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SUMMARY

The Terre Haute Children’s Museum (THCM) is preparing to embark upon a new
journey. The astounding new facility is nearly completed and staff and board members are
planning for a September 2010 grand opening. The new 26,000 square foot facility is a massive
upgrade from the current 3,000 square foot museum. The Terre Haute Children’s Museum
(THCM) has a long standing history in the Terre Haute community. First established in 1988, it
continues to achieve its mission of “enriching children’s lives through the exploration of science
and technology” (“Terre Haute Children’s”, 2009). However, the opening of the new museum
demands a new marketing and communication plan.
The following plan includes a history of the museum along with a detailed analysis of its
strengths, weaknesses, opportunities and threats (SWOT). The SWOT analysis reveals that the
THCM has many more strengths and opportunities than weaknesses and threats. Furthermore, a
detailed analysis of the museum industry, along with an analysis of the environmental factors
that affects its success and analysis of the museum’s target customer is explained. Marketing
objectives have been established with realistic timeframes and appropriate benchmarks. The
marketing objectives are the core of this plan, as they will help guide its success during the
upcoming year. An assessment of the product (service), price (of admission), and place (the new
facility) has been preformed and supported by a comprehensive marketing plan that will include
a variety of media such as cable television, broadcast networks, radio, print and billboards.
Possibly the most important asset to this plan is the proposed budget which will require
board approval to be a key factor for the implementation of this marketing plan. It is the object of
this proposal, and also the intent of the museum that with the implementation of this marketing
plan, the intersection of 8" Street and Wabash Avenue will never be the same.
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The new Terre Haute Children’s Museum is nearly complete. As the museum prepares
for its grand opening, it is now time to establish a marketing plan that will help the THCM
evolve into a successful nonprofit in the Terre Haute community. Creation and implementation
of a strategic marketing plan will provide the Terre Haute Children’s Museum with a new
direction for building its image and establishing its presence in the museum industry and in the
community. Marketing research and planning are essential. Best said by Yogi Berra, “You’ve got
to be very careful if you don’t know where you are going, because you might not get there”.
The general problem area lies within the marketing budget. Since the museum is
presently in the process of being constructed, all currently contributed funds are designated
toward the completion of the building and the purchase of new exhibits. A specific marketing
budget has not been established, however, per the Executive Director Lynn Hughes, funding will
be limited. This proposal establishes a recommended budget for the museum’s first year (after
grand opening) and provides the THCM with numerous options for being as frugal as possible
with creative marketing techniques. Establishing a budget and building a successful marketing
plan are of utmost importance to the overall success and sustainability of the museum. Within
this proposal is research on how other museums are being marketed and suggestions on ways to
improve communication with community members. This marketing plan is intended to provide
the stepping stones that will help create a strong, positive image for the Terre Haute Children’s
Museum for years to come.
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OVERVIEW

According to Michael A. Sand, author of How to Manage an Effective Nonprofit
Organization, all nonprofits are initially created to meet a need in communities they serve. The
needs being addressed by the Terre Haute Children’s Museum include but are not limited to its
vision which is to create a fun, dynamic science and technology learning environment of the
highest quality, which serves as a point of community pride (Terre Haute Children’s Museum,
2009). The values of the THCM include education, innovation, integrity, people, and leadership
and respect ("Terre Haute Children's Museum," 2009). During the creation of this marketing
plan, it is imperative that evaluation of the present services of the Terre Haute Children’s
Museum occur. For example, questions such as the following have been addressed:
How many visitors does the museum hope to see during its initial year?
From what geographic area does the museum hope to attract visitors from?
What are the important demographic characteristics of a potential visitor?
How will visitors benefit from the services of the museum?

The development of answers to these questions and others has assured that this marketing
campaign is well planned and geared toward increasing potential visitors. In addition to
determining the overall direction of the campaign, it is necessary that marketing objectives are
established. The THCM marketing objectives are to be time based, measurable and focus on
specific activities (Sand, 2005).
According to Thomas Wolf in Managing a Nonprofit Organization in the Twenty First
Century, marketing is the continuous diagnosis and analysis of the changing needs of customers,
clients and constituents and devising strategies to meet these needs. Marketing is the creation of
an appropriate image for a product, service, or organization (Wolf, 1999). Wolf also stated that,
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in the nonprofit area, marketing is the engineering of satisfaction among a variety of people
including users of an organization’s services, funders, trustees and others who can influence the

successful outcome of the business — such as the media and also the community itself. The Terre
Haute Children’s Museum must adhere to this information and focus its campaign around not
only pleasing potential visitors but also museum funders, and trustees. Wolf also attempts to
discern that there is a distinct difference in how a for-profit versus a not-for-profit organization is
marketed. For nonprofits, “successful marketing strategies allow organizations to accomplish
their missions, meet their programmatic goals, and achieve long-term financial stability by
focusing on the needs of their constituents and satisfying those needs over time” (Wolf, 1999, p.
152). It will be essential that the THCM’s marketing campaign be in agreement with its mission
statement and attempt to provide the museum with the financial security that is crucial to its
success.
Once the marketing plan is established, it will be necessary that it is approved and
implemented by the Executive Director along with the annual budget being monitored and
maintained by the Treasurer. Although the initial plan is being established as a long term
campaign, it is vital that the “document be reviewed and revised on a regular basis so that the
specific objectives are meaningful and current” (Sand, 2005, page 118).
This marketing plan has been developed as a year-long media and communication plan
that will focus on impacting Terre Haute along with surrounding communities in Indiana and
Illinois. This marketing plan also provides detailed information on the numerous media to be
utilized, including but not limited to: cable advertising (Time Warner Cable), broadcast network
advertising (WTHI and WTWO), radio advertising (99.9, 100.7, 88.5, 104.3, 98.5), newspaper
advertising (Tribune Star), outdoor billboard advertising (Lamar), and electronic advertising.
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HISTORY

The Terre Haute Children’s Museum was first established in 1988 in a 1,500 square foot
basement at Central Christian Church. In 1991, the museum moved to its current location at 523

Wabash Avenue, a 3,000 square foot building. A new multi-story, 26,000 square foot museum is
currently being constructed at the intersection of 8" Street and Wabash Avenue in downtown
Terre Haute, Indiana. The mission statement of the Terre Haute Children’s Museum is “to enrich

our children’s lives through the exploration of science and technology” (Terre Haute Children’s
Museum, 2009). The THCM

welcomes field trips, birthday parties, scout meetings, and more.

The THCM currently has approximately 4,000 annual memberships and serves 15,000-20,000
guests each year. Counties currently being served include:
Indiana: Vigo, Parke, Warren, Fountain, Clay, Vermillion, Putnam, Sullivan, Greene,
Owen, and Knox.
Illinois: Vermillion, Edgar, Clark, Crawford, Coles, Cumberland, Douglas, Shelby,
Effingham, Jasper, & Lawrence (“Terre Haute Children’s Museum”, 2009).

The Terre Haute Children’s Museum is one of three hundred fifty science museums in the
country (“Terre Haute Children’s Museum”, 2009) and one of nine science museums in the state
of Indiana ("Science Museums", 2007). Competition is stiff as the THCM attempts to itself and
compete in the museum industry, specifically with the Children’s Museum of Indianapolis,
which is the largest children's museum in the country, with a total of
433,000 square feet. The Children’s Museum of Indianapolis has more than one million visitors
each year and is only 70 miles from Terre Haute (“The Children’s Museum ”, 2009).
Although the THCM has existed for twenty-two years, a detailed marketing plan of this
magnitude has not previously been implemented. With the major facility expansion and the
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building replete with new exhibits, it is time for the THCM to be properly marketed in order to
become a greater asset to this community and the surrounding areas.
SWOT

ANALYSIS

When performing the situational analysis for the THCM, it was important to focus on the
strengths, weaknesses, opportunities and threats that will exist once the new facility is
completed. Below is a SWOT analysis prepared for the THCM:
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When evaluating the internal factors of the Terre Haute Children’s Museum, the most
prominent strengths of the organization include the location, the aesthetic appeal of the new
facility and affordability. It is important that the THCM capitalize on these strengths by
promoting the new facility in all marketing campaigns along with the affordability of ticket
prices and membership opportunities. Additional strengths include the connection of the new
facility to the Candlewood Suites Hotel (which allows out-of-towners to stay longer) and its new
leadership combined with knowledgeable staff and board members. Other notable strengths
include the long standing history of the museum, the uniqueness of the exhibits and the vast
amount of community support for the THCM.
The most outstanding weaknesses in the internal environment include items such as the
distance of the THCM from the I-70 exit and the lack of annual memberships along with. Many
families traveling through Terre Haute, along with visitors coming to Terre Haute specifically
from outside locations might find it inconvenient to travel so far off route from I-70. It will be
important that the THCM work with the city of Terre Haute to make use of appropriate signage
and directional assistance be implemented. As for the lack of annual memberships, it is predicted
that they will increase as the new museum opens its doors. In addition, it will be necessary that
the THCM make use of promoting membership opportunities in advertising campaigns.
Other notable weaknesses include the possible lack of security, as parents, grandparents
and the school corporations will find that safety of their children is always their main concern. It
will be important that the THCM make certain that a proper security system and security guards
be on location at all times to ease this possible apprehension of visitors. An additional weakness
that was identified is the lack of experience that the THCM employees and board members have
with operating such a large facility. Action items that can be preformed to ease the transition
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from the current location to the new location include the following: training of new staff
members, educating new employees and volunteers with exhibit information and encouraging
extra attention from board members regarding topics such as generating revenue and budgeting.
When evaluating the external factors of the THCM, the most notable opportunity is its
improved ability to better compete with the industry. The new museum, including the facility and
exhibits, are more appealing along with technologically and educationally advanced compared to
the old facility and exhibits. The interest level will be intensely improved as visitors from
Indiana, Illinois and surrounding areas will be more likely to visit the new museum. An
additional opportunity for the THCM involves what it can gain from the local community. The
amount of support is substantial and is expected to increase as the new museum opens its doors.
Having an entire community to support the facility provides greater opportunities for
memberships, financial support, and sustainability. An additional opportunity worth discussing is
the ability of the THCM to collaborate with school corporations to bring in students on field
trips. The support of the school systems will greatly affect the success of the museum. In March
2008, an industry analysis was performed by Linda Edwards , an Interim Executive Director at
the THCM.

