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Introduction to the Issue 

The St. Louis Cardinals organization currently has a membership program known as Cardinals 

Nation (Mlb, 2013). The St. Louis Cardinals feel that their membership program is lacking 

enrollment from out-of-town Cardinals fans. In general, a majority of St. Louis Cardinals fans 

are not aware of the Cardinals Nation program. Enrollment is low from fans that live in all areas 

of the St. Louis Cardinals fan region.  The organization is specifically targeting out-of-town fans 

for this plan because the fans that live less than an hour from Busch Stadium are already 

regularly involved in Cardinals culture. They have more convenient access to St. Louis Cardinals 

events, news and are surrounded by constant displays of Cardinals pride. In contrast, a fan that 

lives more than an hour from Busch Stadium is not influenced by these constant displays of St. 

Louis Cardinals culture and may feel disconnected from the organization.  

 

The St. Louis Cardinals organization must modify their current membership program. The 

existing Cardinal Nation program lacks appeal to out-of-town fans. The Cardinals Nation 

membership includes many attractive benefits, but none will entice an out-of-town fan to spend 

their money and time on the membership. For example, the current membership includes two 

tickets to only one game (Mlb, 2013). The goal is to make the out-of-town fans feel they are a 

part the Cardinals culture. Therefore, more games should be included in the membership and due 

to the fact that the out-of-town fans will be traveling an hour or more, exclusive hotel offers 

should be included in the plan to make the experience more convenient.  Also, the advertising 

and promotion for the Cardinals Nation membership is nearly non-existent. In order for the St. 

Louis Cardinals to achieve its overall goal and objectives, advertising and promotional strategies 

must be utilized. This will include tactics such as a news release, an email campaign, radio 

advertisements, contests. The organization will structure these tactics in pathos forms to appeal 

to the emotions of fans (Taylor & Francis, 2009). The St. Louis Cardinals wants to address the 

feeling of disconnect that out-of-town fans may feel and present the Cardinals Nation 

membership program as the solution.  

 

Clear objectives have been defined in the forms of awareness, acceptance and action to make this 

strategic plan the most effective (Taylor & Francis). Tactics are determined based on the goal of 

the Cardinals nation to increase awareness and interest in the program then ultimately convince 

fans to purchase a membership for the Cardinal Nation program.    

 

History 

 In 1892 St. Louis entered the National League and remains there to this day.  Later the 

name was shortened and the Browns were the St. Louis home team. For a brief year the 

team carried the name, the St. Louis Perfectos, but in the year 1900 the franchise took on 

the cherished name, the Cardinals ("St. Louis Cardinals," 2011). 

o 11 world championships, 22 pennants and 25 playoff appearances were earned 

have been earned since 1892("St. Louis Cardinals," 2011). 

 St. Louis has housed many different stadiums. There have been a total of six baseball 

parks in St. Louis’ history. Each one was developed to meet the needs of the growing fan 

community. In 2006 Busch Stadium II, the current stadium, opened its inaugural season 

(MLB, 2013). 

o  In recent news, the St. Louis Cardinals will add Ballpark Village to the area 

adjacent to the stadium.  



 Ballpark Village is a retail, entertainment, office and residential 

development that will span 6 city blocks in Downtown St. Louis.  

 The St. Louis Cardinals have partnered with the City of St. Louis, the 

State of Missouri and the Cordish Company to put this plan in motion.  

 This addition to the city and the St. Louis Cardinals is anticipated to revive 

the city of St. Louis and attract even more Cardinals fans (St. Louis 

Cardinals, 2013).  

 In 2012 Forbes Magazine valued the St. Louis Cardinals at $518 million. The franchise 

was ranked eleventh out of all of the teams in Major League Baseball (Badenhausen, 

Orzanian & Settimi, 2012).  

 During the 2012 season the St. Louis Cardinals had over 3.2 million fans attend their 

home games.  

o This resulted in an average of 40,272 fans at 81 different home games. The 

numbers recorded from previous years are very similar.  

 2009- 3,343,252 fans total- 41, 274 average 

 2010- 3,301,318 fans total- 40,755 average 

 2011- 3,093,954 fans total-  38,196 average  

 2012- 3,262,109 fans total- 40,272 average 

o Busch Stadium reaches capacity at 43,975. 

 On average 92% of the stadium was full.  

o Since 2000 the St. Louis Cardinals have not fallen below the number ten spot in 

the Major League Baseball ranks of attendance ("Espn mlb,”2013).  

