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MIssIon 
To better articulate and target the value, convenience and 
community appeal of the Leonhard Recreation Center (LRC).

GoaLs
•	 Increase	top-of-mind	awareness	of	LRC	among	prospective	facility	 
	 members	and	current	facility	users.

•	 Create	more	opportunities	to	drive	memberships	through	strategic	communication.

anaLyze

DCC	Marketing	took	a	multi-pronged	approach	to	the	analysis	of	Champaign	Park	District’s	(CPD)	
communication,	marketing,	and	internal	processes	for	Leonhard	Recreation	Center	(LRC)	with	the	goal	of	
identifying	areas	of	strength	to	build	upon,	challenges	that	can	be	addressed	and	opportunities	that	can	be	
leveraged	in	an	effort	to	increase	overall	membership	and	revenues	of	the	Leonhard	Recreation	Center.		

The	scope	of	analysis	included:

•	 In-depth	meetings	with	leadership	on	the	history,	mission	and	value	proposition	of	the	 
 Leonhard Recreation Center.

•	 Review	of	internal	and	external	marketing	and	communication	tools

•	 Online	survey	of	CPD	database	(including	members	and	non-members)	

•	 SWOT	session	with	members	and	member-profile	type	individuals

•	 Identification	of	other	community-based	alternative	facilities	and	programs
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evaluate
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In	order	to	develop	a	strategy	for	growth,	it’s	important	to	have	a	benchmark	based	upon	the	
mission	of	LRC	and	its	current	market	position.		This	information	provides	a	solid	foundation	to	
create	a	driver	for	change,	specify	the	target	audiences,	craft	clear	and	relevant	messaging	and	
establish	measurable	criteria	for	success.	

The benChMaRk evaLuaTIon InCLuded:
• Who is Leonhard Recreation Center?
•  What is your current market?
•  What is the current climate of LRC? 
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The	Leonhard	Recreation	Center	(LRC)	opened	in	spring	2014.	The	nearly	40,000	square	foot	facility,	located	
at	Sangamon	Drive	and	Kenwood	Road,	replaced	the	34-year-old	LRC.		The	new	facility	provides	affordable	
access	to	an	open	track,	cardio	equipment,	an	indoor	playground,	regulation-size	basketball	
and	volleyball	courts	and	meeting/party	rental	spaces.

SITUATION OVERVIEW
Champaign	Park	District	(CPD)	strives	to	be	the	best	park	district	in	Illinois	with	the	goal	of	creating	a	
stronger	awareness	of	LRC	offerings	amongst	the	current	CPD	community	and	demonstrating	how	it	can	
improve	community	members’	quality	of	life,	no	matter	what	their	life	stage.	Over	the	past	few	years,	the	
CPD	has	worked	very	hard	to	build	a	solid	foundation	for	its	overall	outreach	efforts	including	the	launch	
of	a	comprehensive,	user-friendly	website;	graphic	refresh	of	its	logo;	vast	improvement	of	its	social	media	
platforms;	and	an	improvement	of	its	internal	technology.	

With	the	building	of	a	new	LRC,	the	Park	District	ensures	that	it	continues	to	provide	an	accessible	and	
affordable	fitness	facility	for	the	surrounding	community	while	responding	to	the	increasing	demands	for	
team	sports	court	availability.

Having	been	opened	a	year,	the	CPD’s	LRC	is	now	ready	to	take	its	outreach	efforts	to	the	next	level	to	further	
engage	and	interact	with	the	community.	Currently,	the	LRC	web	page	ranks	#5	in	the	most	visited	pages	on	
the	Champaign	Park	District	site.

The	following	plan	includes	recommended	steps	to	enhance	awareness	with	the	key	audience	groups	
that	result	in	increased	membership	opportunities	and	stronger	revenues.		Additionally,	as	cross-market	
opportunities	exist,	the	Sholem	Aquatic	Center	can	benefit	from	these	efforts	as	well.

WHO IS LEONHARD RECREATION CENTER?
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MeMbeRshIP daTa
LRC	has	only	been	open	for	a	year,	so	there	are	no	available	
year-to-year	comparisons.				

Current	membership	at	LRC	totals	1,951	members	for	revenue	of	$89,355.		A	short-term	goal	is	to	
increase	membership	revenue	to	$100,000.		The	ultimate	goal	would	be	membership	revenue	of	
$120,000.		LRC	brings	in	higher	than	anticipated	daily	revenue	($5/day	for	residents	and	$10/day	for	
non-residents)	and	thus	have	exceeded	revenue	goals	in	those	categories.	

WHAT IS YOUR CURRENT MARKET?

Members

1951

2608

Current

Goal

Revenue

$120,000

$89,355 Current

Goal
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MeMbeRshIP daTa - ConTInued
LRC	is	looking	to	increase	membership	and	improve	long-term	member	loyalty	and	retention	and	
increase	membership	for	Sholem	Aquatic	Center	as	a	cross-over	element	of	the	strategic	plan.	

shoLeM 2014 2013 2012 2011 2010 2009 2008 2007

Season Ticket Sales $114,323 $129,335 $173,471 $210,965 $223,787 $215,680 $220,050 $166,696

Daily Admissions $161,144 $166,626 $269,469 $282,670 $283,835 $234,553 $291,221 $265,233

Rental	Sales $10,564 $12,234 $10,112 $8,238 $12,261 $12,427 $11,138 $14,485

Program	Fees $38,057 $49,828 $46,369 $41,644 $38,965 $35,951 $24,537 $32,342

$100,000

$150,000

$200,000

$250,000

$300,000

Season Ticket Sales

Daily Admissions

2007 2008 2009 2010 2011 2012 2013 2014

WHAT IS YOUR CURRENT MARKET?
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GeoGRaPhIC daTa

Champaign demographics breakdown, according to 2010 census1:

• 83,424	estimated	population	

• 32,152	households	
• 21.5%	included	children	under	age	18
• 33.1%	were	married	couples	living	together

• 10.0%	had	a	female	householder	with	no	husband	present	

• 53.7%	were	non-families

• 35.9%	of	all	households	were	made	up	of	individuals

• 6.3%	had	someone	living	alone	who	was	65	years	of	age	or	older	

• The	average	household	size	was	2.25	persons	and	the	average		 	
	 family	size	was	2.97

1 2010 U.S. Census Bureau
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GeoGRaPhIC daTa - Continued

According	to	the	2010	Census	the	median	income	for	a	household	in	the	
city	was	$41,403,	and	the	median	income	for	a	family	was	$72,819. 

The	per	capita	income	for	the	city	was	$24,855. 

About	11.9%	of	families	and	26.3%	of	the	population	were	below	the	
poverty line, including 24.0%	of	those	under	age	18	and	7.6%	of	those	
age	65	or	over.

under
aGe 18

20-24
25-44

45-64

65 & older

aGes

aGes

aGes

aGes

CoMMunITy aGe PRofILe

WHAT IS YOUR CURRENT MARKET?

