total revenue being about $1,856,250. We believe that about 28,000 round of golf will be played on the course during the year, excluding tournaments, which come out to total earnings of $2,800,000 over the year. During every month we expect about 35 teams to be practicing at our facilities which will bring in about $114,000 over the year. Also, we expect a revenue of $168,000 from people using the driving range.  Our main event during the year will be the PGA tour event that we will host. The total revenue from this event will be about $3,000,000 which includes the main sponsor, 20 minor sponsors and ticket sales. The last major revenue stream from the complex will be naming rights to each of the facilities. We plan on bringing in about $2.5 million a year from naming rights, about possibly increasing these rates as the complex gains popularity. Overall we plan on brining in about $10.5 million in revenue over the year.


With this plan the revenues ($10.5 million) will offset the expenses ($6.4 million) and leave about $4 million left to pay off the remaining debt. With this net profit staying around the $4 million mark, we will be able to pay off all debt in a little over 15 years.