In that report, Edwards noted that in 2007, the THCM

served 5,636 attendees and of

that number, 1,712 were part of a field trip; concluding that 30% of museum attendance was

from school groups (Edwards, 2008). Working with the existing “educational reach map”
(Appendix A), along with expanding the opportunity to grow the interest from other counties and
their school corporations will ensure the continued support of education.
The most outstanding threat that was discovered is that the Children’s Museum of
Indianapolis is only 70 miles away from the Terre Haute Children’s Museum. The Children’s
Museum of Indianapolis is an exquisite facility that attracts more than 1 million attendees each
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year. The threat of the Children’s Museum of Indianapolis drawing visitors from the THCM is a
potential possibility. An additional threat is the lack of repeat visitors that the THCM might
have, causing the museum to constantly need to focus on attracting new attendees. An additional
threat worthy of analysis is the threat of attendees discovering other forms of entertainment.
Movie theatres, bowling alleys, miniature golf courses, theme parks, and city parks are options
for family outings. The THCM will need to focus its marketing campaigns around drawing
families away from other forms of entertainment and bringing their focus back to the educational
value that the THCM can offer the entire family.
ENVIRONMENTAL

ANALYSIS

When conducting analysis of the environment in which the THCM operates, the most
notable factor is the current state of the economy. With the economic future still unclear, it is a
somewhat unstable time for the THCM to undergo such a large expansion. Although the
expansion does offer the opportunity for growth and financial success, it also involves great risk.
Despite the current economic condition, the THCM is fortunate that the product they offer is one
not only of great value but also great affordability. If the THCM continues to maintain affordable
ticket prices, it is likely they will not observe a decrease in visitors. The economic environment
is how the economic situation may affect the sale of the product currently, in the past and in the
future. If the economic outlook grows dimmer, ticket and membership sales may decline. When
the economic outlook improves, ticket and membership sales will be expected to increase. It will
be important that the THCM continue to build relationships with donors in an attempt that their
funding not suffer from a decrease during unstable economic times. The THCM is also fortunate
that the state of the economy is causing families to consider “staycations” in which they stay
close to home and take small weekend trips versus taking large, out of state vacations. This trend
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may to continue well into the following year and the THCM will benefit from maximizing their
opportunity to be a “staycation” option for families.
The cultural and social values of the THCM are outstanding. The museum continues to
maintain an excellent focus on bettering the children of our community. Its strong values should
continue to be promoted in the community so as to further local interest. In addition, the support
that the THCM has had from the community is astounding. The THCM’s ongoing “build it now for the kids” promotion has built community awareness and support by promoting its values and
concern for the children of the community. Terre Haute continues to be an excellent place to
raise a family and the anticipation for what the THCM can continue to offer families is unlikely
to waiver. In regards to the culture of the museum, it is important that the museum appeals to
everyone, regardless of their race, sex, or income level. The THCM

should continue to build

partnerships and relationships with community groups such as Ryves Hall and the 14™ &
Chestnut Community Center so that it is possible for the underprivileged children of this
community to have an opportunity to visit the museum on a regular basis.
As for the political and legal environment in which the THCM operates, its main focus
area will surround the school corporations and continuing to meet the standards that are needed
in order to maintain educators’ support. It is also imperative that the THCM continue to adhere
to building codes and safety requirements. Also, proper insurance coverage will be a must, so
that liability risks are never an issue. In regards to the political environment affecting the
THCM'’s advertising campaigns, it will be important that the museum always be aware of
maintaining an awareness of the importance of diversity in regards to age, gender, race and
socioeconomic status in its campaigns.
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ANALYSIS

The Terre Haute Children’s Museum falls into two industry categories: both the museum
industry and the entertainment industry. As for analysis of existing competitors, according to
MuseumStuff.com, a 2007 study revealed that there are nine science museums in Indiana. This
list includes museums that have a “primary theme or significant collection related to science”
(“Science Museums”, 2007). The list is as follows:
e

Center For Agricultural Science and Heritage - Indianapolis, IN
Children's Museum of Indianapolis - Indianapolis, IN
Terre Haute Children’s Museum - Terre Haute, IN
Evansville Museum of Arts and Science - Evansville, IN

Imagination Station - Lafayette, IN
Indiana Medical History Museum - Indianapolis, IN
Indiana State Museum - Indianapolis, IN
Science Central - Fort Wayne, IN
Wonder Lab Museum of Science, Health and Technology - Bloomington, IN
The competitive environment of a product or service is determined by similar products in
the marketplace, or other companies providing the same service or even the exact product being
marketed by another company. When analyzing the competitive environment of the THCM, the
greatest competitor and threat to the THCM is the Children’s Museum of Indianapolis. Their
museum was established is 1925 and is a 472,900 square foot facility that houses 11 major
galleries. Furthermore, the interest level from families and schools to visit the Indianapolis
Children’s Museum is enormous. It is important to note that the threat of potential new entrants
is unlikely. Although other museums may enter the market over time, it is unlikely that they will

Marketing

Plan:

Terre.

Haute

Childrenls

Museum

Page

| 14

compete on the same level as the Children’s Museum of Indianapolis does with the Terre Haute
Children’s Museum.
As mentioned previously in the SWOT analysis, there will always be a threat of
substitute products. Families will always have the option to not only visit different museums, but
to consider other forms of family entertainment (i.e. movie theatres, bowling alleys, miniature
golf courses, theme parks, and city parks). In order to maintain their place in the entertainment
industry and continue to be a viable option for family entertainment, the THCM should continue
to market its facility as an affordable, educational option that offers a unique family bonding
experience.
CUSTOMER

ANALYSIS

According to Lynn Hughes, Executive Director of the THCM, the most likely customer
of the THCM is and will continue to be pre-school to middle school children and their parents,
who are most likely to be aged 25-44. Additionally, an important customer for the THCM will be
the school corporations, daycares and teachers from these facilities. Customers will most likely
“be from a variety of income levels along with a variety of ethnicities and religious backgrounds.
The typical customer will be a child and or parent who has an interest in science, education and
the benefit of learning that comes from a museum visit.
When performing an analysis of the current and potential customers of the THCM, this
plan has determined that in order for the THCM to continue gaining new customers and
appealing to existing customers, that the museum should attempt to maintain an important focus
on its image. “Image is the sum total of beliefs, ideas, and impressions that people have of an
organization or the programs, services, or products it offers” (Wolf, 1999, page 156). For
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nonprofits, such as the THCM, a strong, positive image is an essential element in gaining
business. It is also important for adding donors and finding continued community support (Wolf,
1999).
One method to determine the current image of an organization is to ask community
members to share their impressions. The following individuals, all Wabash Valley residents,
were asked to select from the following statements which one best represented their opinion of
the THCM. Fifty individuals, all of varying ages and genders were polled. The target group was
sampled randomly. The results are as follows:
Questions

Responses |

1 am familiar with the THCM and believe it has a positive image in our community.
I am familiar with the THCM and believe it has a negative image in our community.

I am unfamiliar with the THCM.
I am aware of the THCM but am not familiar with what they have to offer me and my family.

(615

(SPRL NLs

Polled

Females 20-35

9

Females 36-50

10

Females 51-65

7

Males 20-35

11

Males 36-50

9

Males 51-65

4

This data reveals that 56% of the polled population is familiar with the THCM and agrees that
the THCM has a positive image in our community. 26% of the polled population is aware of the
THCM but uncertain of what the THCM can offer them and their families. From a marketing
standpoint, this percentage represents that more than one quarter of the polled population are not
aware of the outstanding image and offerings of the museum, which is quite concerning. As with
any poll, various factors can influence its accuracy. However, this information is meant to clarify
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whether or not building and promotion of the THCM’s image should be included in future
marketing endeavors.
In addition to focusing on its overall image, the Terre Haute Children’s Museum must
consider the sense of self-image that their organization, programs and services can create in its
visitors. According to Thomas Wolf, “A feeling of enhanced self-image is often a critical reason
why individuals participate in nonprofit organizations, why donors give, and why certain
organizations are successful and others are not” (Wolf, 1999, p. 161). After all, from a
marketing standpoint, a positive self-image is imperative. It is often the way that a person feels
that causes them to buy a product or service. If the THCM can make their visitors feel smarter, or
as though they had a fun time, or possibly became closer as a family, its campaign will most
likely appeal to the masses.