17.3% were under age 18
22.5% ages 20 to 24 
25.8% ages 25 to 44 
18% from 45 to 64
7.6% were age 65 or older 
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Champaign	shares	a	border	with	the	neighboring	city	of	Urbana;	together	they	are	home	to	the	University	of	Illinois.	
Champaign-Urbana,	and	the	bordering	village	of	Savoy	form	the	Champaign-Urbana	metropolitan	area	also	known	as	
Champaign-Urbana.	It	is	also	colloquially	known	as	the	“Twin	Cities”	or	Chambana.		[Moody’s Analytics; Sperling’s BestPlaces; 
U.S. Census] 	Cost	of	living	is	lower	than	the	national	average	by	2.3%.		Student	to	teacher	ratio	is	better	than	the	national	
average	at	4.6%	and	the	unemployment	rate	is	below	the	national	average.

The	following	breakdown	juxtaposes	the	Champaign	Urbana	population	against	the	LRC	member	and	user	base.

• faMILIes | 65% Population | 38% LRC
	 -		 Families	will	grow	and	remain	loyal	if	we	provide	what	they	need
	 -		 Membership	is	not	discounted	and	is	greater	than	individual

• senIoRs | 15% Population  | 11.4% LRC
	 -		 There	is	a	smaller	population	to	draw	from
	 -		 They	pay	a	discounted	membership
	 -		 Loyal,	long-term	members

• IndIvIduaLs | 10% Population  | 29% LRC

• oTheR | 10% Population | 21.6% LRC   
	 -		 Day	passes
	 -		 Events
	 -		 RentalsChaMPaIGn/

uRbana
LRC

faMILIes
faMILIes

senIoRs

oTheR

IndIvIduaLs

senIoRs

oTheR

IndIvIduaLs
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busIness daTa veRTICaL MaRkeT CoMPaRIson

facility Location size Amenities Child 
Care Fees/membership hours

Leonhard 
Recreation 
Center

2307	West	
Sangamon	Dr.	

40,000	sq.	ft. 2	full	size	basketball	courts 
large indoor playground 
group	fitness	room 
cardio/weight	room:	elliptical	
machines,	upright	and	recumbent	
bikes,	treadmills,	upper	body	
ergometer,	weight	machines,	hand	
weights,	kettlebells,	benches	and	
stretching	mats

No Annual	Membership	Prices 
Individual	(R/NR):	$70/$140 
Family	of	2	or	3	(R/NR):	$140/$280 
Family	of	4	(R/NR):	$160/$320 
Family	of	5	(R/NR):	$180/$360 
Each	additional	family	member	after	5	(R/NR):	$20/$40 
Senior	Membership	(55+)	(R/NR):	$50/$100

M-F		|	6a	-	10p
Sat		|	7a	-10p 
Sun	|	9a	-	9p

YMCA 2501	Fields	South	
Drive

9,000	sq.	ft. fitness/wellness	center 
three	pools 
three	aerobics	studios

Yes 1	Adult:	$49	+	One	time	$90	join	fee 
2	Adult:		$71	+	One	time	$90	join	fee 
Household:	$77	+	One	time	$90	join	fee

M-F	|	5a	-	10p
Sat	|	6a	-6p 
Sun	|	12p	-	6p	

Mettler 
Center

2906	Crossing	
Ct.	Champaign	IL	
61822

90	+	fitness	classes	held	in	multiple	
studios																																			
Fitness	floor	with	free	weights	and	
cardio	equipment

Yes General	Membership-	$75	join	fee	+	$54/month,	
Annual-	$584,	Corporate	Membership-	$45/month,	An-
nual-	$486,	Personal	Best	(includes	personal	training)	
-	$75	join	fee	+	$333/month,	Short-Term-	$180	per	3	
months,	Get	Fit-	$305	per	3	months,	Young	Adult	(11-
23)	-	$75	join	fee	+	$45/month	Annual-	$486

M-Th	|	5:15a	-	10p 
F	|	5:15a	-	8p
S-Su	|	7a	-8p

Campus	
Recreation 
Center	East	
(CRCE)

1102	W.	Gregory	
Drive,	Urbana	IL	
61801

110,000	sq.	ft. 110,000	square	feet 
	Aquatic	center	(leisure	pool,	water	
slide,	volcano	fountain,	12-person	spa) 
	Indoor	track 
	Free	weights	and	machines 
	3-court	gymnasium 
	MAC	gym 
	Two	multi-purpose	rooms 

No Limited	amount	of	associate	(non-university)	
memberships

M-F	|	6:30a	-	9p 
S-Su	|	11a	-	9p

Activities	and	
Recreation 
Center	(ARC)

201	E	Peabody	
Dr, Champaign, 
IL	61820

340,000	sq.	ft. 	35	foot	climbing	wall 
	1/5	mi	indoor	track 
	two	50-meter	swimming	pools 
	35-person	sauna 
	12	racquetball	courts 
	hundreds	of	weights	and	machines 
	four	gymnasiums 
	nine	multi-purpose	areas 
	150-seat	auditorium 
	wellness	center

No Limited	amount	of	associate	(non-university)	
memberships

M-F	|	6a	-	9p 
S-Su	|	11a	-	9p

WHAT IS YOUR CURRENT MARKET?
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15%

facility Location size Amenities Child 
Care Fees/membership hours

Savoy	 
Recreation 
Center

402	Graham	Dr,	
Savoy,	IL	61874

40,000	sq.	ft. Full	court	gymnasium Annual	Membership	Prices 
Individual	(R/NR):	$70/$140 
Family	of	2	or	3	(R/NR):	$140/$280 
Family	of	4	(R/NR):	$160/$320 
Family	of	5	(R/NR):	$180/$360 
Each	additional	family	member	after	5	(R/NR):	$20/$40 
Senior	Membership	(55+)	(R/NR):	$50/$100

M-Th		|	6a	-	9p
F		|	6a	-7p 
Sat	|	7a	-	6p
Sun	|	12p	-	6p

Curves	for	
Women

2227	S	Neil	St.	
Champaign	IL										
2200	E	University	
Ave	Urbana,	IL																					
1504	Patton	Dr	
#3	Mahomet,	IL																

9,000	sq.	ft. 	Indoor	track 1	Adult:	$49	+	One	time	$90	join	fee 
2	Adult:		$71	+	One	time	$90	join	fee 
Household:	$77	+	One	time	$90	join	fee

Personal	
Performance	
Training

1804	N	Lincoln	
Ave,	Urbana,	IL	
61801

110,000	sq.	ft. 	Aerobics	room Limited	amount	of	associate	(non-university)	
memberships

M-F	|	7a	-	6p	
Sat	|	8a	-	12p

CrossFit	CU 305	Tiffany	Ct	#3,	
Champaign,	IL	
61822

340,000	sq.	ft. 	Group	fitness	classes Platinum	Membership-	$175/month
Gold	Membership-	$150/month
Silver	Membership-	$125/month
Bronze	Membership-	$100/month
(minimum	4-month	commitment	on	all	memberships)

Jazzercise 1406	Regency	
Dr.	W,	Savoy	IL	
61874

Workout	classes:	dance	mixx,	inter-
val,	fusion,	core,	strike,	strength,	
strength45,	strength60,	express,	per-
sonal	touch,	junior	jazzercize,	lo,	lite

$35.00	monthly,	$25.00	joining	fee,	12-month	
minimum
$40.00	monthly,	$35.00	joining	fee,	6-month	minimum
$10.00	single	visit	price.

