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Executive Summary

	The marketing challenge for the Royal Ontario Museum’s special event, “Friday Night Live”, is to attract at least 3,500 people to the grand opening and to maximize revenue and profit.  Through analysis of competitors and consumers and selection of a specific target market, the marketing plan for FNL offers a clear outline of recommendations that will aid in accomplishing the marketing challenge. 
	The direct and indirect competitors of FNL offer events that cater to different demographics at different price ranges.  Firstly, “First Thursdays”, hosted by the Art Gallery of Ontario, provides people 19+ with an opportunity to socialize, interact with an artist, and view the museum.  However, the AGO’s event is at a slightly higher price point than FNL and is not offered on a weekend: unfitting for most people with full-time weekly employment.  Secondly, Ripley’s Aquarium, which competes in a similar target market as FNL and is held on the same night, is available to people of all ages; this accessibility differentiates Ripley’s from FNL as FNL is a 19+ event and is viewed as more exclusive.  Thirdly, the Ontario Sciences Centre offers an educational, free experience for teenagers that is located outside the downtown core, making this event not a strong competitor for FNL.  FNL has three competitive advantages: low, affordable prices, prime location in downtown Toronto, and it’s an event that offers an exclusive, sophisticated experience for people 19+.  Similarly, the ROM is an established museum in the city and has the highest brand recognition of any other similar venue.
	The GTA has a diverse population consisting of tourists, students, and permanent residents, all of a wide age range.  With a location close to bus and metro stations, the ROM is accessible to all demographics.  Specifically for FNL, young working professionals ages 24-30, who work in downtown Toronto, offer the most applicable target market to accomplish the marketing challenge.  This group lives and works in downtown Toronto and uses the large transit system daily.  This group is also adept at technology and is socially active on weekends, making them easily marketable.  To market FNL to the selected target market, considering options such as price, product, and promotional changes, the following recommendations have been made:

· Eliminate wine from the menu as the unit contribution is too low to maximize profits and wine is not as popular with the selected target market.
· Advertise FNL using Pattison Outdoor, NOW Magazine, and YouTube, as these selections will provide maximum exposure given the social patterns of the target market.
· The grand opening theme should be ‘Celestial Blast’ as it offers an assortment of activity options and best caters FNL to the target market.
· Admission prices should remain the same to maintain the appeal of affordability; the revenue gains from increasing ticket prices are not substantial and do not justify an increase in admission prices.

The recommendations made in this report will make FNL an event that appeals to a wide variety of people.  Specifically, FNL is marketed to young working professionals in a manner that capitalizes on where they work, live, and their preferences for Friday night social events.  This report outlines clear strategies that will bring at least 3,500 people to the grand opening and will help maximize revenue and profit. 