MARKETING

OBJECTIVES

Dr. D.J. Wasmer serves on the THCM board as both a member of the marketing
committee and treasurer of the board. He shared his desire to see the THCM marketing
campaigns mimic what their competition is doing with hopes of reaching the following goals: (1)
to have 40,000 visitors; (2) to expand geographic reach; and (3) to break even on a budgetary
basis for the year. Building on his suggestions along with his knowledge and expertise of the
museum, this proposal recommends the following marketing goals for the upcoming first year
after grand opening at the Terre Haute Children’s Museum:
Goal #1: To receive approval from the board to implement an annual $50,000 marketing budget.
e

Timeframe: The goal is to receive this approval by the summer of 2010 so that proper
planning can begin and be ready for launch by grand opening in September 2010.
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Benchmark: Achieving this goal lies in the hands of the board members. It is important to
be aware that the marketing budget may have to be decreased or increased, depending on
the approval decision and dollar amount rewarded. Having a flexible plan is important.

Goal #2: To increase attendance from the current 15,000-20,000 annual visitors to 40,00060,000 annual visitors.

eo

Timeframe: The goal is to achieve this increase in visitors during year one; therefore,
September 2010-August 2011.
Benchmark: Attendance must be monitored on a monthly basis to determine if numbers
are being met. If there is a decrease in the number of expected visitors, the marketing
plan should be revisited. It is important to note that there will be varying numbers from
month to month, keeping in mind that the school year will bring in more visitors from
field trips and that summertime will likely bring in more families.

Goal #3: To expand the geographic reach (Appendix A) of the Terre Haute Children’s Museum
to include 3 new counties from Indiana (Champaign, Richland and Marion) and 3 new counties
from Illinois (Daviees, Montgomery and Monroe).
oe

Timeframe: The goal is to see this increase in attendance during year one; therefore,
September 2010-August 2011.
Benchmark: This goal should be evaluated on a monthly basis to determine the success
with expanding the geographic reach. Proper marketing and building relationships with
the school districts and superintendents from new counties will ensure that this goal is
met.

Goal #4: To increase revenue to three times the amount of which was generated from the 20,000
visitors in 2009.
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Timeframe: The goal is to see this increase in revenue during year one; therefore,
September 2010-August 2011.
Benchmark: With the expected increase in the cost of museum admission, attaining this
goal should be achievable — and tied directly to Goal #2 of tripling attendance. This goal
should be monitored on a monthly basis. Admission fees, membership fees, grants,
endowments and donations will help the THCM attain this goal.
PRODUCT

The Terre Haute Children’s Museum offers a product unique to the Wabash Valley
community, that being “a fun, dynamic science and technology learning environment of the
highest quality, which serves as a point of community pride” (Terre Haute Children’s Museum,
2010). The THCM strives to offer these services to their visitors:
e Provide for dynamic and immersive experiences
e Provide some experiences unique to Terre Haute Children’s Museum
Establish curriculum connections to Indiana and Illinois state standards
Provide dedicated toddler and early learning environments
Provide small theater space for exhibits, special programs and supplemental
revenue source
e Provide flexible special exhibit space for traveling exhibits and special programs
e Designs should serve museum’s long term success
e Make the experience fun and have a wow factor (Sponsorship Opportunities,
2010).
The Terre Haute Children’s Museum strives to provide their visitors with an experience
that is supported by their mission statement. In addition to providing visitors with unique,
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educational and meaningful experiences, the THCM is dedicated to promoting community
development of health and human services. The new museum will feature a 98-seat 3-D
auditorium that will be used to promote health education programs on general health, nutrition
and fitness, human growth and development, drug education, mental health, violence prevention,

and disease prevention and control (Terre Haute Children’s Museum, 2010). Furthermore, the
THCM is enthusiastic about partnering with Wabash Valley school systems, pre-school centers
and daycares to ensure that its services are utilized by as many Wabash Valley residents as
possible.
What makes the Terre Haute Children’s Museum a unique service to our community is
the essential benefit that visitors will achieve from utilizing the facility. It will be imperative that
the THCM maintain a focus on continuous product improvement. The world of science and
technology is ever changing; therefore, maintaining a focus on new and innovative exhibits will
enable the THCM to compete with the industry. Overall, it is evident that the THCM will be
leveraged by the quality and vast scope of their exhibits along with its friendly and inspiring
atmosphere. Not only does the THCM possess quality but also value, which is best defined as
what the customer gets in exchange for what the customer gives (Peter, & Donnely Jr., 2007).
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PRICE

The mention of value brings us to the subject of price. In this day and age of economic crisis
and financial downturn, it is important to focus the success of the THCM around the value of the
services that it offers. With the local population facing financial hardships and unemployment
rates continuing to rise, it is evident that the price of museum admittance is crucial to the success
of the facility. The following 2008 Terre Haute statistics were obtained from www.city-data.com
and are of value to the subject at hand:
The median household income is $32,024 (Indiana average is $47,966).

The estimated per capita income is $18,537.
Residents with income below poverty level represent 19.2% of the Terre Haute
population (Indiana average is 9.5%).
Furthermore, as of October 2009, the Terre Haute unemployment rate was at 10% with the

Indiana average being 9.4%. The following graph represents the increase in unemployment
during recent years:

Unemployment by year (9%)

0
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(www.city-data.com)
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Annual museum memberships average approximately 4,000 members. The current
facility serves 15,000 to 20,000 guests each year. With the grand opening of the new facility in
September 2010, the Terre Haute Children’s Museum anticipates attendance to increase to the
range of 40,000 to 60,000 attendees per year. Current museum prices are as follows but are
subject to change after grand opening of the new facility. Group discounts are available.
Children Under 3: Free

Children Ages 3-12: $3.00
Adults: $4.00
Seniors: $3.00
It is obvious that the price of museum admission must reflect what the economy,
particularly our community, can afford. Keeping the cost of admission affordable allows for
families to do repeat business (visits) with the museum on a regular basis. Finding ways to
market museum services and products to consumers means that first and foremost, a reasonable
price must be established. After all, marketing policies must be developed in order to help an
organization achieve their objectives by developing strategies that relate not only to price but
also to product, place and promotion. The International Journal of Nonprofit and Voluntary
Sector Marketing produced a study titled, “Museum Pricing: Challenges to Theory Development
and Practice” in which the best way to set museum pricing strategies are determined.

According

to author Ruth Rentschler, “price is the only part of the marketing mix that generates revenue, as
product, place and promotion are all related to expenditure” (Rentschler, Hede, & White, 2007).
Determining pricing strategies within the museum industry can be complicated as many
issues including social and political issues must be taken into consideration. When setting the
price of admission it is imperative to focus on both organizational outcomes and social
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responsibility to the community, considering that museums are responsible for maintaining,
procuring and exhibiting elements of culture for their community (Rentshler, et al., 2007). In
addition, Rentschler, et al., determined that the most important problem museum managers and
marketers face is what price to charge for admission. They also determined that price is directly
related to revenue, supply, demand, organizational costs, cost to customers relative to perceived
value, and that pricing objectives based on social standards should always be considered.
Community members have their own opinions on price structure as well, which leads to
further complications when setting a price strategy. Many believe museum visits should be free,
based upon historical factors, while others agree that museums should operate like libraries,
allowing the public to wonder in and out without the worry of a ticket stub in hand.
The International Journal of Nonprofit and Voluntary Sector Marketing conducted a
pricing strategy matrix in which several key issues were used to determine pricing policies and
the impact that museum admission price has on attendances. The results are as follows:

Utilitarian
Forces prees up based on

Integrity

demand. based cn experience

|

Hybrid approach based on

in corrmmercal sector and with

both access and opportunity

partal sense of broader
communicy obligations,

perspectives.

Financial gain

Idealist

Access

Concerned with

acquisitioniconservabion of
callecten with an ecfic ary

purpose.

Low

Free or rrimsmal pricing

strategies usually determinag
| wath Htle substantive research,

Publie Accass

Figure 1. Museum pricing strategy matrix.

Copyright © 2007 John Wiley & Sons, Ltd.
é

Int. I. Nonprofit Volunt Sect. Mark. May 2007
DOL 10.1002/nvsm
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As noted above, the Access Pricing Strategy seeks to maximize visitation via minimal or
cost-free admission. The Integrity Strategy believes that admission prices can affect specific
groups of visitors. The Idealist Strategy argues that there is less interest on the need for financial
gain and would rather focus on care of objects, and traditions of society. The Utilitarian Strategy
argues that admission charges result in increased revenue for museums and that the admission
fee has little negative effect on quantity of visitations. The results of the study proved that most
museums adopt the Access and Idealist strategies of the museum pricing strategy matrix
(Rentshler, et al., 2007), meaning that free or minimal pricing strategies are set without much
regard to prior research and/or that museum managers are more concerned with the
acquisition/conservation of the exhibits with much less concern for price of admission.
PLACE