 The geographic region that the Cardinals claim as their fan area stretches out over six 

different states:  Missouri, Illinois, Indiana, Tennessee, Arkansas and Oklahoma (Mlb, 

2013).  

o Many out-of-town fans that never make it to a game.  

 These fans find traveling to Busch Stadium inconvenient and expensive. 

o A large number of out-town fans that do attend each home game.  

 It has been estimated by the St. Louis Regional Chamber & 

Growth Association that the St. Louis Cardinals out-of-town fans 

make up for 40% of their ticket holders (St. Louis Region Chamber 

& Growth Association, 2011).  

 Unfortunately, fans that come from over an hour away do not stay 

in St. Louis long and they do not come to games often.   

  



Goals 

The goal of this strategic plan is to increase membership enrollment in the Cardinals Nation 

program from out-of-town Cardinal fans that live more than one hour away from the St. Louis 

Cardinals’ home field, Busch Stadium. The idea is to make these out-of-town fans feel that they 

have a the opportunity to be a part of St. Louis Cardinal fan culture, including attending events, 

displaying Cardinal pride, having unlimited and live access to Cardinal news and attending 

games.  

 

Targeted Public 

After an analysis of the issue, I have determined that the targeted public for this strategic plan is 

St. Louis Cardinal Fans ages 21 and over that live one hour or more from the St. Louis Cardinals 

home field, Busch Stadium, who do not usually have the opportunity to be in the heart of the St. 

Louis Cardinal Fan culture in downtown St. Louis. During the course of this plan, the target 

public will be known as “out-of-town fans.” 

 

Tagline 

Be a part of Cardinals Nation no matter where your home field is.  

 

Positioning Statement 

We have the best fans in baseball.  

 This positioning statement was designed to appeal to all fans. It expresses the fact that 

 The St. Louis Cardinals’ are proud of the fan base the organization has. The Cardinals’ 

Want to be viewed as a fan oriented club so to set the organization apart from any other 

Major League Baseball club, the Cardinals make a bold and confident statement 

comparing their fans to the rest of fans in Major League Baseball.  

 

Objectives 

1. Awareness Objective: To have an effect on the awareness of out-of-town St. Louis 

Cardinals fans; specifically to increase their understanding of the benefits that the 

Cardinals Nation program offers official members (60% in 2013: 1/1-9/29/13). 

2. Acceptance Objective:  To have an effect on the acceptance of out-of-town St. Louis 

Cardinals’ fans; specifically to gain their interest in the Cardinals Nation program (30% 

in 2013: 1/1-9/29/13). 

3. Action Objective: To have an effect on the action of out-of-town St. Louis Cardinals’ 

fans; specifically to obtain their membership in the Cardinals Nation program (5% of all 

out-town-ticket holders in 2013 : 1/1-9/29/13) 

 

 

 

 

 



 

Strategies 

1. Reconstruct Cardinals Nation Membership Program 

a. Add benefits that appeal to out-of-town fans 

b. The original program will be kept to allow fans more options.  

2. News Release 

a. Announces new addition to program 

b. Explains the benefits of program 

c. Addresses where to sign up 

3. Email Campaign 

a. Announces programs 

b. Advertises contest to throw out the first pitch at a selected game 

c. Advertises discount on Cardinals Nation Clubhouse membership. 

4. Spokesperson- Radio Ad 

a. Trevor Rosenthal 

b. Matt Carpenter 

c. Shares a brief amount of information on the Cardinals Nation Clubhouse 

membership.  

d. Advertises meet and greet with Rosenthal and Carpenter 

  



SWOT Analysis 

I performed a SWOT analysis for both the St. Louis Cardinals and their membership program, 

Cardinals Nation. I will use the analyses to aid me in developing my strategies that I am using to 

achieve my objectives.  

St. Louis Cardinals 

Strengths Weaknesses 

 Nationally recognized 

 Strong media relations and positive 

image 

 Social media presence 

 Updated facility 

 Community out-reach 

 Strong fan base 

 Relationships with local businesses 

 Geographically large fan region 

 Profitable 

 Loss of key and popular players in 

recent years 

 Location in Downtown St. Louis is not 

safe 

 Parking fees can be expensive 

 Food and drink prices in Busch stadium 

are expensive 

 Merchandise prices in The Cardinal 

Clubhouse and online at the MLB Fan 

Shop are expensive 

 Traffic surrounding Busch Stadium is 

frustrating.  

Opportunities Threats 

 Ballpark Village 

 Roadways are being improved 

 National popularity has increased in 

recent years due to many post season 

appearances.  