M/T/Th	|	5:30p
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busIness daTa veRTICaL MaRkeT CoMPaRIson

facility Location size Amenities Child 
Care Fees/membership hours

Kinex	Fitness	
Studios

2740	S.	Philo	Rd,	
Urbana	IL	61820				
100	Baytowne	Dr.	
Champaign	IL	

Personal	training,	semi-private	
training,	boot	camp	fitness,	nutrition	

Nautilus	
Poolside	
Fitness	
Center

910	S	3rd	St.	Cham-
paign	IL

exercise,	yoga,	kick	boxing,	swim-
ming,	sauna,	pool,	weights,	personal	
training

I	Power 215	S.	Staley	Rd	
Champaign	IL

gymnastics

Fittek	Fitness	
Center

903	S	Sunny	Acres	
Rd,	Mahomet,	IL	
61853

group	personal	training,	personal	
training,	posture	therapy

Non-contract:	Single	Couple	Family
Limited	36.50	64.50	84.50/Full	47.00	78.00	104.00
Senior-Limited	33.50	59.00	75.50/Full	42.50	70.50	94.00
Group	Training	64.00																																
Year	Contract:	Single	Couple	Family																																				
Limited	32.00	56.00	75.00/Full	42.00	68.50	92.00
Senior-Limited	29.00	51.50	66.50/Full	38.00	61.50	83.00
Group	Training	56.00

	M-Th	|	6a	-	8:30p
	Fri	|	6a-7:30p
	Sat	|	8a-3p
	Sun|10:30a	-	3:30p

Planet	Fitness 2002	Glenn	Park	
Dr.	Champaign,	IL	

$10/mo,	Black	Card	membership	$19.99/mo 24	hrs	a	day
7	days	a	week

Charter 
Fitness

2414	Galen	Dr.	
Champaign,	IL	
Lincoln	Square	300	
S	Broadway	Ave	
#160	Urbana,	IL

state	of	the	art	equipment,	CFX	
training

$19.95	for	Signature	Circle	Membership	
(most	popular	package)

The	Fitness	
Center

Round	Barn	
Centre,	1914	
Round	Barn	Rd,	
Champaign,	IL	

19,000	sq.	ft cardio	equipment	(treadmills,	
ellipticals,	rower,	recumbent	bikes,	
steppers),	weight	equipment	(free	
weights	and	machines),	personal	
training	and	group	fitness	classes

No  $47/mo	+	$39	enrollment	fee M-Th	|	4a	-	10p
Fri	-	Su	|	4a	–	8p

Refinery 2302	W.	John	St.	
Champaign,	IL

Full	service	juice	bar
Group	fitness
Personal	training
Senior	fitness

Yes Traditional	memberships,	short-term	options,	and	per-
sonal	training	memberships

M-Th	|	5a	-	11p
Fri	|	5a	-10p
S-Su	|	6a	-	8p

WHAT IS YOUR CURRENT MARKET?
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naTIonaL TRends daTa  

When surveyed, the most desired programming space respondent households would utilize 
at a new indoor community recreation center were:

65%
WALKINg&
joGGInG TRaCk

53%
WEIgHT ROOM &
CaRdIo equIPMenT

47%
aeRobICs/danCe
& fITness sPaCe

45%
SWIMMINg &
LeIsuRe PooL

Source: Leisure Vision/ETC Institute 
(September 2004)
Sport Total Participation (in Millions) 
Percent Change From 1997

exeRCIse 
WALKINg

7.7%
SWIMMINg

-8.2% ExERCISINg WITH 
equIPMenT

4.9%
aeRobIC 
exeRCIse

10.6%

National Recreation Participation in 2002 Top Ten Activities 
(Ranked by Total Participation)

Recreation Activities for Adults 55 and Older - Number of people who estimate participating at least 100 Days
(Based on Frequent Participation in 2002 Activity Days Per Year Participants)

Source: National Sporting Goods Association 2002

Source: National Sporting Goods Association 2002

6,515,000
exeRCIse 
WALKINg

4,107,000
sTReTChInG

3,887,000
TReadMILL
exeRCIse

1,735,000
LIfTInG fRee 
WEIgHTS

1,513,000
WEIgHT/
ResIsTanCe 
MaChInes

1,298,000
sTaTIonaRy
CyCLInG
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suRvey anaLysIs
To	help	measure	and	benchmark	the	current	climate	of	LRC,	an	electronic	survey	was	emailed	to	more	
than	2,000	recipients	from	the	CPD	database.	Response	rate	to	the	survey	was	20%	of	recipients	–	 
on	average	email	surveys	garner	10-15%	response	rate	for	external	surveys.	(survey gizmo 2015)  
Questions	focused	predominately	on	levels	of	awareness	and	familiarity	with	LRC	as	a	facility,	
perceptions	of	the	programs	offered,	and	respondents’	usage	of	both.		

Note: The complete survey results are available by contacting Chelsea Norton, Director of Marketing and 
Communications for the Champaign Park District.

WHAT IS THE CURRENT CLIMATE OF LRC?

naTIonaL TRends daTa  

suRvey hIGhLIGhTs: 

Respondents profile:
38% LRC members

10% SAC members

82% from Champaign

88% female

64% had 1-5+ children 

Respondents age breakdown:
38%  25-35 years old

29%  36-49

25% 50-64

5%  65-plus



19

suRvey anaLysIs
LRC is looking to increase membership and improve long-term member loyalty and retention as well as 
increase membership for Sholem Aquatic Center as a cross-over element of the strategic plan. 

How aware are you of the 
Leonhard Recreation 

Center facility?