The new facility will be completed in September 2010. Located in downtown Terre
Haute, the new museum stands at a busy intersection amongst other local businesses. Although
the facility is located in Terre Haute, it plans to service 11 counties in western Indiana and 11
counties in eastern Illinois. Within these 22 counties, the THCM has the opportunity to interact
with thousands of students in grades Kindergarten to Eighth Grade, not to mention the countless
daycares, preschools, and community youth programs.
Visitors will have the opportunity for convenient access to the facility, as two parking
garages are located just blocks away from the museum. In addition, it is within walking distance
to many other downtown attractions and the city bus makes stops nearby; therefore,
transportation problems are not a factor at the new location.
A recent study published in the Journal of Nonprofit & Public Sector Marketing
researched and documented proof that there are numerous atmospheric cues that can influence
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the emotional responses and behaviors of museum visitors (Kottasz, 2006). Kottasz notes that
atmospherics create emotional reactions in visitors to a museum, persuading them to stay in the
setting to browse and evaluate all that it has to offer. These cues could include emotional
responses to attributes such as pleasure, arousal and dominance states. They are determined to
influence the learning of visitors and can also determine the impression that consumers have
about the exhibits and environment and whether or not they choose to make a repeat visit. Five
different genres of atmospheric cues were identified as follows: 1) the exterior, 2) the interior, 3)
layout and design, 4) decoration and 5) human factors (Kottasz, 2006). The study proved that
aromas, object placement, openness of space, and traffic flow. all play a role in determining how
comfortable the visitor may or may not be. In addition, the study proved that “behavior within a
museum found that whereas major attention was focused on the exhibits themselves for most of a
typical person’s visit, a large share of attention was given to the museum setting and various
atmospheric stimuli” (Kottasz, 2006, p. 99).
The Terre Haute Children’s Museum is making immense strides at creating a beautiful,
open space that is certain to please each and every visitor. However, it would be in its best
interest to consult with this study and appeal to as many of the human senses as possible.
Kottasz’ study noted that there was indeed an increase in attendance at atmospherically sensitive
buildings and exhibits. The study went on to identify the positive responses to museum
environments, including approach behaviors, which include a “desire to explore the environment
and willingness to stay for relatively long periods” (Kottasz, 2006, p. 102). Kottasz further
determined that open plans and open environments create a sense of curiosity. The new THCM is
a very vast, open environment that is capable of creating this sense in its visitors. It was also
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noted that that lighting, sound effects, and the layout of the museum, along with the design of the
exhibits, creates a more novel and complex environment for the visitor.
The following table provides an excellent overview of the results from the Kottasz study
on atmospheric cues, proving that in regards to the “place”, the museum building itself along
with the exhibits, displays and the cleanliness of the museum are most important to the potential
visitor.

Rita Kontasz

TABLE 4. Preferred Attributes (atmospheric cues’)
I particularly appreciate the following aspects of
this musaum

Open
Mussums

Closed
Museums

{%)

(%)

76
3
4B

72
15
5

0486
2718
0476

The lighting and special effects (1)**

a2

57

0.642

0.424

The museum fermperatre {I

4B

0173

0678

The arrblent scents in the museum (1)
The “sounds”of the musaum (e g., sudio-gusdes) (I)

32

0.637
0.067

0.426
0.797

The layout and design of the museum (L)*

73

The musaum buildng itsall {E)*
The museum parking facilities (E)
The sumounding locations of the museum (E)

The eignage accompanying exhibition display (D)**

The exhibition and object displays (D)
Employees of the museum (4)**
Cleanliness of the museum (I)

76
39
67

Sip.

0.433
0.101
049

2604

0.108

57

0167

0.683

57
33
52

6.730 0.011"
0.224 0.636
4.615 0.033*

"The pecentage of dividuals who agreed or strongy agreed with a stalement
*E = the exteror, | = the interior, Ls layaut ard design, D = decorations and MH» huran lacion {ihe five
genres of atmospheric cues as classified by Baker, 1867; Foxall, 1907aand Tudey and Milliman, 2000).

*Signdicant at p < .05 ievel or below.

TABLE 5. Correlaticns Between Atmospheric Stimuli and Erwironmental Dimensions
| particularly appreciatefenjoy tha following
aspects of ths museum

Lighting and special effects
Sounds of the museum (e.g. audio-guides)
Layaut and design
Sgnage accompanying exhibition daplays

Exhibition and object displays

Nowelty

Complexity

Coherence

Mystery

347%

1"

86

210

{.003)

(009)

(.514}

(.013)

357

333

105

201°

{.002)

{.004)

(218)

(017)

S84
{.00¢)
20

A408"
(000)
age

(000)

.133
(117)
L169

(047)

20€°
{015}
094

154

310"

180

.083

1 068)

(000)

{24}

{27h

(017)

(267)

Sgnificance levels in parenheses,
rugnificat at p < 05 level,
““sniticant al p « 01 level

(Kottasz, 2006).
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It is obvious that the typical visitor expects a museum visit to appeal to a variety of senses. This
can be achieved through simple efforts such as a pleasant aroma, good audio guides, lighting,
and signage. It is important to remember that the THCM falls in the entertainment category.
When a family, school group, or organization chooses a destination, they have countless options.
Continuing to find ways to appeal the THCM to the masses will help guarantee its success for
years to come.

CURRENT

CAMPAIGNS

Upon asking the THCM Marketing Chair, Steve Schrohe, of the details of the current and
anticipated marketing strategies put into action, he revealed the following marketing schedule for
2010:

Timeframe

E

of 1*Quarter2010;

+

Ist Quarter 2010:
2" Quarter2010:

~ Summer2010:
August2010:
Fall2010:

Campaign/Promotion

a

Finish it Now— For the Kids (Capital Compiler)

100 Men Who Cook” Promotion ~~
~

Bricks & Limestone Blocks

Memberships

Grand Opening Functions
General Promotion/Holiday Donations

Steve Schrohe also identified that a $150,000 donor has agreed to sponsor the purchase of major
exterior signage to be installed on the new museum. The signage will have a “New York City
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Time Square” feel and is anticipated to be installed by grand opening. Schrohe hopes that the
new sign will be high-tech enough to draw a large amount of advertising interest from local
businesses. He anticipates that this will be an excellent source of additional revenue for the
THCM.
Schrohe also informed me of his desire to “revamp the website” and make it more
consumer-friendly and useful. He hopes to obtain approval from the board members to pursue
the redesign of the website in the near future.
BUDGET

The Terre Haute Children’s Museum has a very limited marketing budget that is
tentatively set for year one. This budget has not necessarily been finalized and is still a work in
progress. The majority of past and current marketing campaigns have either been donated or
traded with the local advertising mediums in Terre Haute. As for the upcoming campaigns, the
THCM Marketing Committee along with the Executive Director and the Board of Directors will
be determining future funding and plans. The Marketing Committee currently consists of DJ
Wasmer, Steve Schrohe, and Bill Kaufman. They have an extensive knowledge of the marketing
industry along with a loyal dedication to the overall success of the THCM. Steve Schrohe, chair
of the marketing committee, has determined that he would “like to see a $50,000 annual

marketing budget” implemented. Schrohe further detailed that he would like the $50,000 budget
to be what is spent after trade is maximized with marketing partners. Schrohe believes that the
current budget is only $10,000 (on paper) but that this figure is “just not enough”. Dr. D.J.
Wasmer, treasurer of the board, commented that the year one budget will need to follow a flat
dollar approach rather than a percentage approach. Wasmer also identified that the annual
marketing budget will have to increase as the THCM grows. Schrohe shared that he anticipates
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problems with convincing the board members that an adequate percent of revenue from
admissions should be set aside for marketing purposes. Despite his concern with getting the
board to approve such a large advertising budget, he hopes to work hand in hand with the
marketing committee and the board members to see the marketing budget reach $50,000
(Schrohe, 2010).
This proposal suggests the following breakdown of the marketing budget to best reach
potential visitors (Appendix B). Further explanation of the budget allotments per advertising
medium can be found in the section of this plan titled Promotion”.
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PROMOTION

Promotion of the Terre Haute Children’s Museum includes a detailed marketing and
communication plan which is supported by the budget (Appendix B). “In order to develop an
overall marketing strategy or plan, a nonprofit organization must have the facts on how well it
stacks up against its competition; how it is perceived in the community; how its programs,
activities, and products are regarded; and how it might command a bigger share of customers,
clients, funders, or other constituents. This is accomplished through market research (Wolf,
1999, p. 169). When completing the market research necessary for the THCM, the following
tasks were preformed:
Analyzed the environment in which they operate
Analyzed leading trends in the museum industry
Analyzed threats to the THCM
Identified opportunities for the THCM and defined their probability of success
e

Identified their strengths and weaknesses (Wolf, 1999).

The budget and campaign have been broken down into four main categories which are as
follows:
Research and Production

The THCM should choose an agency to help them with buying decisions and production
of advertising materials. Rather than paying agency fees and paying out of pocket creative and
production expenses, the THCM should locate an agency that is willing to trade their services for
sponsorship of a space or exhibit. Looking at the most current sponsorship floor plan (Appendix
C), the “Exhibit Area 9”, which can be found on the Third Floor, should be considered as

sponsorship space designated for a potential agency.