Marketing Challenge 
The marketing challenge for the grand opening of Friday Night Live (FNL) on October 9 is to maximize revenues, profits, and have at least 3,500 people attend.  Through analysis of the Royal Ontario Museum’s (ROM) corporate capabilities and external factors such as competitors and consumer desires, the following report outlines strategic suggestions for accomplishing the marketing challenge.  With a large marketing budget of $15,000, effectively allocating funds through multiple mediums will expose FNL to a variety of people.  The report also outlines a comprehensive strategy for marketing FNL to a specific target market and suggests pricing decisions that will maximize both revenue and interest in the event.
Corporate Capabilities 
Finance: As a non-profit organization, the ROM does not need to satisfy financial obligations to its management.  Consequently, the ROM focuses more on customer satisfaction. The recent drop in overall revenue and cut in government grants indicates that the museum will have to regenerate lost revenue by potentially adjusting prices of admission and/or drinks.  Fortunately for the ROM, the admission ticket prices are low in comparison to similar venues; because of this, it appeals to a larger number of people who are price sensitive.
Marketing: Very little formal marketing has taken place in the past; thus, the large advertising budget of $15,000 will help raise awareness and increase popularity of the event.  The ROM is a well-established museum in the city, so the marketing plan can be focused solely on FNL as the “Royal Ontario Museum” already has a stable reputation.  Contrastingly, some people may not view the museum as having a social atmosphere, but in the case of FNL, that is exactly the museum offers and promotes.  
Operations: FNL is only offered a select few months of the year, making the event more attractive as a limited-time special evening.  FNL provides an opportunity to experience the ROM in a non-traditional way that appeals to customers who might not otherwise visit the museum.  Similarly, the operating hours of 7pm to midnight on Fridays create the image of a venue that is welcoming and accessible during a peak social time.
Human Resources: The past two years have seen an increase in the attendance at FNL, due to both word of mouth and the museum’s 2007 renovation.  The museum’s standing capacity of 5,000 can easily handle the customer growth.  Despite the goal of bringing in 3,500 people, the priority for managing FNL is about the quality of the experience rather than just simply maximizing attendance.
External Analysis
Political: Other than the provincial deficit that impacts grants for arts and cultural events, not many political factors affect the ROM’s short and long-term decisions with regards to price, product and promotional changes.  The GTA’s diverse international population is a key reason why the ROM is so successful as the museum offers exhibits from numerous cultures and time periods.  The revenue lost through provincial budget cuts will be regenerated through a successful, well planned grand opening.
Economic: The population of the GTA, specifically Toronto, is not only culturally diverse, but large, which provides the necessary supply for FNL.  A visit to the museum is not considered a luxury experience and is therefore is not impacted by a slower economy – guests continue to visit and prices will remain the same. 
Social: The majority of Toronto’s population is aging, which offers both an opportunity and a threat to marketing FNL.  An older population is less mobile, allowing FNL to build popularity and interest within this age group.  Unfortunately, an older population also indicates that these people will be less likely to leave their homes compared to a younger demographic who are more experienced with Toronto nightlife.  Also, FNL’s current market (19-34 years old) are frequent users of the city’s transit system; they are more mobile, and are more experienced with technology than any other age demographic.
Competitive Analysis
	The strategies used by the three direct competitors to FNL present a clear outline of what the ROM must do to separate themselves from the competition.  Firstly, the Art Gallery of Ontario (AGO) offers a very similar event to FNL held on the first Thursday of every month.  The price of the AGO event is very affordable and this allows for increased exposure to the gallery.  A downside to “First Thursdays” is that the workweek is not yet over and having an event that is 19+ is most successful on the weekends as it provides an opportunity to unwind and relax after a busy week.  Secondly, Ripley’s Aquarium of Canada, specifically their event “Friday Night Jazz”, is the ROM’s largest competition because it also occurs on Fridays in downtown Toronto, and is marketed to a similar and very large demographic – Toronto’s working population.  Ripley’s has an expensive admission price and is significantly less established as it opened in 2013; the ROM is a more affordable, established option.  Similarly, “Friday Night Jazz” is an all-ages event located in an aquarium, which detracts from the exclusivity and sophistication of the event.  Thirdly, The Ontario Sciences Centre’s event “Sci-Fi Fridays” does not strongly compete with FNL because it is offered solely to teenagers.  Finally, the Toronto Entertainment District provides an easily accessible range of activities for people of all ages.  Its primary consumers, people between the ages of 19-34, are energetic, have disposable income, and are willing to try new things.  Marketing and attracting people from the Entertainment District to FNL will bring in young, lively customers who are perfect for the venue.  
FNL offers a fairly priced social event for people looking to socialize and experience the museum in a new manner.  The ROM’s competitive advantage lies in its affordable prices and the location in downtown Toronto, close to major transit stations and new developments.  Offering FNL on Friday nights allows people to unwind from the workweek; additionally, people in the 19-34 age range have fewer family obligations and weekends primarily serve as leisure time.  Hosting FNL at a museum offers a traditional experience, while simultaneously providing patrons with a new, exciting, inexpensive social event that offers live entertainment and serves alcohol (see exhibit 1 for a consumer perception map of all competitors).    
Consumer Analysis
	Tourists in the GTA provide a large, diverse market who are willing to spend money on new experiences; however, the majority are short-term guests, and thus, the market supply is inconsistent. Because they do not live in the GTA, tourists are not as susceptible to marketing as permanent residents, which mean the utility of ROM’s marketing budget will not be maximized.  
Young working professionals are a quickly growing demographic who have fewer financial obligations than most, and are willing to spend money at a social gathering like FNL.  This group is technologically inclined and familiar with the GTA nightlife, therefore, developing a marketing plan and appealing to them is very straightforward.  The ROM’s location fits with this demographic very well as many of these people live in the downtown Toronto area and use transit daily.  
Students in the GTA are always looking to go out and enjoy a Friday night, however, this group is very price conscious and are inconsistent visitors as their schedules can change last minute.  The appeal of FNL as a place to unwind after a stressful workweek is not as fitting for this demographic.  Furthermore, this group is not growing and specifically targeting them would be difficult for the ROM and have very little impact on the growth of FNL.