 Media friendly players and staff 

 Economy 

 Competition from other Major League 

Baseball Franchises 

 Large fan region makes it harder to 

connect and communicate 

 

 

  



Cardinals Nation Membership 

Strengths Weaknesses 

 Two tickets to one home game 

 Discounts on apparel both at the 

Cardinal Clubhouse and online at the 

MLB Fan Shop 

 Buy-one-get one free Busch Stadium 

tour tickets 

 Subscription to MLB Gameday 

 Exclusive offers for tickets and 

merchandise 

 Exclusive access to the Cardinal Nation 

message board 

 Only $19.95 

 Only offers tickets to one home game 

 No association with local businesses 

such as hotels, restaurants, etc. 

 Advertising is almost non existent 

 Does not give members the feel of 

being a part of a special community 

 Nothing sets it apart from being a 

regular Cardinals Fan 

Opportunities Threats 

 Can appeal to fans who feel 

disconnected from the Cardinals 

 Strong and dedicated fan base 

 Good relationships with local 

businesses 

 Plenty of media attention 

 Players who have made St. Louis their 

home 

 Adding more or embellishing benefits 

would increase price.  

 Large geographic area to reach out to.  

 Downtown St. Louis is known for its 

high crime rates 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Strategy #1- Reconstructing the Cardinals Nation Membership Program 

 

Below you will find the current Cardinals Nation Membership. I used a SWOT Analysis to 

identify the strengths, weaknesses, opportunities and threats of the program that already exists 

and used my results to develop a new membership that would appeal to the targeted public, out-

of-town fans. I will not discard of the current membership because I feel that it will be beneficial 

for fans to have two different options, especially when considering price. The new membership 

is called The Cardinals Nation Clubhouse. It features tickets to three games rather than one, 

exclusive hotel offers, restaurant coupons, a City of St. Louis travel guide and a year-long 

subscription to Cardinals Gameday Magazine. These items were adjusted or added to the 

membership to cater to wants and needs of out-of-town fans. 

Current Membership 

For only $19.95, your membership includes: 
 Membership Card from the Cardinals 

 Two (2) tickets to a regular season 2013 Cardinals home game (via voucher code to be 

redeemed online)* 

 2013 MLB.com® Gameday Audio for your computer* 

 10% Off Entire Purchase coupon for the St. Louis Cardinals Team Store* 

 10% Off Entire Purchase coupon for the cardinals.com Online Shop* 

 Buy-One-Get-One-Free Busch Stadium Tour coupon* 

 Access to select presales and exclusive ticket discount offers throughout the 2013 season 

 Special offers related to merchandise, autographed items and more 

 Special Access to Cardinals Nation members-only pages* 

 Exclusive Club Message Board* 

 

Cardinals Nation Clubhouse Membership 

For only $59.95 your membership includes:  

 Membership card from the Cardinals 

 Two (2) Tickets to three (3) different regular season 2013 Cardinals home game (via 

voucher code to be redeemed online) 

 2013 MLB.com® Gameday Audio for your computer* 

 10% Off Entire Purchase coupon for the St. Louis Cardinals Team Store* 

 10% Off Entire Purchase coupon for the cardinals.com Online Shop* 

 Official Cardinal Nation window decal 

 Buy-One-Get-One-Free Busch Stadium Tour coupon* 

 Access to select presales and exclusive ticket discount offers throughout the 2013 

season 

 Special offers related to merchandise, autographed items and more 

 Special Access to Cardinals Nation members-only pages* 

 Exclusive Club Message Board* 

 Exclusive Hotel offers at select hotels that walking distance from Busch Stadium* 

 Coupon book to be used at local St. Louis restaurants and tourist attractions* 

 Downtown St. Louis Travel Guide that lists the best restaurants, night life, 

transportation, parking and other attractions. 

 One year subscription to Cardinals Gameday Magazine.  



 

Strategy #2: News Release 

 

I chose to utilize the common media tool, a news release, because it is an effective way to share 

news with the many different media outlets.  Through the news release I can increase awareness 

and gain interest in the program by highlighting some of benefits of the program. I will also 

include a link to Cardinals Nation page on the St. Louis Cardinals’ website so that fans can get 

more information and potentially obtain a membership in the program.  

  



 
 

FOR IMMEDIATE RELEASE 

 

The St. Louis Cardinals Announce Major Changes to the Cardinals Nation Program 

 

ST. LOUIS (January 2, 2013) - Today the St. Louis Cardinals announced that major changes 

were made to the membership program, Cardinals Nation by adding two tickets to three games 

and including exclusive hotel and restaurant deals, among many other benefits for members only. 

