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Situation Analysis 

 There are thirty-two teams in the National Football League, and the Jacksonville 

Jaguars are consistently ranked toward the bottom of the weekly Power Rankings. 

Disappointing performances for the last six seasons have plagued the team: 

• 2008: 5-11 
• 2009: 7-9 
• 2010: 8-8 
• 2011: 5-11 
• 2012: 2-14 
• 2013: 4-12 
• 2014: 2-11 

 
Fans are finding it difficult to loyally support a losing team. EverBank Field holds 

67,246 spectators. The team failed to top 61,000 spectators for any home game, could not 

sell 25% of their club seats, and only had a season-ticket base of 44,000 in 2013 (Stellino, 

2014). ESPN reports the average attendance last season was 59,940 and 28th in the 

league, down from 64,984 in 2012. The Fan Cost Index found the average price for a 

game day ticket is $57.65, the second cheapest in the league and down 2.3% from the 

previous year. In a Harris Poll of America’s Favorite Football Team conducted 

September 10-17, the Jaguars were at the bottom for the fifth straight year. It is also 

important to note Jacksonville is the second-smallest market in the NFL, but it is the 

11th-most populous city in the United States with 827,908 residents. 

Industry Analysis 

The National Football League is facing numerous challenges in the current 

season. There is a movement to get the Washington Redskins to change their name 

because Native Americans consider the current one insensitive. Majority owner Dan 

Snyder says despite protests and backlash, the name staying the same. Several legislative 
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leaders are joining the discussion as people sign a petition. The U.S. Patent and 

Trademark Office even canceled the team’s trademark registration in June. The Redskins 

organization is now suing five Native Americans for complaining about the name. 

The NFL is a $15 billion dollar industry. The league hopes to have annual 

revenue of $25 billion by 2027. According to Forbes, the average team is worth $1.43 

billion. The gap between the most valuable team, the Dallas Cowboys worth $3.2 billion, 

and least valuable team, the St. Louis Rams worth $930 million, is widening. The 

magazine says the Jacksonville Jaguars are valued at $965 million. The league continues 

to cash in on increasing ticket and merchandise prices and broadcasting rights. For 

example, a $275 million deal was signed with CBS to air eight NFL Thursday Night 

Football games earlier this fall. 

At the start of the season, the NFL was clouded in scandal. Several athletes were 

accused of domestic violence and sexual abuse. Baltimore Ravens running back Ray Rice 

was suspended and later fired for allegedly punching his then-fiancé in the face in March. 

Minnesota Viking halfback Adrian Peterson was indicted for hitting his son with a tree 

branch in May. The league is now setting new penalties and creating Public Service 

Announcements advocating against the crisis. The NFL is also facing scrutiny after 

federal drug agents conducted a surprise inspection in mid-November as part of a 

prescription drug abuse investigation. 

 The NFL is constantly adjusting to conform to continuously changing technology. 

The league is heavily wrapped up in fantasy football. Fans do not have to sit at home and 

watch games; they can stay up-to-date on their smartphones. Seventeen teams are 

tracking the movement of athletes and officials inside stadiums. Coaches are allowed to 
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have up to 13 Microsoft Surface tablets on the sidelines to act as playbooks. Some 

stadiums are enhancing customer service by updating scoreboards, increasing cellular 

speeds, and offering WiFi. In fact, the Jacksonville Jaguars have two new $63 million 

giant video screens, measuring 60 feet high by 362 feet long. 

 The NFL is still in court trying to settle concussion payouts for some nearly 6,000 

players. According to an Associated Press article published on SFGate, “The proposed 

settlement pays millions to young retirees dealing with severe neurological disease, and 

an average $190,000 to older men with Alzheimer’s disease or dementia.” The Oakland 

Raiders just settled a $1.25 million lawsuit in September with the team’s cheerleaders 

who claimed they were underpaid and their wages were often held back. Spirit squads 

from other organizations in the league are now suing their respective teams for similar 

damages. 

The NFL is making improvements to become more environmentally friendly. Jim 

Carlton (2014) reports the San Francisco 49ers have a “living roof” on the new Levi 

Stadium, hoping to reduce energy use and create natural insulation. Lincoln Financial 

Field, home of the Philadelphia Eagles, has 14 wind turbines and at least 11,000 solar 

panels. The Houston Texans do not print media guides anymore; the publication is 

available digitally. The St. Louis Rams say they print their tickets on recycled paper. The 

Minnesota Vikings’ facilities have reduced-flow plumbing. Every facility in the league at 

least has containers for fans to dispose of their plastic bottles. 