55% 
very aware

38% 
somewhat 
aware

8% 
not 
aware

57% 

Affordable	m
em
bership	fees

Open	walking/running	track

Convenient location

Indoor	playground

Cardio room

One	stop	fitness	routine

Group	fitness	classes

Proxim
ity	to	Sholem

	Aquatic	Center

54% 

42% 
38% 

25% 25% 23% 
19% 

In your opinion what is the greatest value the Leonhard
Recreation Center provides to the overall community? 
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suRvey anaLysIs
What features or programs would you like to 
see added to the Leonhard Recreation Center?

43% 
supervised 
children’s
playtime

28% 
more cardio/
weight room
equipment

23% 
more 
programs 
for adults

17% 
organized 
walking 
groups

If we offered a combined and discounted 
LRC/SAC membership would you be 
interested in purchasing it?  

63%
yes no

37%

Of those who currently use the facility and 
who would be interested in a combined and 
discounted package the breakdown by user 
type is as follows:

.01%
Individual 
N/R member 
 29% 

Individual 
Resident 
Member

38%
Family Resident

11.4% 
Individual 
sr Resident

18.5% 
day Pass 
user only .016%

Individual 
sr n/R
 

0%
Family N/R

When visiting the LRC, or if you were to visit 
in the future, what are the activities you 
would most value or use? ?  

64%  Open walking/running track

48%  Weight room

43%  fitness classes

19%           Kids sports programs

15%      Parties

15%     Adult sports

36%  Indoor playground

WHAT IS THE CURRENT CLIMATE OF LRC?
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.01%
Individual 
N/R member 
 

If you are a current Leonhard Recreation 
Center member, do you plan to renew your 
membership when the time comes? 

89%

no
11%

yes

Non-member respondents who would consider buying a type of LRC 
membership breaks down as follows: 

43%
Family 

Resident

47% 
Individual 
Resident

.05%  Family non-resident  
 
.04%  Individual/non-resident 
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GeneRaL audIenCe InsIGhTs
sTRenGThs
• Low	membership	fee
• Friendly	desk	staff	that	becomes	familiar	with	the	regulars	
• Unique	farm-themed	indoor	playground	
• Bright,	airy,	big	walking	track
• Ability	to	host	parties	for	a	reasonable	price
• Great	kids	programs
• Beautiful	gym	space	that	can	accommodate	many	different	programs	and	events
• Attract	large	rentals	and	tournaments	(helps	with	LRC	awareness)
• Kids	birthday	party	offering
• Good	reputation	in	town	as	friendly,	reliable,	good	value

ChaLLenGes
• Playground	and	accompanying	restroom	undersized
• No child care
• More	for	older	adults	and	families	vs	young	adults	and	singles
• No indoor pool 
• Parking	lot	is	confusing	to	navigate,	small	and	configured	more	for	Sholem	
• Gym	is	often	booked	leaving	little	time	for	members	to	plan
• Perception	that	membership	is	expensive
• Lack	of	supervision	and	clean	up	during	events
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MOMS WITH CHILDREN (FAMILIES) INTERESTS AND DESIRES:
• Want/need	supervised	kids	time			
• Willing	to	pay	a	nominal	fee	for	childcare
• More	fitness	programs	for	kids	under	3
• Mom	and	tot	programs/yoga/exercise
• Kids	dance	and	art
• Seek	community	and	fellowship	with	other	moms
• Love	that	LRC	is	open	Sunday	mornings

senIoRs
• Interested	in	organized	activities
• Want	more	fitness	classes
• Enjoy	trips
• Would	like	some	weight	training	guidance
• Seek	community	with	others	(social	opportunities)
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Identify



25

>  KNOW YOUR EDgE

>  undeRsTand youR TaRGeT MaRkeT

>  IdenTIfy youR sTRaTeGIC GoaLs
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This	section	is	about	embracing	our	advantages,	understanding	our	challenges	and	knowing	what	
differentiates	us	in	the	marketplace;	as	well	as	knowing	the	target	audiences,	both	internal	and	
external,	who	they	are	and	what	they	want	and	need.	 

The	following	are	qualitative	findings	about	LRC’s	opportunities	from	our	extensive	conversations	with	
leadership,	comments	written	in	the	electronic	survey	and	an	in-depth	focus	group	held	with	relevant	
LRC	members,	users	and	interested	local	residents.	It	outlines	the	elements	we	will	use	to	position	LRC	
and	the	audience	we	will	target.	This	information	lays	the	groundwork	for	the	CREATE	portion	of	our	
strategic	plan	recommendations.		
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• Affordable membership

• Open, user-friendly walking/running track

• Indoor playground 

• Open gym

• Friendly, inviting, non-intimidating and approachable atmosphere

• Community space for events/birthday parties

• Cardio equipment room

• fitness classes

KNOW YOUR EDgE
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exTeRnaL
1) Consumers
	 a.	 Families:
	 	 i.	 One	or	more	children	3-8
	 	 ii.	 Older	children	8-15	who	participate	in	court	sports
	 	 iii.	 Stay	at	home	moms	and	dads

	 b.	 Seniors
	 	 i.	 Retired	professors
	 	 ii.	 Empty-nesters
	 	 iii.	 Ages	55-plus

undeRsTand youR TaRGeT MaRkeT
The	greatest	opportunities	for	growth	are	families	with	children	and	seniors.	Based	on	Champaign’s	population	breakdown	
our	target	for	new	member	growth	should	mirror	the	percentages	of	the	community.	Based	on	the	opportunities	outlined	
through	research	and	feedback,	below	is	an	outline	of	the	target	markets	that	fit	within	this	scope.	By	effectively	identifying	
and	targeting	these	audience	groups	the	marketing	and	communication	efforts	will	go	further	and	your	impact	on	the	
desired	audiences	greater.		

2) Influencer outreach partners:  
 vehicles for perception change
a.	Moms	groups
b.	Corporations
c. Media
d.	Teachers
e.	Caregivers
f.	 Life	stage/	Age	group	organizations

InTeRnaL: ChaMPIons
1) Current LRC membership
2) Champaign Park District users
3) Staff of LRC,SAC,CPD
4) Program directors
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2) Influencer outreach partners:  
 vehicles for perception change
a.	Moms	groups
b.	Corporations
c. Media
d.	Teachers
e.	Caregivers
f.	 Life	stage/	Age	group	organizations

The overall messaging and implementation strategy aims to accomplish the following:

• Increase	internal	and	external	awareness	of	LRC	that	impacts	and	resonates	with	everyone	from	loyal		 	 	
	 members	to	those	locally	who	are	uninformed	and	unaware

• Create	more	opportunities	to	drive	membership	through	membership-driven	communication

• Focus	paid	impressions	to	enhance	media	relationships	that	garner	better	awareness	and	understanding.

