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tUniversity of Minnesota
Super Fan Proamotion

Cnr target audience for the SupsrFan promotion was women's Baskethal;
fars thal were nan-seagon ticket holders, Qur goal was to draw in new
fans and encourage them to come back for the remaining games,

The first day of the promotion was titled " SaporFan Walk to YWali in
Willizams Arena.” SuperFan membearshin cards were ghéen to everyone
who attendad the first day ot fhus promoticn. By attending the game yau
bacame a Gapher Women's Baskethall SuperFan, Cur goal was o break
an attendance racord on this day, and we did. Supertan T-shids wers
thrown out dunng time cuts of the games and public address
announcements were read throughout exampling the promotion. The
membership cards that were handed out to everyone at the kick off game
gave fans $2.00 off general admission tickets for the rest of the season
and aiso gave them an oppartunity ko enter in to 3 Supert-an drawing for
members only. They cniered the drawing through mail and e-mail. Az
each of tha fallowing games a winnar was drawn, They had 16 he present
to win which also encauraged tham to return for mare games. Same of
the prizes meluded an hour of gym fime in Williams Arena, a basketbad
awtographad by the Gopher Women's Rasketball team, viewing of a
wormen's basketball team practice, 2 swite for 2 game snd bwo season
tickets for the 2002-2004 seazon.

The beginning &f the Big Ten season was the start of the promotion, All
who attendad were encouraged to comeback for the remainder of tne
SEABO,

This was & wormnen's baglkettall promation held i Williams Arena.

The Big Ten canfarense gave us financia! help and the concept of the
SuperFan pramoticn, The Big Ten wanted to increase women s
baskathall attendance throughoue the entire conferencs. Tt was ouwr jon to
come UR with tha idess af how i boost attendance in our arena. Before
the kick-off game, we made several announcaments 1o 1t peopls know
that the prometion happening and what it was abour We did this by
having posters and flizrs distributed arcund campus. using televisicn,
newspaper. radio trade and sent niedia drops which includad prass
releases and t-shirts fo encourane the media to 1aik about the pramotion
ar-ait and in kheiy columns, The promaoiion was also pramated vig e-mail
blasi, the booster clubs, and our wabsite.

Kan Sternitzky

Senior Marketing Coordinator
612-625-1064
stem0Z2@umn.edu
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