Depending on the yearly cost for hiring
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said agency, the THCM and agency would enter into a contract for a set number of years in
which their services would be traded for sponsorship of “Exhibit Area 9”. This proposed idea
will free up the advertising budget so that actual dollars will be put towards the advertising itself
while still allowing the THCM to benefit from the professional services of an advertising agency.
This idea could also create a way for the THCM to possibly forego the hiring of a salaried
Marketing Manager. Possibly, the THCM should consider building its partnership with the
agency that they have partnered with in the past, Miller White Marketing. Miller White has
existed for over twenty-five years and has an excellent reputation in the Terre Haute community.
Their work as an integrated marketing company allows them to provide their clients with a
combined 150 years of experience in marketing research, public relations, advertising production
and scheduling and creative media services (Miller White, 2010).
Internet Marketing
In this day and age of Internet browsing and email obsession, Internet marketing is an
excellent method for businesses to communicate. According to Publicity for Nonprofits, “It isn’t
optional. It’s a must have” (Beckwith, 2006, p. 123). Scott Arnold, owner of On Fire Media

Solutions, a locally owned website design company, recommends that the THCM should
strongly consider revamping its website once the new museum is complete. Arnold believes that
a properly prepared website has the ability to “reach the masses”. When asked his suggestions
for revamping the THCM’s current website, Arnold stated, “A new website would give them (the
THCM) an opportunity to showcase all that they have to offer — with just the click of a button.
When a family wants to make weekend plans, they could go online and look at pictures, prices
and even take a virtual tour of the new museum. They could even purchase their museum tickets
online. A new website that includes all these features would be a great way to help reveal the
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facility and boost sales of tickets and memberships” (Arnold, 2010). Arnold also suggested that
the THCM spend time browsing through the pages of the Children’s Museum of Indianapolis’
website which is, according to Arnold, “quite impressive”. The proposed budget has $1,500
allocated towards the redesign of the THCM website. According to Arnold, this should be an
adequate amount of funds to redesign and update the website. Updating the THCM website
should be a top priority for its promotional plan. After all, organizations without a solid and
workable web presence risk giving the impression that they are temporary or unstable (Beckwith,
2006).
In addition to making the THCM website more user friendly consideration should be given to
an e-marketing service being implemented. Constant Contact is an e-marketing service that
offers excellent templates, ideas and services for e-marketing campaigns. The proposed budget
for the THCM includes allocated funds of $150.00 per month for this service. According to their
website, www.constantcontact.com, the following functions can be performed with ease:

e

[Easily create the message that is right for you — this program does not require special
technical skills.
Customize emails to look like your brand — not only do they offer 400+ templates but
they are all customizable with options to use the THCM’s business logo, colors and
photos.
Build and grow your own email list — they offer excellent ideas on building, growing and
managing email databases.
Get your email in their inbox — with delivery rates over 97%, Constant Contact holds
excellent relationships with internet providers to insure that emails are delivered to
inboxes rather than being held in spam filters.
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Track your results — Constant Contact offers tracking services so that you can actually
track who reads your emails and what links they click on with further interest (Constant
Contact, 2010).

The basis for the success of any e-marketing campaigns lies in the vastness of the email
database. The THCM should make it a top priority to start collecting emails from past, present
and new members in addition to school board members, funders, teachers, schools, daycares, and

business partners. The $150.00 Constant Contact monthly plan will allow the THCM to maintain
25,000 email addresses. In addition, creating a quarterly electronic newsletter that can be sent via
email is an excellent way to communicate with visitors, supporters, local businesses, funders,

schools, and daycares. Many not-for-profits take advantage of quarterly newsletters which can
include pictures, statistics, appeal to donors, feature monthly specials, and museum updates. It is
important to note that electronic mail requires no postage, therefore it is an extremely cost
efficient method of communication. In regards to the content of the quarterly newsletters,
Publicity for Nonprofits, suggests “Avoid filling each issue with promotional messages. Instead,
focus on information readers can use or learn from so that they see your organization as a trusted
expert” (Beckwith, 2006). Beckwith goes on to imply that is best to keep the format simple,
focusing on the text and message of your newsletter rather than the presentation.
In addition to utilizing the e-marketing services listed above, the THCM must take full
advantage of creating a Facebook page, Myspace page and Twitter account. Some of these social
sites are already being maintained by the THCM but have room for improvement. Many of the
THCM’s competitors, including the Children’s Museum of Indianapolis, are already utilizing
these Internet marketing tools to help support their campaigns. With the ability to add “friends”
on Facebook, “followers” on Twitter and even build fan groups on theses social sites, the THCM
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would have the capabilities of communicating with people across the country with no expense
for postage.
Television Advertising
Time Warner Cable Media Sales: Advertising on Time Warner Cable will allow the
THCM to target specific audiences, zero in on geographic areas and best reach the local
community in the most cost efficient manner. In addition, cable advertising will allow the THCM
to benefit from the video of television, the target format of magazines, low costs, high frequency
and local interest appeal (Time Warner Media Sales). Jennifer Thompson, General Manager of
Time Warner Media Sales in Terre Haute, Indiana suggests that advertising on the cable
networks will allow the THCM to best target the children of our community. Thompson went on
to say that, “Children will be the driving factors that influence their parents to take them to the
new museum’ and that the THCM will best target children by advertising on cable networks like
Nickelodeon, ABC Family and MTV (Griffin Media Research, 2009).
In addition, Thompson identified that many parents are watching these networks along
with their children, allowing advertising on cable networks to reach the entire family. Per the
proposed budget, the THCM shall allocate $1,000 per month towards cable advertising on Time
Warner. For this type of investment, Time Warner has agreed to the proposed schedule
(Appendix D) which includes a large quantity of rotators on the best networks to target children
and their families. Should the THCM agree to this type of commitment with Time Warner,
Thompson has promised that a “substantial” bonus schedule will be aired, at absolutely no cost
to the THCM. Thompson also expressed interest in trading private museum time for advertising.
For example, a “Night at the Museum” would be an excellent way for media outlets to “rent” the
space and invite their clientele and clientele family members and children to an evening at the
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THCM. In return, bonus advertising would be given to the THCM for allowing Time Warner to
privately rent the museum.
WTHI: Advertising locally with this CBS affiliate will allow the THCM to reach the
masses. Unlike cable advertising, broadcast advertising reaches far beyond Vigo County with
approximately 136,719 as their net reach (Appendix E). Children and families of the Wabash
Valley and surrounding areas will be able to benefit from the advertising placed with WTHI. A
local account executive for WTHI, Bill Brooks, was kind enough to put together a sample
schedule for the THCM (Appendix E). I shared with him the target demographic and proposed
budget ($700 per month) and with that information he was able to suggest an annual schedule
that includes the following programming: News 10 at 5:30AM, News 10 at 6:00AM, CBS Early
Show, News 10 Midday, and Ellen. After sharing with him the need for a successful campaign
on a limited budget, Brooks was able to provide the THCM with a generous bonus schedule
(Appendix E). Advertising on WTHI with the proposed budget of $700 per month will provide
the THCM with approximately 22 spots per month during the previously mentioned
programming.
WTWO:

The local NBC

affiliate, WTWO,

is also an excellent place to advertise the new

Terre Haute Children’s Museum. Much like WTHI, they have the ability to reach outside of the
local area, including Illinois. Their viewership is not quite as strong as that of WTHI and for that
reason, this proposal recommends a $500 per month commitment be made with WTWO. Local
account executive Michael Delanois was eager to assemble a proposal that would help the
THCM reach the THCM’s target demographic (Appendix F). Delanois suggests that the THCM
focus their advertising with WTWO

during the following programs throughout the year: Tonight

Show, Discovery Kids Block on NBC, WTWO

Today, Today Show, WTWO

Live at 5 and
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Oprah. A budget of $500 per month will secure the THCM approximately 20 spots per month
during the previously mentioned programming. WTWO

also has the ability to schedule

businesses on their weekly “Valley Showcase” which includes interviews with staff and
promotion of events. Although this is typically a paid-for appearance, it may be possible to
request appearances be added onto their annual schedule for a discounted rate.
For all television campaigns, the THCM should work with each advertiser to request 2
months free advertising with the signing of 10 month contracts. This compromise will enable
television advertising to fit well into the budget while at the same time allowing the THCM to
maximize its buying power.
Radio Advertising
The THCM should focus their radio advertising on stations HI99 (99.9) and MIXFM
(100.7). The station ratings (Appendix G) represent that these are the top two radio stations in the
area with listeners aged 12 and older. HI99 has a country music format with both children and
middle-aged followers while MIXFM has a pop format and is popular with the younger
demographic (Arbitron, 2010). The THCM shall work with the radio stations to request quarterly
live broadcasts from the museum with their purchase of 8 month schedules. These quarterly live
broadcasts will fill the 4 months of the year that the THCM is not on the air while at the same
time building awareness of the facility by drawing radio listeners to the THCM during the
broadcasts. Recommended spending amounts and concentration times for radio campaigns are as
follows:
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Monday-Friday 6:30AM-8:30AM — morning drive
$800.00 per month during 8/12
time will best target parents/children who are on
months
~~
their way to work, daycare, and school.

99.9

Monday-Friday 5:00PM-6:00PM — drive time
home from work.

aay
;
100.7

~

Monday-Friday 6:30AM-8:30AM — morning drive

$500.00 per month during 8/12
months

time will best target parents/children who are on
|
their way to work, daycare, and school.
Monday-Friday 3:00-4:30PM — will best target
children after school releases as well as teachers on

their drives home from their workdays.

According to Fundraising for Dummies, it is important for radio commercials to always
point out (1) who you are; (2) what you do; (3) why they (the listener) should care; and (4) how
they (the listener) can take action (Mutz & Murray, 2006).
Print Advertising
The THCM should purchase several billboards in the Terre Haute area and should also
consider placing a billboard on I-70 to attract visitors who are traveling through the state. Local
billboards will help keep the THCM in the forefront of our local community and will include
pictures, specials, traveling exhibits, and directions to the THCM. Lamar Outdoor Advertising
often offers excellent specials, especially for nonprofits. The proposed budget includes a $900
per month allotment for billboard advertising.
Consideration also should be given for the THCM to place quarterly advertisements with
the Tribune Star. The budget includes $500 per quarter for newspaper advertising. These
advertisements should be hard sells that possibly offer a discounted annual membership rate or
gift shop special to attract new visitors who will in turn become repeat visitors. According to
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Mutz & Murray, it is essential for newspaper advertisements to convey a sense of the spark of
the mission, educate readers about various programs, relate how the organization is currently
addressing real needs in the community and include contact information encouraging readers to
take action (Mutz & Murray, 2006).
The Terre Haute community has a variety of businesses that are eager to assist local
nonprofits. The THCM must build relationships with the local Wal-Mart stores, Baseler’s
Market, Dominos, Papa John’s and Pizza Hut. These are local businesses who routinely exhibit
interest in supporting local nonprofits with event flyers. Stephanie Boyd, a member of the Terre
Haute Chamber Ambassadors, Junior Achievement, Young Leaders, and countless other local

committees and boards commented on her success with distributing event flyers, “For numerous
events that we’ve had over the years, the local pizza places have been more than willing to allow
us to put flyers on their pizza boxes along with places like Wal-Mart and Baesler’s that were
willing to put our flyers in their grocery bags and/or grocery carts. We always had amazing
results with their help.” With these ideas in mind, I have allocated that $275.00 per month be
spent on the printing/paper supply for flyers to be distributed via different businesses in the
community. These flyers could be informational or they could offer a discounted ticket price or
even 10% off a gift store purchase. If there is an abundance of monthly flyers, the THCM could
work with the school corporations to obtain permission to send them home with children from
school.