• 	Leverage	voice	of	users	and	members	to

	 -	 Create	awareness
	 -	 Increase	word	of	mouth
	 -	 Develop	platforms	and	initiate	relevant	programs

IdenTIfy youR sTRaTeGIC GoaLs
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Create
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>  defIne youR sTRaTeGIC aPPRoaCh

>  defIne youR PosITIon

>  CReaTe a TaCTICaL PLan
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After	a	year	since	its	opening,	Leonhard	Recreation	Center	is	primed	
for	increased	exposure	to	and	elevated	awareness	with	its	key	audience	
groups.		The	strategic	approach	outlined	within	this	section	is	designed	to	
enhance	your	current	user’s	experience,	drive	action	and	develop	vertical	
partnerships	with	the	goal	to	increase	membership	opportunities.

 For a detailed outline of tactical execution recommendations, please reference  
the RESOURCES section of the playbook.
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defIne youR sTRaTeGIC aPPRoaCh
To	maximize	opportunities	within	the	identified	key	target	market	groups	of	families	and	
seniors,	as	outlined	in	UNDERSTAND	YOUR	TARGET	MARKET,	there	are	three	(3)	main	
focus	areas	we	recommend	within	your	approach.	Additionally,	in	order	to	maximize	your	
marketing	dollars,	be	responsive	to	the	tax-paying	public	and	to	more	easily	execute,	 
we	have	outlined	your	strategic	plan	in	three	(3)	phases.

Phase # TenTaTIve TIMeLIne  foCus aRea

Phase 1 	 Immediately	 	 Enhance	user	experience	

Phase 2	 Fall/Winter	 	 Drive	Action

Phase 3	 Spring/Summer	 	 Cross	Connect
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defIne youR PosITIon
Expressing	why	you’re	important	is	critical	because	everyone	you	touch	evaluates	and	
compares	your	unique	value	against	everything	that	seeks	their	attention	or	investment.
Therefore,	the	more	you	relate	and	satisfy	your	target’s	needs,	the	greater	your	brand	
and market value.

Benefit :  Need = Value

We	can	communicate	this	benefit	through	a	branch	archetype	model.	It	is	a	means	of	
connecting	your	brand	to	something	iconic	—	something	already	embedded	within	the	
public’s	conscious/subconscious.

The	benefit	for	both	the	brand	owner	and	the	public	is	the	alignment	with	a	brand	
archetype	makes	the	brand	easier	to	identify	and	relate	to.
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The 12 aRCheTyPes
The 12 archetypes (Pearson C. , 1991).

fReedoM

soCIaL

oRdeR

eGo
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defIne youR PosITIon

The	everyman	demonstrates	the	virtues	of	simply	being	an	ordinary	person,	just	like	others	that	are	
unselfish,	faithful,	supportive	and	friendly.

The	underlying	value	is	that	everyone	matters,	just	as	they	are.	Everyman brands give people a 
sense of belonging or being part of a group of friendship and care.

They	are	often,	though	not	exclusively,	owned	by	brands	with	an	everyday	functionality.	Everyman	
companies	have	down	to	earth	organizational	culture,	the	sort	of	place	where	everyone	knows	your	name.

youR bRand aRCheTyPe: eveRyMan 

OVERVIEW
• giving people a sense of belonging

• Offers everyday functionality

• Low to moderate pricing

• Solid companies with a down-home organizational culture

• Differentiate from elitist or higher-priced brands
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“I understand the common man because  
I understand me in that regard, at least.”  
~ Vince McMahon

  Motto:  All men and women are created equal

  Driving Desire:  Connecting with others

  Goal:  To belong

  Greatest Fear:  To be left out or to stand out from the crowd

  Strategy:  Develop ordinary solid virtues, be down to earth, the common touch

  Weakness: Losing one’s own self in an effort to blend in or for the sake of superficial relationships

  Talent:  Realism, empathy, lack of pretense

youR bRand aRCheTyPe: eveRyMan 
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The	visual	execution	of	the	EVERYMAN	archetype	as	it	specifically	relates	to	LRC	is	
to	leverage	the	perception	of	its	approachable,	down	to	earth,	affordable	nature	to	
help	create	connections	within	our	target	audience	groups.

defIne youR PosITIon
youR bRand aRCheTyPe: eveRyMan 
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Leonhard Recreation Center

Get connected with yourself.
No more excuses. No more putting it off. You deserve it. Treat yourself to a whole  
new you with Leonhard Recreation Center. No muss, no fuss, just a great, affordable 
place to work out.

Leonhard Recreation Center

Get connected with local moms like you.
Join up and meet new friends at Stroller Strides at the Leonhard Recreation Center

get connected

Leonhard recreation center

get connected

Leonhard recreation center

faCebook ads
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faCebook boosTed PosTs

I’d gained weight, had become inactive and lethargic. I tried other health clubs 
but felt overwhelmed by the crowds or didn’t fit in.  And then I found the best 
kept secret in Champaign Urbana…(more)

get connected

Leonhard Recreation Center
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faCebook sPonsoRed PosTs

New Year’s Resolutions come and go.  Here’s how to make them stay.  

Learn more about LRC

Leonhard Recreation Center

get connected

Join us Saturdays to discuss your fitness resolutions with the LRC team. 
They’ll help you set up a program to make your goals a reality. First time 
members receive a 3-month membership for $30.  
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get connected
with yourself.
No more excuses. You deserve it. 
Treat yourself to a whole new you 
with Leonhard Recreation Center.  
No muss, no fuss, just a great,  
affordable place to work out.

Leonhard recreation center

LEARN MORE4

get connected

Leonhard recreation center

with local moms like you.
Join up and meet new friends  
at Stroller Strides at the  
Leonhard Recreation Center.

LEARN MORE4

defIne youR PosITIon In The MaRkeTPLaCe
dIGITaL ads: MoMs GRouP exaMPLe
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CReaTe a TaCTICaL PLan
Phase 1:  enhanCe useR exPeRIenCe
The	enhancement	of	the	user	experience	accomplishes	several	key	things	–	it	acknowledges	and	acts	upon	the	feedback	
provided	through	the	survey	and	focus	group;	thereby,	demonstrating	our	continued	commitment	to	providing	
members	with	a	good	experience.	It	also	deepens	that	customer	relationship,	creating	a	stronger	building	block	to	
leverage	that	loyalty	for	additional	membership	outreach	opportunities.

Proposed initiatives:
The	initiatives	below	are	designed	to	enhance	the	overall	user	experience,	understanding	that	there	 
may	be	certain	limitations	and/or	constraints.

•	 Integration	of	Wi-Fi	Access:	speaks	to	the	needs	of	your	consumers	as	well	as	plays	into	the	“get		 	 	 	
	 connected”	approach

•	 Offering	of	Supervised	Childcare
 NOTE: In order to make cost effective for LRC, we recognize we’ll want to offer this during select days/hours;  
 See note under “partnerships” for recommendations on how best to gather this information.