Older adults are a more sophisticated group who appreciate the exhibits within the museum more than any other demographic.  Although willing to spend money, these individuals often have family obligations, which can make going out on a Friday night difficult.  As a 19+ event, FNL does not provide a family atmosphere, which may conflict with the choice of a social venue for many people within this older demographic.
Marketing Decisions 
Target Market: The most fitting target market for the FNL grand opening is young working professionals’ ages 24-30 that work in downtown Toronto.  The younger portion of this market is a growing demographic in Toronto; this provides assurance that interest in the event will not waiver in the next few years.  This group is always looking for new alternatives for social events to enjoy on their Friday nights, as during the workweek, there is minimal leisure time.  Because people in this age range are not very price sensitive, they are willing to spend money on numerous ROM bucks and the already inexpensive admission prices are not an issue.  Additionally, they spend the majority of their disposable income on weekends when socializing is often a group activity, meaning that by targeting this demographic, FNL will bring in more customers and increase revenue.  Moreover, this target market keeps up-to-date with major events in the city and is very active – marketing to this group can take many forms.  FNL also offers a welcoming atmosphere for people who are either dating or looking for a location to take a significant other.  As a unique location for a Friday night out, the ROM offers an event that presents itself as an exclusive and a viable alternative to other events in the city.   By narrowing the target market to 24-30, FNL can specifically cater to the interests of these individuals and increase support for the event.
Product: FNL is an event that can appeal to everyone, but with the target market in mind, ‘Celestial Blast’ is the most fitting theme for the grand opening.  Providing a live DJ and rock music appeals perfectly to guests ages 24-30 as they generally love to dance and socialize.  Contrastingly, this theme also offers numerous alternatives to dancing such as feature shows and exhibits; ‘Celestial Blast’ has something for every guest.  Online reviews suggest FNL’s perfect combination of sitting and standing, coupled with a great DJ, create an awesome social venue, which is exactly what the target market is seeking.  With the general theme of “everything that shines”, people will have little problem choosing something to wear for the evening; this adds to the diversity and uniqueness of the event, as many options are available.  Similarly, the exhibits incorporate technology and creativity, two categories that young working professionals have experience with and relate to.  FNL offers the only exclusive evening for people 19+ on a Friday night, which eliminates the ‘family atmosphere’ that many competitors provide, but many guests are not interested in.  Making FNL a different, but a close substitute for a nightclub or a bar will keep this target market interested and involved.  FNL is an ideal event for young working professionals to attend on a Friday night.  
	The ROM currently offers a selection of three drinks for FNL, however, decreasing the selection to two - beer and mixed drinks - will both increase return on labour and decrease costs, helping the ROM reach its marketing goal.  Wine has the lowest unit contribution of the three drinks (see exhibit 2); focusing more on beer and mixed drinks will maximize the ROM’s return on labour.  Eliminating wine also adjusts to the target market as wine is traditionally consumed by an older demographic in a more serene setting.  By serving only beer and mixed drinks, the message of an upbeat, social environment is conveyed to the target market of 24-30 year olds.
Price: The admission prices for FNL are the lowest when compared to those for any other similar event in the GTA.  Low prices help attract more people to the event where they will spend money on ROM bucks.  Although raising admission prices would bring the ROM closer to its competitor’s prices and increase revenues, the increase is minimal (see exhibit 3).  Raising admission prices could push potential customers away, and in the case of the target market, the majority of revenues are generated via ROM bucks.  Keeping admission prices the same will let FNL continue as an affordable night out and help the ROM reach the goal of bringing in a minimum of 3,500 guests to the grand opening.   
Placement: Young working professionals work and live in downtown Toronto and are located in close proximity to the ROM.  The majority of the target market uses the city’s large transit system daily; the ROM is located mere seconds away from a metro station, making travel very convenient and safe - concerns for drinking and driving are drastically lowered. 
Promotion: Allocating the $15,000 marketing budget should be done through Pattison Outdoor, NOW Magazine, and YouTube (see exhibit 4).  Pattison Outdoor advertisements on bus stops and metro stations are ideal for the selected target market as these locations have constant foot traffic and get optimal exposure.  Placing four posters (example in exhibit 5) around the city two weeks prior to the grand opening is perfect timing because the public is exposed early enough to start thinking about and planning for the event, but it is not so far in advance that people can not commit to the event.  By offering a special deal such as “bring three friends and you’re free” (exhibit 5) gives incentive to reluctant customers to come enjoy FNL and will increases event exposure.  
	Young working professionals are technologically savvy and creating a special smartphone banner in NOW magazine for FNL is both simple and easily accessible for the target market.  With a large viewership and no cost, NOW magazine offers an extremely suitable alternative to traditional newspaper advertisements that are becoming out-dated, especially for the target market (24-30). 
	YouTube advertisements appeal to a wide variety of consumers and offer an inexpensive method to spread interest in FNL.  Paying for an “in-display” ad would be most effective because the ad is visible for the entire length of the video.  Although not directly in the video screen the consumer is watching, the advertisement is in plain sight and will be noticed by a large portion of people.  YouTube advertisements are perfect for the target market as people aged 24-30 spend a lot of time each day on their phones and laptops.
	In the advertisements specifically, the ROM should advertise FNL as “the place to be on a Friday night”.  FNL offers a modern spin on a museum where young adults can come to dance, drink, and socialize.  FNL should be advertised as a 19+ event that features sections of the museum not usually available during regular hours; customers can experience the ROM in an exclusive, never before seen way.  Marketing FNL through the mediums outlined above will spark interest in the event and ensure that the marketing challenge is accomplished.
Conclusion
	The primary goal of this report is to provide a marketing strategy to attract at least 3,500 people and maximize revenues/profits for the grand opening of FNL.  Keeping admission prices low and effectively marketing FNL to the target market of young working professionals, aged 24-30, will attain this marketing challenge.  Focusing on the ROM’s competitive advantage and advertising a unique, exclusive experience, will make FNL a popular, successful event.  
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A – Royal Ontario Museum
B – Art Gallery of Ontario
C – Ripley’s Aquarium
D – Ontario Sciences Centre
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Exhibit 2