Competitor Analysis 

The Jaguars face stiff competition from at least three NFL teams: 

• Tampa Bay Buccaneers are 225 miles away 
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• Miami Dolphins are 343 miles away 

• Atlanta Falcons are 345 miles away 

Along with competing for transient spectators from across the country, the lack of 

distance between these teams creates a tense tug-of-war for fans. The map below 

illustrates how the state of Florida has been divided based upon team preference: 

 

Courtesy: Twitter 

The Jags are also trying to sell tickets to games while there are other 

entertainment options available to Jacksonville residents. The city has its own baseball, 

arena football, basketball, rugby, and soccer teams. People can spend a portion of their 

disposable income at the Florida Theatre, Theatre Jacksonville, Sun-Ray Cinema, Ritz 

Theatre, Jacksonville Sports Hall of Fame, Times-Union Center for the Performing Arts, 

movie theaters, parks, shopping malls, or simply staying home to watch television or 

movies. 

 It is clear the Dolphins have control of the majority of the Florida market. 

Badenhausen, Ozanian, & Settimi (2014) found the team’s revenue is $281 million a year 

with $59 million in gate receipts. The Tampa Bay Buccaneers’ revenue is $275 million a 
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year with $47 million in gate receipts. The Jaguars’ revenue is $263 million with $52 

million in gate receipts. 

In the spring of 2013, the Dolphins, Buccaneers, and Jaguars began rebranding 

processes. The Miami management team unveiled a new logo and uniform designs and 

started using #StrongerTogether on social media in hopes of appearing as a tougher team 

after four losing seasons. Designers in Tampa Bay tweaked their organization’s uniforms 

and logo by “taking the toughness that was inherent in the existing mark and making it 

much louder” (Brand New, 2014). The Jaguars’ new design was part of a “Stand United” 

theme the team said, “universally speaks to the new era ahead for the team and the 

rallying spirit of Jaguars fans for nearly two decades” (Oehser, 2013). 

           

@MiamiDolphins has 374,000 followers on Twitter and 22,200 posts, while 

@TBBuccaneers has 213,000 followers and 16,400 tweets. @Jaguars has 162,000 

followers and 30,500 tweets. The Dolphins have more than two million “Likes” on 

Facebook, while the Bucs have a little more than 867,800 and the Jaguars have just fewer 

than 500,000. All three organizations have apps for iPhone and Android devices and 

Instagram accounts, but only Jacksonville has a YouTube channel, Pinterest, and 

Google+. Tampa Bay commonly uses #Bucs and Jacksonville uses #Jaguars to follow 

online conversations. 
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Each of the three franchises produces a good amount of content. Their websites 

are filled with information about the team, news, pictures, audio, videos, kid sections, 

details on the cheerleaders, volunteer experiences, contests, ticket sales, and merchandise. 

There are a few items that stand out: the Dolphins post recipes for fans to download, the 

Jaguars offer “Brag Buttons” to celebrate special days, and the Jaguars have a message 

board. 

Company Analysis 

The Jacksonville Jaguars franchise is one of the newest teams in the league, 

formed in 1995. As mentioned earlier, the Forbes values the organization at $965 million. 

Shahid Khan bought the team on January 4, 2012 for an estimated $770 million from 

Wayne Weaver. As mentioned before, Forbes calculated revenue at $263 million in 

August. The operating income is some $56.9 million with player expenses accounting for 

$123 million. Gate receipts created $52 million last season, and the average revenue per 

fan was $52. 

Khan is also the president and owner of Flex-N-Gate Corporation, an automotive 

supplier that employs more than 16,000 people at 52 locations around the world. In 2013, 

Khan purchased the London-based Fulham Football Club, a member of the Barclays 

Premier League. Gus Bradley is in his second season as head coach for the Jags. He 

previously worked as a linebackers coach for the Tampa Bay Buccaneers and defensive 

coordinator for the Seattle Seahawks. Mark Lamping is the president of the Jaguars. 

