CASE STUDY

Tennessee Valley

Integrated Marketing Commu-
nications at the University of Ten-
nessee’s College of Business Ad-
ministration is a senior-level mar-
keting elective for undergraduate
students. As a team-based, client-
project class, students are asked
to develop a real-world integrat-
ed marketing communications
plan for an area organization. Last
fall, students worked with the Ten-
nessee Valley Fair to enhance its
perception among college-age stu-
dents and to increase attendance
within this group.

Company: Since 1916, the Ten-
nessee Valley Fair has been an an-
nual tradition in Knoxville. Orig-
inally named the Tennessee Val-
ley Agricultural and Industrial Fair,
it showcased East Tennessee’s agri-
cultural heritage. Over the years,
the fair has grown to include both
agricultural and non-agricultural
attractions such as livestock con-
tests and petting zoos, demolition
derbies, live wrestling, tractor
pulls, amusement rides and live
concerts.

Although fair attendance has in-
creased over the past several years
— with 2006 attendance at 139,000
— attendance is still below its
2000 record of 180,000. The fair
historically has drawn mostly
young families and older individ-
uals who attended the fair as
youngsters. However, fair man-
agers realized that in order for the
fair to grow; it needs to attract new
audiences. The challenge posed
to the marketing students was to
develop an integrated marketing
communication plan to increase
the number of college-age students
attending the fair, which current-
ly is minimal.

Students: Jessica Henshaw, Matt
Myers, Katie Mustard, Megan Van-
dely and Brent Hamby were su-
pervised by Cindy Raines, course
lecturer and director of commu-
nications for the College of Busi-
ness Administration.

Approach: Over the course of the
semester, students investigated
the fair’s strengths, weaknesses,
opportunities and threats and con-
ducted an inclusive customer
analysis that honed in on the tar-
get audience’s values and needs.

The group established a planned
objective of increasing 2007 fair
attendance by 7,500 people among
those 18 to 35 years of age, living
within 50 miles of the fairgrounds.

Team members analyzed po-
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Megan Drake and Bryan Moses take in the sights at last year’s Tennessee
Valley Fair. Students at the University of Tennessee’s College of Business
Administration worked with the fair to create a marketing plan to draw
more young people to the annual Knoxville event.

tential branding initiatives, key po-
sitioning opportunities and a core
messaging strategy — what does
the fair want to say about itself to
attract and build loyalty with this
target audience? The group eval-
uated graphic imaging opportuni-
ties; traditional and nontradition-
al marketing channels, including
print, television, radio, outdoor,
electronic and the Internet; the

use of public relations, events and
sponsorships; and the use of con-
sumer promotions and giveaways.

Result: With a new message of
“Tennessee Valley Fair: Unlike Any
Other!” the group proposed a com-
bination of innovative entertain-
ment venues; special events; and
a re-designed, high-intensity im-
age to increase attendance and re-
inforce that the Tennessee Valley
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TENNESSEE VALLEY FAIR
Executive director: Scott Suchomski
Phone: 865-215-1483

Email: scotts@tnvalleyfair.org
Website: www.tnvalleyfair.org

Fair is a “whole new fair!”

The group’s primary plan in-
cludes updating the fair’s logo and
‘Web site to be flashier, more dis-
tinctive and more appealing to the
target audience and to sponsor a
weeklong Battle of the Bands with
the final competition on “College
Night.”

The students also cleverly wove
into the plan appeals to the phil-
anthropic missions of UT’s fra-
ternities and sororities to encour-
age group fair attendance. Each
organization would host an infor-
mational booth educating fair at-
tendees about their charities, there-
by enhancing awareness for their
cause. Special group-package pric-
ing was recommended, along with
free shuttle transportation to the
fair.

Additional suggestions includ-
ed:

B Marketing on radio stations
using radio personalities familiar
to the target audience.

B Marketing on social net-
working sites (MySpace, FaceBook,
etc.) and using the Internet and e-
mail.

B Advertising in college and
Knoxville newspapers.

M Inundating college campus-
es, popular restaurants and sports
clubs with flyers and promotion-
al items that reinforce the new
branding.

“The students presented us with
many innovative ideas that we are
working to implement into the
next several fairs,” said Scott Su-
chomski, the fair’s executive di-
rector. “We are working on vari-
ous networking avenues to include
My Space and YouTube. Addi-
tionally, the fair will be offering
a group rate for general admission
and hopes to work with KAT re-
garding transportation to this
year’s fair.”
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The University of Tennessee College
of Business Administration provides
Case Study to the Business Journal.
Companies and organizations
interested in participating in the
college’s client projects may contact
Cindy Raines at crainesl@utk.edu.
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