MARKETING

PARTNERSHIPS

In 1776, Benjamin Franklin said, “We must all hang together, or assuredly we shall all
hang separately”. I believe that in order to help maximize the potential of a strategic marketing
plan and best stretch the budget that the Terre Haute Children’s Museum must consider forming
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community coalitions with the local media outlets. Partnering with these advertising mediums to
receive publicity and trade advertising will aid the THCM in obtaining the most out of its
advertising campaign by stretching the THCM budget the farthest.
Establishing a “Creative Community Collaboration” committee could assist with the
THCM’s marketing planning and implementation. Adding marketing and advertising experts to
this committee will help guarantee its success (Sand, 2005). A representative from all available
advertising mediums and agencies would gather on a bi-monthly basis to discuss campaign ideas
and opportunities. Each board member would be responsible for volunteering only a few hours
of their time to gather and share ideas that they and their specific advertising medium have to
offer. I suggest the following persons be sought after for the assembling of this committee:
1.

Kristin Marlin, Account Executive, Time Warner Cable Media Sales

2.

Jennifer Thompson, General Manager, Time Warner Cable Media Sales
.

Michael Delanois, Account Representative, WTWO
Chris Watkins, Account Representative, WTHI

Channel 2

Channel 10

. Nick Telezin, General Manager, WTHI Channel 10
Chase Bauer, Account Executive, Terre Haute Tribune Star

Scott Arnold, Webmaster, WTHI Channel 10
.

Jane Mills, Sales, Lamar Outdoor Advertising

. Doug Edge, Marketing Consultant, Edge Marketing
. Karen Garzolini, Owner, Target Marketing

. Jill Herald, Agency Representative, Miller White
. Chuck Wernz, Account Executive, Crossroads Communications

. David Vanlandingham, Sales Representative, Midwest Communications
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14. Billie Conner, Account Executive, Emmis Communications
15. Dr. D.J. Wasmer, Treasurer, Terre Haute Children’s Museum

This select group of persons represents individuals who are educated and trained to create
and implement marketing campaigns on a daily basis. Their combined knowledge and
expertise will serve the THCM well, as they collaborate to form ideas and discuss ways that
their corporations/employers can serve the Terre Haute Children’s Museum in a positive and
effective manner. The treasurer, D.J. Wasmer, would be consulted when purchasing
decisions are made. In addition, a president of this committee should be established so that
he/she can be responsible for communicating ideas with Lynn Hughes, Executive Director of
the THCM. Meeting to establish a coordinated services network where issues can be
discussed and gaps can be identified will be an important aspect of the decision making
process (Sand, 2005). The objectives for the committee should include but not be limited to:
Formulating creative solutions to meet the needs of the THCM
Balancing a budget that allows the museum to reach the most appropriate audience at the
most reasonable costs
Idea sharing
Forum for discussing marketing issues
Sharing joint resources
Networking
Engaging in an ongoing planning process
Analyzing future options from both a practical and an idealistic point of view
Debating the pros and cons of each proposed action in terms of the THCM’s stated
mission and their long-term security (Wolf, 1999).
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According to Publicity for Nonprofits, when building relationships with multiple media outlets
from whom you wish to gain something (be it a news appearance, extra publicity, free
commercials, bonus schedules, or live broadcasts), it is important to follow these simple rules:

(1) be a trustworthy resource; (2) help them do their jobs; (3) do as much of the work for the
representative as possible; (4) return media calls promptly; and (5) meet face to face once in
awhile (Beckwith, 2006).
IMPLEMENTATION

&

CONTROL

In order to ensure that this marketing plan is properly implemented, certain control
measures be put into place to prevent the marketing plan from not being utilized to its full
potential. First and foremost, it is important that the plan is realistic and that the marketing
objectives are attainable — which they are. Secondly, it is imperative that all staff and board
members recognize their responsibilities. Guidelines for implementation and control of this
marketing plan are detailed below.
Who:
Executive Director: Lynn Hughes will be responsible for approving all marketing decisions
before they are presented to the board. She will work closely with the Marketing Manager on the
purchase of advertising along with approving the implementation of the marketing campaigns.
President of the Board: John Thompson will represent the board when a formal meeting is not
possible. He will be responsible for making decisions and representing the overall interest and
opinions of board members when they are not present.
The Board Members: All board members, specifically the marketing planning committee board
members, will be responsible for approving the advertising budget and major marketing
campaign purchases. However, it will also be their responsibility to have trust in the THCM
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marketing personnel to handle routine business decisions related to the implementation and
control of this marketing plan.
Treasurer: Dr. D.J. Wasmer will be responsible for presenting the budget to the board and using
his expertise to guide all finance decisions.
Marketing Manager (in conjunction with the “Creative Community Collaboration Team”): A
marketing manager has not yet been hired but this position is currently calculated into the
THCM’s plan for added personnel. Once hired, this person will be mainly responsible for
implementing the marketing plan and making all major decisions regarding daily communication
of the THCM to our community. The Marketing Manager will work closely with the Executive
Director when creating campaigns. It will be the sole responsibility of the Marketing Manager to
control the marketing plan and to track its success.
What:
The overall goal of this marketing plan is to build awareness and brand imaging by marketing the
Terre Haute Children’s Museum in a way that will successfully drive numbers by increasing
visitors, memberships, and revenue.

Where:
This year one marketing plan is mainly designed to help build awareness and brand imaging in
the local community and surrounding areas. The plan also includes media use that will help
expand the mission of the THCM far beyond Terre Haute, to many of the areas included on the
reach map (Appendix D). As the THCM grows and prospers, its marketing budget is expected to
increase, at which time more funds will be available to initiate marketing in all areas of the reach
map along with additional counties over time.
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When:
The marketing goals and objectives of the THCM, along with the overall success of its marketing
campaigns, will be evaluated on a bi-weekly basis by the Marketing Manager. It will be her/his
responsibility to review statements and logs from advertising mediums to ensure that all
advertising is running correctly and bonus spots that were promised are being given. It is
important to note that the goals must be visited and evaluated on a bi-weekly basis in order to
have greater potential of being met at a monthly, quarterly, yearly basis. Since it does take a
significant amount of time to properly track the success of an advertising campaign (Jennifer
Thompson of Time Warner suggests that it takes approximately 3 months to determine the
success of a campaign), the THCM Marketing Manager and Executive Director will meet on a
quarterly basis to overview the campaign’s success.
How:
This marketing plan will be fine tuned by the Executive Director and Marketing Manager and
implemented after the initial grand opening marketing plan (prepared by Brian Schroeder) is
completed. Once the marketing plan is implemented, the Marketing Manager will oversee its
success. It is important to note that the approval of the proposed marketing budget plays a
significant role in the success of this plan. It will be mandatory that the budget is approved by the
board so that this marketing plan can be implemented and so that its success can be maximized.
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CONCLUSION

In September of 2010, the Terre Haute Children’s Museum will open its doors to the
public. As with any attraction, proper marketing of the facility and its services is recommended.
This marketing plan has been constructed with the goals, values and mission of the THCM in
mind. The plan is realistic and designed to benefit the THCM in a way that will facilitate overall
growth and success.
When assessing the problem area, it was identified that the THCM does not have a proper
marketing budget established for its first year of operation. In addition, throughout the course of
its twenty-two year existence, a marketing plan of this magnitude has not been implemented.
Within these two predicaments lies the opportunity for growth and success.
When evaluating the strengths, weakness, opportunities and threats that exist within the
THCM'’s structure, it is evident that its strengths and opportunities far outweigh the weaknesses
and threats that could potentially affect the THCM’s future. In addition to the SWOT analysis, an
environmental analysis was preformed that demonstrates how the current state of the economy
may or may not affect the THCM operations. It is evident that the THCM is undergoing a
massive expansion during cautious times. It will be imperative that the THCM closely monitor
its attendance, revenue and continued support from donors. Analysis demonstrates that the
THCM does offer an affordable product; that being a low cost form of family entertainment. It
will be sensible for the THCM to promote affordability in its marketing campaigns.
Upon completion of the industry analysis, it is evident that the THCM will face stiff
competition with the Children’s Museum of Indianapolis which is an astounding facility located
only seventy miles from the city of Terre Haute. Other forms of competition include the
additional eight science museums located in Indiana. Additionally, it is important to note that the
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threat of other forms of internment exists with family attractions such as movie theaters, bowling
alleys, miniature golf courses, theme parks, and city parks all being available options.
An in-depth customer analysis revealed that the typical THCM museum attendee will be
pre-school to middle school children and their parents, who are most likely to be aged 25-55.
Identifying this target demographic allows better analysis of the marketing mix. The THCM
product consists of a “fun, dynamic science and technology learning environment of the highest
quality, which serves as a point of community pride” (Terre Haute Children’s Museum, 2010).
The price of museum attendance and memberships is affordable and expected to remain
affordable even after a possible increase due to the grand opening of the new facility. The place,
meaning the facility and its location, is remarkable. Located in a convenient downtown location,
the new facility offers three levels of learning from 26,000 square feet of exhibits.
After identifying existing campaigns and proposing an annual marketing budget of
$50,000, a marketing plan has been established with a focus on television, radio, print, Internet

and billboard advertising opportunities. Marketing objectives have been established. The first
objective is to obtain approval from the Board on implementing the $50,000 marketing budget.
Secondly, for the THCM to obtain 40,000 to 60,000 visitors during its first year of operation.
Thirdly, for the THCM to expand its geographic reach so that it includes six additional counties
with the next twelve months. Lastly, that the THCM maintain a focus on generating and
increasing revenue. Proper timeframes and benchmarks are established for each objective.
This proposal has been designed for the first year of operation; therefore it will be
important that the THCM reevaluate this marketing plan in fourth quarter of 2011. Proper
implementation and control of the plan will allow the THCM a better opportunity to not only
compete in the industry but also thrive as a successful nonprofit for many years to come.
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Appendix B