•	 Addition	of	better	way-finding	signage	in	parking	lot

•	 Posting	of	track	signage	for	clearer	lane	usage

•	 Integration	of	on-site	Social	Section
 NOTE: This can be a small space where members can gather for conversation and coffee. 

•	 Continued	enhancement	of	customer	service	delivery:	emphasizes	our	everyman	archetype	to	give	people	 
	 a	sense	of	belonging

•		 Enhance	weight	room	based	on	user	input.
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Phase 2: dRIve aCTIon 
The	goal	of	this	phase	is	to	drive	action	by	creating	external	partnerships,	leveraging	internal	customers	and	launching	
a	targeted	advertising	campaign		-		initiatives	that	will	help	build	the	LRC	brand,	increase	awareness	and	in	return	help	
drive	membership	opportunities.

CReaTe a TaCTICaL PLan

Leverage Internal Customers

 • Create a Membership Referral Program: Borrowed Relevance & Incentive Program
	 	 Your	existing	customers	are	your	best	cheerleaders	to	help	generate	awareness	and	new 
	 	 member	opportunities.	Through	the	development	of	a	Member	Referral	Program	you	 
	 	 reward	them	for	their	loyalty	to	your	facility.	Additionally,	you	can	also	utilize	their	 
	 	 testimonials	to	drive	interest.

 • Communicate with your Existing Database
 	 Introduction	of	Bi-weekly	posting	of	activity	calendar	to	increase	awareness	and	 
	 	 engagement	of	events.

  NOTE: Recommend posting on location, online and sending through enewsletter communication
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PHASE 2: DRIVE ACTION (CONTINUED) 

Create External Partnerships
 • Develop Partnerships with Vertical Organizations
  Increase	awareness	amongst	your	target	groups	of	families	and	seniors	by	engaging	them	through		 	 	
	 	 physical	and	social	opportunities.

	 	 -	 Family-focused	groups	including	but	not	limited	to:	Chambana	Moms,	 
	 	 	 Girl	Scouts	of	Central	IL,	Boy	Scouts

	 	 -	 Senior-focused	groups	including	but	not	limited	to:	continuing	care	retirement	communities,	 
	 	 	 retired	U	of	I	faculty,	other	senior	facilities

 • Create Partnerships with Local Business
 	 Develop	a	business-based	program	for	local	companies	offering	an	easy	way	to	help	improve	employee		 	
	 	 health,	thereby	reducing	insurance	costs.

 • Leverage Media Relationships
  Utilize	a	healthy,	fit	community	angle	to	develop	an	ongoing	monthly	segment	with	local	media.
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PHASE 2: DRIVE ACTION (CONTINUED) 

Launch a Targeted, Paid Awareness Campaign

• Facebook Sponsored Posts
	 Facebook	advertising	is	a	cost-effective	means	to	reach	your	target	market	group	of	young	families.		 	 	
	 We	recommend	a	10-week	campaign	starting	mid	to	late	September	to	generate	both	awareness	and		 	 	
	 membership	opportunities,	utilizing	peer	to	peer	testimonials	and	stories	as	outlined	in	Phase	2, 
	 Leverage	Internal	Customers

• Social Media Facebook page with Promoted Post
In	addition	to	the	sponsored	posts,	we	also	recommend	the	development	of	an	LRC	specific	Facebook	
page.	The	purpose	of	this	page	is	to	communicate	with	existing	members	(as	noted	above	in	Part	B:	
Leverage	Internal	Customers)	but	also	with	prospective	members	through	a	paid	content	strategy	
campaign.	By	creating	and	promoting	relevant,	ongoing	content	you	increase	your	relevancy	and	 
top-of-mind-awareness	with	potential	members.	

CReaTe a TaCTICaL PLan



47

Launch a Targeted, Paid Awareness Campaign (Continued)

• google Keyword Search Advertising
To	help	boost	awareness	of	the	facility,	DCC	recommends	the	integration	of	a	Keyword	Search	campaign.	
This	will	help	keep	the	facility	at	the	top	of	the	search	results	list	when	web	users	are	searching	for	related	
topics	like:	work	out	facility	in	Champaign;	fitness	classes	in	Champaign;	and	so	forth.

• Facility Signage
To	help	raise	awareness	of	the	physical	building,	DCC	recommends	the	addition	of	signage	in	and	around	
the facility.

• Partnership Advertising
As	noted	above	in	Part	A:	Create	External	Partnerships,	we	recommend	developing	a	strong	relationship	
with	vertical	partners	including	advertising	within	those	partnerships	as	appropriate. 
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Phase 3: CRoss ConneCT 
With a solid communication and partnership infrastructure in place, Phase Three is designed to build upon 
established relationships with initiatives that support the common goals to benefit all parties, participants 
and members.  Below is an outline of potential cross-connection opportunities with a tentative timeline.  We 
recommend you cross-connect events, specials and offerings on joint Facebook pages, websites, in the CPD 
program guide communications and through your partner’s other outreach communication platforms. 

Winter
•	 Sholem	Aquatic	Center	&	Leonhard	Recreation	Center	combined	passes:	create	and	promote	combined	reduced 
	 passes	for	individuals	and	families	interested	in	utilizing	both	facilities.	Consider	offering	during	the	holiday	 
	 season	as	a	unique	gift	giving	opportunity. 
•	 Gift	giving	season:		Give	the	gift	of	health	this	season	with	a	3-month	membership	Jan-March	for	$25.	 
 (one time offer, new members only) 

Spring/Summer
•	 Continue	promotion	of	combined	pass	opportunity	with	the	new	year	and	in	advance	of	the	pool	season. 
•	 Chambanamoms.com	:	

	 -	 Mother’s	Day	membership	promotion:	includes	day	care	and	facility	access	to	“give	mom	a	break”	

	 -	 Establish	mom	and	tot	days	to	provide	special	access	to	walking	track	with	strollers	and	fitness	classes	for	tots

•	 Facility	space:		Promote	gathering	spaces	for	graduation	parties,	wedding	and	baby	showers,	family	reunions.
	 -	 Make	SAC	available	as	part	of	some	packages.

•	 College	grad	membership	promotions:	Provide	a	short	term,	3	month,	$30	membership	to	students	who	 
	 are	home	for	the	summer	before	they	head	elsewhere.	(one time offer, new members only)

•	 Summer	guests	program:		Loyal	members	will	be	provided	up	to	5	day	passes	to	treat	an	out	of	town	guest	 
	 to	a	workout	visit	to	LRC.		Members	must	apply.

CReaTe a TaCTICaL PLan
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Autumn
•	 Chambanamoms.com:

	 -	 Mom’s	Back-to-School	re-group	as	they	get	the	kids	off	to	school	they	have	a	precious		
	 	 hour	or	two	to	walk,	run	or	workout	while	the	toddlers	play	in	the	kid’s	room.