This revamped program will be known as The Cardinals Nation Clubhouse and costs only 

$59.95. To obtain further information or to enroll, visit 

http://stlouis.cardinals.mlb.com/stl/fan_forum/cards_nation.jsp.  

 

The St. Louis Cardinals have carefully designed a new plan with benefits that are perfect for the 

die-hard Cardinals fan. Like the original membership, Cardinals Nation, The Cardinals Nation 

Clubhouse features tickets to a home game, but the revamped program includes tickets to two 

more home games. The organization paired up with local hotels and restaurants to offer 

exclusive deals to members of The Cardinals Nation Clubhouse and the Cardinals also worked 

with the City of St. Louis to compose a travel guide for members who may be from out-of-town. 

 

Members of The Cardinals Nation Clubhouse receive coupons for discounts off merchandise and 

a Busch Stadium tour. Members will also receive exclusive ticket, merchandise and memorabilia 

offers throughout the season. The St. Louis Cardinals have included a subscription to MLB 

Gameday Audio for the computer and a subscription to Cardinals Gameday Magazine in the 

membership. Members will have unlimited access to news and a live feed of all games. “We 

want fans to feel that they are a part of the Cardinals culture all season long, no matter where 

they live. A fan does not have to attend every game to prove their dedication, but we do 

understand the passion fans have for the game and this team so we offer them many ways to stay 

connected,” said St. Louis Cardinals Manager of Fan Affairs, Jen Smith.  

 

About the St. Louis Cardinals: The St. Louis Cardinals are 11-time World Champions. The team 

has called St. Louis home since 1892 and has a significant influence on St. Louis culture. The 

organization is dedicated to its effort to stay connected with fans. The organization believes in 

giving back to their community. The St. Louis Cardinals charity, Cardinals Care, has distributed 

around $18 million to local youth organizations.  

 

Contact: Lauralee Gilkey 

Phone: (636)-328-5771 

Email: lmgilkey1@live.maryville.edu 

  

### 

 

Audience: Media outlets in the St. Louis fan region 

http://stlouis.cardinals.mlb.com/stl/fan_forum/cards_nation.jsp
mailto:lmgilkey1@live.maryville.edu


 

 

Strategy #3: Email Campaign 

 

My next strategy was developed from a tool already utilized effectively by the St. Louis 

Cardinals. The organization sends out emails multiple times a week to share news, tickets offers, 

contests, and merchandise sales. This tactic is used effectively to stay connected with fans all 

over the country. The emails I have created advertise the Cardinals Nation program in such a 

way that my objectives can be achieved from them. The first email gains awareness from fans by 

simply giving them the opportunity to “Learn More”, the second installment will spark the 

interest of the fans by offering an attractive contest to all who enroll in the program and the third 

and final email will ultimately entice fans to enroll in the program by presenting them with a 

price that they cannot refuse.  

 

The order of email is as follows: 

 “Learn More” email – This email will be sent at the beginning of the duration of this plan   

on January 1, 2013 

 First Pitch Contest email – This email will be sent on March 15, 2013 

 $5 off email – This email will be sent on April 1, 2013 

 

  



  



  



 

  



 

Strategy #5: Spokespersons  

 

A credible spokesperson is a key element to the success of any campaign. The spokesperson 

must be someone who is close to the organization and situation. Who better to represent the St. 

Louis Cardinals organization than a player? I have selected both Trevor Rosenthal and Matt 

Carpenter to be the face of this strategic plan. Both of these players have been accepted by 

Cardinals fans and both are not originally from the St. Louis area.  

 

Rosenthal was born and raised in Lee’s Summit, MO, which is over three hours away from 

Busch Stadium. This makes him the perfect representation of our targeted public. He will be 

someone that they can relate to. 

 

Carpenter is from Galveston, TX and although, his hometown is not in the St. Louis Cardinals 

fan region he has a great reputation with fans that cannot be ignored and does a fantastic job 

communicating with the media.  

 

I will utilize these spokespersons through a radio advertisement and a special meet and greet 

session with the two players. The radio advertisement will begin airing after the season has 

begun to prevent fans from forgetting about enrolling after the excitement of a new season has 

faded away. The advertisement will air from May 31 – July 1, 2013. On July 10, 2013 any 

member of the Cardinals Nation Clubhouse will be invited to a pre-game meet and greet session 

with Rosenthal and Carpenter. Tickets for this home game can be purchased at discounted prices.  