THCM
Marketing Budget Plan

Research & Production
Agency Fees

Agency In - House Production

Internet Marketing
THCM Website
Facebook
Twitter
MySpace

Quarterly Newsletter
E-Marketing Service

Proprietary

ESTIMATED MARKETING GRAND TOTAL

Lamar Outdoor Billboards
Flyers, Posters, Etc.

Tribune Star

WTHI Channel 10
WTWO Channel 2

Time Warner Cable Media Sales

Television

conic)

Marketing Budget Plan

$1,000.00
$700.00
$500.00

$800.00
$500.00

$500.00
$900.00

$50 4 000.00

Will be traded with sponsorship of exhibit/space
Will be traded with sponsorship of exhibit/space

One time set-up fee; agency does monthly maintenance
No actual costs
‘No actual costs
No actual costs
No actual costs
ConstantContact.com

Purchase 10 months/ Request 2 months free

Purchase 10 months/ Request 2 months free

Purchase 10 months/ Request 2 months free
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Appendix D

MEDIA SALES
www. .cablemediasales.com

Terre Haute

Division
A

PROPOSAL

SS

SRE

Designed exclusively for the Terre Haute Children’s Museum
DATE: February 16, 2010
CLIENT: Terre Haute Children’s Museum
PURPOSE: To market the goods and services of the Terre Haute Children’s Museum to
Time Warner Cable subscribers of the Wabash Valley
PROPOSED FLIGHT(s):

12 months: September 2010-August 2011

ACTION PLAN: Commencement of a monthly schedule that would include the
proposed stations and number of correlated spots, as indicated by the chart below. All ads
are :30 in length.
Monthly Schedule

NETWORK
Nickelodeon

Animal Planet
MTV

DAYPART
Monday-Sunday,

60

Monday-Sunday, 10am-9pm

40

Monday-Sunday,

Fox News
CNN
Lifetime
Discovery Channel
HGTV
USA

SIOES

10am-9pm
4pm-12m

41

Monday-Sunday, 6am-8am

30

Monday-Sunday,
Monday-Sunday,
Monday-Sunday,
Monday-Sunday,
Monday-Sunday,

30
35
35
35
30

6pm-8pm
9am-12m
4pm-12m
8am-12m
4pm-12m

SPOTS PER MONTH:
MONTHLY INVESTMENT:
AVERAGE COST:

336
$1,000
$2.97

CLIENT:

AE:

Kristin Marlin, Account Executive
901 Wabash Avenue, Suite 150 Terre Haute, IN 47807

Tel (812) 478-9178

Cell (812) 243-2161

Fax (812) 238-2508
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Appendix E

New Avail

4WTHI-TV
.®

Spot Length(s):
Plan Number:

:30
Not Saved

Bill Brooks

812-232-9481x327
812-232-8953
bbrooks@wthitv.com
/
Flight Dates: 5/4/2009-4/25/2010

Station
Program
Length

Time

MY MY JN JN JN
WTHI

NEWS
:30

4

11

1

JL

2820.6

JL AU AU AU SE SE OC OC NO NO NO DE
13

310.

31

728.5792

293007

JA JA FE FEMRMRMR
41

1

8

1

829

AP AP
5

12

10 @ 5:30A
Mo-Fr 5:30a-6:00a

(id SHR Now/2003LP - Mo-Fr 5:30a-6:00a
HUT May/2009LP - Ma-Fr 5:30a-6:004

NEWS
:30

10 @ 6A
Mo-Fr 6:00a-7:00a

(a, SHA Nov/2003LP - Mao-Fr 6:00a-7:00a
HUT May/20031P - Mo-Fr 6:00a-7:00a

Bonus Rotator
:30

Mo-Fr6:00a-12:00a

(id, SHA Nov/2003LP - Mo-Fr 6:00a-12:00a
SHUT May/2009LP - Mo-Fr 6:00a-12:00a

EARLY
:30

SHW1-CBS
Mo-Fr 7:00a-9:00a

(id, SHA Nov/2003LF - Mao-Fr 7:00a-9:00a
SHUT May/2009LP - Mo-Fr 7:00a-9:00a

NEWS 10 MIDDAY
:30

Mo-Fr 12:00p-12:30p

$100.00
24

(5a, SHA Nov/2003LF - Mao-Fr 12:00p-12:30p
SHUT May/2003LF - Mo-Fr 12:00p-12:30p

M-F ELLEN
:30

Mo-Fr 4:00p-5:00p

ol SHR Novw/2003LP - Ma-Fr 4:00p-5:00p
HUT May/2009LP - Mo-Fr 4:00p-5:00p

Prepared with OneDomain MediaOffice - Version 6.05d - Copyright 2010 © OneDomain, Inc.
Data © Nielsen Company

2/2/2010 4:22:14 PM
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New Avail

4.9
WTHI-TV

Spot Length(s):
Plan Number:

:30
Not Saved

Bill Brooks
812-232-9481x327
812-232-8953
bbrooks@wthitv.com
/
Flight Dates: 5/4/2009-4/25/2010

Station
Program
Length

Time

MY MY JN JN JN
WTHI
WTHI Totals

4.10.1
12

10:10

829
12

10

JL
6
11

JL AU AU AU SE SE OC OC NO NO NO DE
13
3d

31031

728

512

31259002: 42

JA JA FE FEMRMRMR AP AP
4117.8
3
829
5 12

2.9307
B10

12-10

17

1g
19.40

0.12

$8,400.00

GRP/(000)

Spts:

264

CPP/CPM:
Reach:
Frequency:

General Summary
Name

Cost

Grimps

3+ Reach

Net Reach

Population

WTHI

$8,400

2064.0

85.4

136,719

141,161

Prepared with OneDomain MediaOffice - Version 6.05d - Copyright 2010 © OneDomain, Inc.
Data © Nielsen Company

2/2/2010 4:22:14 PM
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Itemized Calendar Report

Rid/e10 11m

Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin

May08

DMA Custor

AE: Michael Delaunois

Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178
Adults

HAUTE

Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

25-54

March 2010

WTWO-TV
Daypart

Book Source

|

DP Code

(Prog. Name

Units

Unit Rate

Cost

Week of 03/01/10
M-F 4p-5p

2nd QTR

EF

»Oprah

$40

M-F 5p-6p

2nd QTR

EF

»WTWO Live at 5

$40

$40

M-F 11:35p-12:35a

2nd QTR

LE

»Tonight Show

$15

$30

Sa 10a-1p

2nd QTR

WK

»Discovery Kids Block on NBC

$20

Weekly Totals

$40

$20
$130

Week of 03/08/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$20
$125

Week of 03/15/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$40
$15
$20

$145

Week of 03/22/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals
WTWO-TV Totals for March 2010

Today

$20

$85
$485

Itemized Calendar Report
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Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08 DMA

Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54
April 2010

WTWO-TV
Daypart

Book Source

DP Code

|Prog. Name

Units

Unit Rate

Cost

Week of 03/29/10
M-F 11:35p-12:35a

2nd QTR

LE

»Tonight Show

$15

Weekly Totals

$15
$15

Week of 04/05/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a
M-F 4p-5p
M-F 5p-6p

2nd QTR
2nd QTR
2nd QTR

»Today Show
»Oprah
»WTWO Live at 5

Today

$20

$30
$40
$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals

$165

Week of 04/12/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals

$120

Week of 04/19/10
»WTWO

M-F 7a-9a

2nd QTR

»Today Show

1

M-F 4p-5p

2nd QTR

»Oprah

1

M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

WTWO-TV Totals for April 2010

Live at 5

1

$20
$30
$40
$40
$30
$20

7

$180

©

2nd QTR

Weekly Totals

Today

1

M-F 5:30a-7a

$480

1
2

Itemized Calendar Report

RiA/20N0 11:5
1A

Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08 DMA Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54
May 2010

WTWO-TV
Daypart

Book Source

DP Code

(Prog. Name

Units

Unit Rate

Cost

Week of 04/26/10
M-F 11:35p-12:35a

2nd QTR

LF

Sa 10a-1p

2nd QTR

WK

» Tonight Show
»Discovery Kids Block on NBC

Weekly Totals

1

2

$15

$15

$20

$20

$35

Week of 05/03/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p
M-F 11:35p-12:35a
Sa 10a-1p