	 -	 Stay-at-home	dads:	Time	to	let	the	dads	out	too.		Same	time,	same	place.

•	 Senior	residence	partnerships:		Weekly	special	feature	to	build	social	community	when	 
	 our	senior	resident	members	attend	LRC	for	a	nice	walk	on	the	track	followed	by	coffee,		
	 cards	or	lively	conversation.

Winter/Spring:
•	 New	Year’s	Resolution	time:	

	 -	 Blog	posts	give	tips	on	how	to	keep	the	health	resolutions

	 -	 Offer	3-month	memberships	to	get	in	and	get	started.	(one time offer, new members only)

	 -	 Provide	partner	representatives	to	help	members	set	realistic	goals	and	develop	a	plan

	 -	 Heart	Month	promotion	weekend	

	 -	 Come	in	for	a	heart	and	blood	pressure	evaluation

	 -	 Provide	guests	with	a	starter	program	for	getting	and	keeping	their	heart	healthy

	 -	 Includes	nutrition,	walking,	some	light	weights

•	 Extend	or	re-sign	3-month	memberships	purchased	during	the	holidays.	

•	 Chambanamoms.com	and	LRC	co-hosted	Easter	egg	hunt	Sunday	prior	to	Easter.
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Resources
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ResouRCes
seCTIon 1:  PaRTneRshIPs
Chambanamoms.com “The Top Online Resource for Champaign-Urbana Area Families”

Propose: 	Buying	web	ads	in	support	of	a	partnership	relationship	to	provide	an	advantage	for	both	entities:
	 	 	 •	LRC	to	conduct	a	co-survey	of	Chambanamoms.com	members	to	determine	ideal	hours	and	days	of	the	week	 
	 	 	 	 to	provide	child	care;	and	to	help	identify	program-based	opportunities.
	 	 	 •	Co-sponsor	Sunday	Morning	family	get-togethers
	 	 	 •	Co-sponsor	family	events	promoted	by	Chambanamoms.com	located	at	LRC

Contact:  Laura Weisskopf Bleill, Mom-In-Chief 217.417.6671

Corporate memberships: Illinois health statistics by county indicate that Champaign County ranks in the top 25% in 
terms of health factors and outcomes*, confirming that residents care about their health and wellbeing.   
*http://www.countyhealthrankings.org/sites/default/files/states/CHR2013_IL.pdf

Propose: Implement	a	corporate	membership	program	that	offers	a	discounted	annual	individual	membership	of	$50	and/	
	 	 	 or	$3.00	day	fees	when	5-15	or	more	employees	(depending	on	the	size	of	the	company)	sign	up.		 
 
Contact:  Reach out to Champaign’s top employers’ HR departments as listed in the Champaign County Economic Development 
Top Employer Directory.  http://www.champaigncountyedc.org/wp-content/uploads/2011/09/TED-2011-Full1-2.pdf
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SECTION 1:  PARTNERSHIPS (CONTINUED)
Senior Centers & Assisted Living Facilities

Propose: 		Declare	Senior	Day	Tuesdays	(or	a	lesser	attended	day	of	the	week)	when	the	area	seniors	living	facilities	are		
	 	 	 	 invited	to	visit	the	LRC.			Students	from	U	of	I	School	of	Social	Work	office	of	field	placement	can	place	 
	 	 	 	 students	to	guide	these	programs.		http://socialwork.illinois.edu/field-education/field-placement-opportunities/  

    Also,	consider	teaming	up	with	a	healthcare	facility	to	offer	free	health	screenings.

Contact: The Champaign area lists about 30 senior living locations with contact information and amenities.   
http://www.seniorliving.org/assisted-living/illinois/champaign/

Corporate Partnerships
Many	organizations	value	an	association	with	a	mission	driven,	family	focused	local	organization	like	the	Champaign	Park	
District	and	the	Leonhard	Recreation	Center.		Whether	it	is	holding	events	at	the	LRC,	supporting	initiatives	with	goods	
or	services	or	providing	their	own	employees	with	a	corporate	membership	to	the	LRC,	these	partners	will	embrace	the	
opportunity	to	align	with	this	growing	and	health	focused	entity.

Run safe:  Second Wind Running Club

Propose: 		Provide	a	schedule	of	our	least	busy	hours	and	invite	avid	runners	to	utilize	our	great	track	for	their	 
	 	 	 	 winter	workouts.		

Contact: http://secondwindrunningclub.org/

ResouRCes
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Healthcare Facility Partnership

Propose: Engage	a	local	healthcare	center	or	pharmacy	to	participate	in	February’s	Heart	Health	Month.	We’ll	measure	your	BP,		
	 	 	 weight,	and	goals.		Then	we’ll	recommend	ways	to	get	started	on	a	path	to	healthful	living.

Media Partnerships: Print and Radio

Propose: Provide	regular	“here’s	what’s	going	on	at	CPD/LRC”	column	and	live/taped	radio	segments.		

	 	 	 •	Print:			 The	News-Gazette
	 	 	 •	Radio:		NewsTalk	1400	WDWS-AM
	 	 	 	 	 	 Lite	Rock	97.5
	 	 	 	 	 	 WKIO	Classic	Hits	107.9	FM
	 	 	 •	TV:			 WCIA-TV
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SECTION TWO: PROgRAMS
Kids Fitness Programs: Sponsored by ________________
At CPD, programs are your purpose and mission. LRC can be a destination for families with young kids.

Propose: 		Develop	a	series	of	youth	programs	that	provide	education,	information	and	entertainment	for		 	
	 	 	 	 the	younger	set.	

	 	 	 	 •		 Basketball	education,	start	young,	parents	walk.	Structured	instruction,	create	a	program	plan	 
	 	 	 	 	 	 around	membership	development.

	 	 	 	 •		 Kids	fitness	classes	around	kids	yoga,	parents	work	out,	built	in	structured	program	for	kids	for	 
      early development

Mom’s groups: Child care is at the core of attracting moms with small children. 

Propose: 		Provide	child	care	one	or	two	days	a	week	for	a	few	hours	a	day.		Promote	this	through	and	with		 	
	 	 	 	 Chambanamoms.com	

Social Interaction Initiatives: Our focus group attendees revealed that meeting other folks with similar 
interests is a significant factor in joining any organization.  

Propose: 	DCC	recommends	creating	an	environment	and	programs	for	and	by	LRC	members.		

	 	 	 The	following	might	be	considered:

	 	 	 •	Moms	walking	group:		In	conjunction	with	day	care	hours,	post	program	on	calendar

	 	 	 •	55-Plus	walking	group:		Contact:	Robert	&	Vicki	VanderZalm	or	Mary	Quinlan	

	 	 	 •	Coffee	pot	for	social	area,	encourage	members	to	stick	around	and	chat

ResouRCes
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seCTIon ThRee:  faCILITy PRoMoTIon
Marketing the facility to create facility awareness, membership opportunities and generate revenue.
Party and Meeting rooms: Continue to cross promote facility to attendees, members and other visitors  
to increase awareness of the facility’s availability.