	ITEM
	Unit Contribution
	Breakeven Point

	Beer
	$3
	(35% of revenue = profit)
Fixed Cost: $15,000 
*(100/35) = 
Breakeven Revenue: $42,857
Breakeven Attendance: 1,591

	Wine
	$0.45
	

	Mixed Drinks
	$4.25
	

	Student Admission
	$3.5 (35% of price)
	

	Regular Admission
	$4.2 (35% of price)
	


Exhibit 3
	Advertisement
	Price
	Total Cost
	% of Budget

	Pattison
	$995/week + $65 production fee
	$8,025
	53.5%

	NOW Magazine
	$1,755 for regular banner
$2,700 for smartphone
	$3,975
	26.5%

	YouTube
	$0.10/view
30,000 view maximum
	$3,000
	20%


	Attendance 
	Revenue 
(Old Ticket Price)[footnoteRef:1] [1:  Based on current ticket prices of $10 for students and $12 for adults] 

	Revenue 
(New Ticket Price)[footnoteRef:2] [2:  Based on new ticket prices of $12 for students and $15 for adults] 

	Difference

	3,500 people
	$94,850
	$103,950
	 +$9,100

	2,800 people
	$75,880
	$83,160
	+$7,280

	4,200 people
	$113,820
	$124,020
	+$10,200



Exhibit 4
Attendance Estimates (For exhibit 2 & 3)
Tourists = 10%
Students = 10%
Young Working Professionals = 55%
Older Adults = 15%
Members = 10%

     Exhibit 5
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