2nd QTR
2nd QTR
2nd QTR

»WTWO Live at 5
»Tonight Show
»Discovery Kids Block on NBC

$40
$15
$20

Weekly Totals
Week of 05/10/10

$20

$125

M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals
Week of 05/17/10

$20

$160

M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p
M-F 11:35p-12:35a

2nd QTR
2nd QTR

»WTWO Live at 5
» Tonight Show

$40
$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$20
$125

Week of 05/24/10
M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals

WTWO-TV Totals for May 2010

$75

$520

21412010 11:51A

Itemized Calendar Report
Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08

DMA

Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54
June 2010

WTWO-TV
Daypart

Book Source

DP Code

|Prog. Name

Units

Unit Rate

Cost

Week of 05/31/10
M-F 11:35p-12:35a

2nd QTR

LF

» Tonight Show

Weekly Totals
Week of 06/07/10

$15

$15

$15

M-F 5:30a-7a

2nd QTR

»WTWO Today

$20

M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p
M-F 5p-6p
M-F 11:35p-12:35a

2nd QTR
2nd QTR
2nd QTR

»Oprah
»WTWO Live at 5
» Tonight Show

$40
$40
$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals
Week of 06/14/10

$20

$165

M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$20
$140

Week of 06/21/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals
WTWO-TV Totals for June 2010

$20

$160
$480

21412010 11:51A!

Itemized Calendar Report
Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178
Adults

HAUTE

May08 DMA

Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

25-54

July 2010

WTWO-TV
Daypart

Book Source

[

DP Code

|Prog. Name

Units

Unit Rate

Cost

Week of 06/28/10
M-F 11:35p-12:35a

2nd QTR

LF

Sa 10a-1p

2nd QTR

WK

» Tonight Show

$15

$15

»Discovery Kids Block on NBC

$20

$20

Weekly Totals

2

$35

Week of 07/05/10

M-F 5:30a-7a

2nd QTR

»WTWO Today

$20

M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$140

Week of 07/12/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$40
$15
$20
$145

Week of 07/19/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

$20

$15
$20

Weekly Totals

$125

WTWO-TV Totals for July 2010

$445

21412010 11:51AI

Itemized Calendar Report
Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08

DMA

Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54

August 2010
Daypart

WTWO-TV
Book Source

DP Code

(Prog. Name

Units

Unit Rate

|

Cost

Week of 07/26/10

M-F 4p-5p

2nd QTR

EF

»Oprah

$40

M-F 11:35p-12:35a

2nd QTR

LF

» Tonight Show

$15

$30

Sa 10a-1p

2nd QTR

WK

»Discovery Kids Block on NBC

$20

$20

Weekly Totals

$40

$90

Week of 08/02/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$20

$15
$20
$125

Week of 08/09/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$40
$30
$20

$160

Week of 08/16/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$20

$15
$20
$125

Week of 08/23/10
M-F 4p-5p

2nd QTR

»QOprah

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

WTWO-TV Totals for August 2010

$20
$75

$575

2/4/2010 11:51A1

Itemized Calendar Report
TERRE

Terre Haute Children's Museum
Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08 DMA Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54

September 2010
Daypart

WTWO-TV
Book Source

DP Code

(Prog. Name

Units

Unit Rate

Cost

Week of 08/30/10

M-F 7a-9a

2nd QTR

EM

»Today Show

$30

M-F 11:35p-12:35a

2nd QTR

LE

» Tonight Show

$15

$15

Sa 10a-1p

2nd QTR

WK

»Discovery Kids Block on NBC

$20

$20

Weekly Totals

$30

$65

Week of 09/06/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 4p-5p

2nd QTR

»QOprah

$40

M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$20

$40
$15
$20

$165

Week of 09/13/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$20

$30
$20
$140

Week of 09/20/10
M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals
WTWO-TV Totals for September 2010

Live at 5

$40

$75
$445

Itemized Calendar Report

2/4/2010 11:51A1

Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08 DMA

Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54
October 2010
Daypart

WTWO-TV
Book Source

DP Code

(Prog. Name

Units

Unit Rate

Cost

Week of 09/27/10

M-F 4p-5p

2nd QTR

EF

»Oprah

$40

$40

M-F 11:35p-12:35a

2nd QTR

LE

» Tonight Show

$15

$30

Sa 10a-1p

2nd QTR

WK

»Discovery Kids Block on NBC

$20

Weekly Totals

$20

$90

Week of 10/04/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$20

$15
$20

$125

Week of 10/11/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Live at 5

Weekly Totals

$40

$160

Week of 10/18/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Live at 5

Weekly Totals

$20

$15
$20
$125

Week of 10/25/10
M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals
WTWO-TV Totals for October 2010

$90
$590

Itemized Calendar Report
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Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08 DMA Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54

November 2010
Daypart

WTWO-TV
Book Source

DP Code

(Prog. Name

Units

Unit Rate

Cost

Week of 11/01/10

M-F 5:30a-7a

2nd QTR

EM

»WTWO Today

M-F 7a-9a

2nd QTR

EM

»Today Show

$30

M-F 5p-6p

2nd QTR

EF

»WTWO

$40

M-F 11:35p-12:35a

2nd QTR

LF

Sa 10a-1p

2nd QTR

WK

Live at 5

» Tonight Show
»Discovery Kids Block on NBC

Weekly Totals

$20

$20

$15
$20
$125

Week of 11/08/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 4p-5p
M-F 5p-6p

2nd QTR
2nd QTR

»Oprah
»WTWO Live at 5

$40
$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$160

Week of 11/15/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$30

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$20
$125

Week of 11/22/10
M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 11:35p-12:35a

2nd QTR

»Tonight Show

$15

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

$20

Weekly Totals
WTWO-TV Totals for November 2010

$75
$485

Itemized Calendar Report

RA/20101: 504

Terre Haute Children's Museum

TERRE

Client:
Buyer: Kristin Marlin
Advertiser: Terre Haute Children's Museum
Product:
Phone: (812) 478-9178

HAUTE

May08

DMA

Custor

AE: Michael Delaunois
Lengths: 30
Dayparts: ALL
Sched Dates: 3/1/2010 - 12/26/2010

Phone: 812-696-2121 x254
Fax: 812-696-2718
Email: mdelaunois@wtwo.com

Adults 25-54
December 2010
Daypart

WTWO-TV
Book Source

DP Code

|Prog. Name

Units

Unit Rate

|

Cost

Week of 11/29/10
M-F 11:35p-12:35a

2nd QTR

LE

Sa 10a-1p

2nd QTR

WK

» Tonight Show

$15

»Discovery Kids Block on NBC

$20

Weekly Totals

$15
$20

$35

Week of 12/06/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a
M-F 4p-5p
M-F 5p-6p

2nd QTR
2nd QTR
2nd QTR

»Today Show
»Oprah
»WTWO Live at 5

Today

$30
$40
$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20

$20
$180

Week of 12/13/10
M-F 7a-9a

2nd QTR

»Today Show

$30

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Sa 10a-1p

2nd QTR

»Discovery Kids Block on NBC

Weekly Totals

$20
$120

Week of 12/20/10
M-F 5:30a-7a

2nd QTR

»WTWO

M-F 7a-9a

2nd QTR

»Today Show

Today

$20
$30

M-F 4p-5p

2nd QTR

»Oprah

$40

M-F 5p-6p

2nd QTR

»WTWO Live at 5

$40

M-F 11:35p-12:35a

2nd QTR

» Tonight Show

$30

Weekly Totals

$160

WTWO-TV Totals for December 2010

$495

WTWO-TV Totals
This report has been prepared using Strata NuMath research.
Strata NuMath and report designs Copyright ©2010 Strata Marketing, Inc. 312-222-1555
» Estimate information indicated has been supplied by the user.
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Terre Haute, IN

12+ Population: 176,100
Standard Markets

RANK:

211

Ethnic Composition:
Market Swept: 2x/year
Next Release:

Station
WTHI-F

Format
country

Owner/LMA
FA08
Emmis Communications Corp... 24.2

WMGI

CHR

Midwest Communications, I...

12.6

WI09
-

SP09
21.7

SU09 FA09 Phase
=
20.9

-

9.1

-

11.9

-

4.0
6.1
5.6

>

6.5
6.0
6.0

Midwest Communications, I... 4.3
Crossroads Communications...
2.4
Emmis Communications Corp... 6.3

WWSY

adult hits

Midwest Communications, I...

3.4

5.6

4.5

WSDM-F

country/rock Crossroads Communications...
CHR
Cromwell Group, Inc.
AC
JOE Broadeasting Ine:
oldies
Crossroads Communications...
trad—Cntry—The Original Company; ne

1.9
1.9
20
4.3

2.0
2.5
H0—
3.5

3.0
2.5
-y4
2.0

ne:

Fhe-Orrgmal-Company; Inc:

sports (espn) Crossroads Communications...
AC
Neuhoff Broadcasting Corp.
WNDIF—eountry—

FEM

Ra
Broadcasting

Ca
corp:

bh

Media;

STP
th © no

oldies—

—Cumulus

:

WIBQ
news/talk
WBOW-F AC
WWVR
classic rock

country

Back

—1-5
1.0
0.5

0.5
-0:5
Xs.

Recent Changes
%

Cluster Analysis
Emmis Communications Corp. (26.9)
Midwest Communications, Inc. (22.9)
Crossroads Communications, Inc. (11.5)

http://www .stationratings.com/ratings.asp?market=307
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