 

  



Title: Be a Part of Cardinal Nation, No 

Matter Where Your Home field is.  

Client/Sponsors: St. Louis Cardinals 

Length: 40 seconds 

Air date: May 31 – July 1, 2013 

 

SFX: (sound) 

Trevor Rosenthal & Matt Carpenter: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Carpenter: Matt Carpenter here with Trevor 

Rosenthal. We know there are a lot of die-hard 

Cardinal fans out there and we want you all to 

know about the new Cardinals Nation 

Clubhouse membership. 

Rosenthal: Members are given tickets to 3 

games, have access to exclusive hotel offers and 

much more. 

Carpenter: Let’s not forget that on July 10
th
, we 

will be doing a special meet and greet session 

with all the members of the Cardinals Nation 

Clubhouse. 

Rosenthal: Don’t hesitate. Sign up now at 

cardinals.com. You are already a dedicated fan; 

you might as well be rewarded for it. 

Carpenter: And don’t forget: you can be a part 

of Cardinals Nation, no matter where your home 

field is.  

  



 

Evaluation Plan 

 

Each of the objectives must be measured to evaluate the effectiveness of the plan. I will also 

evaluate the overall success of the strategic plan and the emotional impact that the St. Louis 

Cardinals aimed to achieve so that I can reflect and consider changes that may need to be made. 

1. Measuring the Awareness Objective 

a. A short survey will be sent out via email through the Cardinals’ data base before 

the beginning of the plan is put in motion. 

i. Survey will measure level of awareness of the Cardinals Nation 

Membership Program 

ii. It will address issues like what fans are looking for in a membership 

program 

b. A similar survey will be sent out via email through the Cardinals’ data base to all 

fans after the 2013 Season.  

c. The results of the two surveys will be compared to determine if the level of 

understanding of the benefits of the Cardinals Nation program has increased by 

the goal of 60% 

2. Measuring the Acceptance Objective 

a. The number of visits to the Cardinals Nation portion of the website will be 

monitored to determine if the organization gained interest in the program 

b. The number of inquiries via phone about Cardinals Nation will be recorded to 

determine if the organization gained interest in the program. 

c. Social Media will be monitored to determine if fans are “talking” about Cardinals 

Nation on sites like Facebook, Twitter, Instagram, Pinterest and Tumblr. 

d. These factors must be determined from previous seasons to determine the success 

in 2013.  

e. After the duration of the strategic plan, all of these factors will be complied 

together to determine if the organization gained interest by 30% compared to the 

year before.  

3. Measuring the Action Objective 

a. The number of fans enrolled in the program in 2013 will compared to that of 

previous years.  

b. Data taken in during the enrollment process will be used to determine if the 

targeted publics were enrolled. This data will also be compared to previous years.   

i. Home address 

ii. Age 

iii. Past member or new member.  

c. After analyzing this data set, it will be determined whether or not 5% of all out-

of-town ticketholders were Cardinals Nation members.  

After the 2013 season is over, members of Cardinals Nation will be asked to fill out a survey that 

the St. Louis Cardinals will use to enhance next year’s membership.  

 



 

Surveys 

Awareness Objective Sample Survey Questions 

1. Are you familiar with the St. Louis Cardinals’ membership program Cardinals Nation? 

Yes or No. 

 

2. If yes, how did you hear about Cardinals Nation? 

 

3. Have you ever been a member of Cardinals Nation? 

 

4. If yes, are you currently a member or why did you not continue your membership? If no, 

what is preventing you becoming a member of Cardinals Nation? 

 

5. What benefits or features would entice you to obtain a membership? 

 

2013 Cardinals Nation Membership Sample Survey Questions 

1. What is your age? 

 

2. Do you live within an hour drive from Busch Stadium? 

 

3. What membership program did you purchase? 

 

4. When did you purchase your membership program? 

 

5. How did you hear Cardinals Nation? 

 

6. Was this year your first year being a member of Cardinals Nation? And if no, how many 

years have you been a member? 

 

7. What benefits drew you to obtain a membership? 

 

8. At the end of the season, what benefits do you feel were the best? 

 

9. What are some benefits you would like to see added to the program and why? 

 

10. What benefits would you like to see removed from the program and why? 

 

11. If you were a Cardinals Nation Clubhouse member, did you utilize the hotel and 

restaurant offers? 

 

12. Do you plan to renew your membership for the 2014 season? 

 

13. Please share with us any other comments, concerns or questions. 
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