Organized group gatherings:
Organizations	are	always	looking	for	locations	to	gather	for	their	regular	meetings.		By	offering	the	LRC	meeting	
room	to	such	groups	the	awareness	amongst	meeting	and	group	attendees	increases.	Others	will	be	exposed	to	the	
facility	offerings	and	may	return	to	further	explore	themselves	or	tell	a	friend.

Propose: 		Reach	out	to	current	group	partners	to	enlist	their	participation.		Offer	parents	to	work	out	or	walk	the		 	
	 	 	 	 track	until	child’s	meeting	is	concluded	(ex.	Girls	scouts/Boy	scouts	and	after-school	programs).

Contact: Don Moyer Boys & Girls Club, schools, Boy Scouts of America, Prairielands Council, Girl Scouts of Central Illinois
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seCTIon fouR:  dIGITaL
Digital strategies are a crucial component that can be used for specific targets marketing to both external and 
internal target audiences.  It will also help in our efforts to better communicate events, programs and member 
promotions resulting in increased awareness. The following recommendation will be vital to a successful 
awareness campaign.

Facebook page:	In	order	to	increase	engagement	we	recommend	the	development	of	an	LRC	Facebook	page.		
Interested	parties	will	“like”	the	LRC	page	it	provides	useful	and	relevant	information.		There	will	need	to	be	a	concerted	
effort	to	provide	regular	updates,	announcements	and	health	facts	to	create	a	Facebook	page	that	prospective	members	
will	share.	As	outlined	in	Phase	1	and	2,	sharing	member	stories	and	testimonials	will	provide	a	great	way	to	 
develop that content.

Boosted Facebook posts:
Boost	your	select	blog	posts	on	Facebook	on	a	weekly	basis.	Posts	will	be	housed	on	the	LRC	Facebook	page	and	boosted	
to	target	markets	that	include	families,	older	adults	and	individuals.	The	goal	of	this	campaign	is	for	a	consumer	to	click	
through	to	the	LRC	Facebook	page,	“like”	it	and	to	ultimately	share	the	posts	and	updates	they	feel	relate	to	their	FB	
community	or	best	reflect	their	own	workout	program.

•	 Boosted	Facebook	posts	once	a	week.	

•	 Facebook	posts	content	coming	from	blog	posts	on	website.

•	 Direct	visitors	to	LRC	facebook	page

•	 Target	Market:	Champaign-Urbana,	families,	adults	25-54,	with	kids

•	 Budget:	$250	a	month

ResouRCes
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Sponsored Facebook posts, ongoing 
•	 Post	Content,	recommendations	below
•	 Direct	visitors	to	website	
•	 Target	Market:	Champaign-Urbana,	woman,	adults	25-54
•	 Budget:	$250	a	month

Post content can include, but not be limited to the following:
•	 September/October:
 Promote getting back on track; 
•	 November/December
 Promote combined pass as a unique gift idea
•	 January/February
 Promote new year’s resolution fitness
•	 March/April
 Promote getting ready for summer season
•	 May	–		June	
 Promote kids programs tying into membership (you work out while your kids go to camp)
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seCTIon fIve:  TRadITIonaL MedIa
Your existing media relationships will continue to be used to support LRC offerings and increase awareness 
facility events and programs to target audiences. 

Propose:  We	recommend	developing	an	opportunity	for	a	monthly	segment	that	focuses	on	reconnecting	 
	 	 	 	 through	fitness.
 

seCTIon sIx:  eMPLoyee enGaGeMenT
Our	employees	are	the	face	of	the	center	and	our	greatest	opportunity	for	visitor	engagement	and	interaction.		

Propose:  This	initiative	is	designed	to	encourage	employees	to	gain	further	insights	about	our	members	and		 	
	 	 	 	 visitors	by	incentivizing	staff	to	submit	recommendations	based	on	conversations	with	visitors.		The	staff	
	 	 	 	 member	whose	submission	results	in	the	implementation	of	change,	increased	membership	or	customer	
	 	 	 	 satisfaction	wins	a	dinner	for	two	at	a	local	eatery	and	will	be	acknowledged	on	our	Facebook	page. 

Contact: Form an employee task force to implement

ResouRCes



59

seCTIon seven:  sIGnaGe
Walking Track: 	(See	Phase	1)

Parking/Driving:  We	heard	our	respondents	say	that	the	parking	lot	and	street	accessing	the	lot	can	be	
congested	and	confusing	to	navigate.		We	recommend	developing	a	plan	to	best	direct	driving	and	parking	
traffic	around	the	LRC	and	SAC	lots.

Exterior:  Everywhere	we	look	static	signs	are	giving	way	to	bright	colorful,	moving	images	and	messages	that	
change	every	few	moments	or	every	few	days.		Outdoors,	stadiums	and	public	places	treat	viewers	to	huge	
displays	with	video	that	looks	like	high	definition	TV.	

The	way	business	and	organizations	communicate	with	those	who	pass	by	has	changed.	LED	display	solutions	
can	help	generate	awareness	for	LRC	and	bring	in	new	members.	This	programmable	signage	will	increase	
awareness	of	the	LRC	to	passersby,	especially	those	who	are	in	such	close	proximity	to	the	center,	and	inform	
all	passing	by	and	entering	the	campus	of	LRC	hours,	available	programs	and	special	events	and	regional	
tournaments	taking	place.
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seCTIon eIGhT:  MeMbeRshIP RefeRRaL 
Our members are natural ambassadors for LRC and they love to talk about what they like about the LRC and 
what it’s done for their health.  

Propose:  	Each	month	every	current	member	who	has	referred	a	friend	who	became	a	new	member	receives	a	pass		
	 	 	 	 to	another	CPD	entity	(i.e.	BAC,	Virginia	Theater)	And	they	are	featured	on	the	LRC	Facebook	page	as	our		 	
    member referrer of the month.

Contact:  Set up a membership drive staff task force to implement.

seCTIon nIne:  ChaMPaIGn PaRk dIsTRICT daTabase,  
basebaLL LeaGues, afTeR sChooL PRoGRaMs
There is an existing and loyal group of CPD attendees that can be tapped with direct marketing initiatives.  

Propose: 
	 •	 Capture	contact	information	of	those	signed	up	and	email	offerings	for	programs	that	would	appeal	to	the		 	
	 	 same	age	group,	parents	or	grandparents.

	 •	 Cross	promote	during	these	programs.	Invite	participants	to	visit	LRC	and	SAC	with	a	one-day	pass.

ResouRCes
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