According to his biography on the team website, he joined the organization in 2012 with 

experience as a marketing executive at Anheuser-Busch for 13 years, president of the St. 

Louis Cardinals for 14 seasons, and four years as the CEO of the New Meadowlands 
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Stadium Company. He is one of the few sport professionals to have both a Super Bowl 

and World Series Championship ring. The website says Lamping has restructured the 

front office, designed initiatives to engage fans, improved in-stadium experience, 

increased ticket sales, strengthened relationships with the community, and grown 

business opportunities. David Caldwell was hired as general manager is January 2013. 

Before the Jaguars, Caldwell spent five seasons with the Atlanta Falcons and time with 

the Carolina Panthers and Indianapolis Colts. The organization says Caldwell reshaped 

the roster with 68 different players in his first season. 

The franchise announced a new brand identity called “Stand United” in February 

2013 “inspired in equal parts by the bold vision and promise of a new generation for the 

club, the passion Jaguars fans have for their team and the exceptional relationship the 

Jaguars have shared with Jacksonville.” In a news release on the team’s website, Khan is 

quoted as continuing to say, “From this day, the Jacksonville Jaguars will live a brand 

mission of being proud, bold and committed in everything we do.” The logo was 

redesigned to showcase a fiercer jaguar, the logotype was modified, and a military-

inspired secondary logo was introduced. Khan also stated, “Stand United is about the 

community and the team coming together, and it represents a theme and way of life that 

anyone who loves the Jaguars and Jacksonville can personally understand and 

appreciate.” 

At the 2014 State of the Franchise in May, Khan said, “We have a lot of 

accomplishments ahead of us, but I think we’ve accomplished an awful lot. We are on the 

right track” (Oehser, 2014). Lamping stated local revenue is critical to long-term stability 

in the market, winning games is important, and ticket prices are still the lowest on 
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average in the National Football League. He also addressed the game against the San 

Francisco 49ers in London was a success, making the team’s revenue grow by at least 

eight percent. Oehser wrote Lamping explained, “a comprehensive strategy marrying 

international and domestic presence accounted for 15 percent of total revenue last year.” 

The annual London games are increasing the team’s popularity in the United Kingdom 

from 31st to ninth and generating interest in tourism to North Florida. The organization is 

also focused on adding more radio and television affiliates. 

Consumer Analysis 

Sean Taylor (2013) with Facebook’s Science Data team says 35 million users in 

the United States have “Liked” a page for one of the 32 teams in the NFL a.k.a. more 

than one in ten Americans have declared their support for a team. The Jags had the least 

amount of Facebook “Likes” at the end of 2013 compared to other teams. A group of 

students with the Harvard College Sports Analysis Collective found 57% of loyal football 

fans living within 50 miles of Jacksonville are loyal Jaguars fans (Blatt, 2013). Twitter 

found similar results, describing out loyalties in Florida are more divided than any other 

state (Rogers, 2014). Researchers say pretty much all the team’s “Likes” and followers 

come from the Jacksonville area. They also discovered even though Orlando is closer to 

both Jacksonville and Tampa, there are more Dolphins fans in Orlando than Jaguars and 

Buccaneers fans combined.  
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Courtesy: The Harvard Sports Analysis Collective 

Facebook data shows 57% of all NFL fans are men (Blatt, 2013). The Jaguars 

have five percent less female fans than the average NFL fan base, which is average. 

According to Dick’s Sporting Goods, the top-selling jersey for women in Florida is 

Jaguars quarterback Blake Bortles. The majority of male NFL fans are 13-22 years old, 

according to Blatt.  

 

Courtesy: The Harvard Sports Analysis Collective 

Khan says young, homegrown fans are crucial for the Jaguars (Byerly, 2013). 

EverBank Field just underwent renovations to install cabanas and swimming pools in the 

north end zone, an area targeted toward young adults. University of North Florida 

students are able to purchase discounted tickets. The organization is also chasing fans in 

the United Kingdom, playing four “home” NFL International Series games at Wembley 
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Stadium from 2013-2016. Simon Veness (2014) found “The team has invested diligently 

in building their profile in the British capital, with a full-time marketing rep, a 

burgeoning fan club – the Union Jax, with 25,500 members and counting – and a series of 

community-related events.” London accounts for 15 percent of the franchise’s local 

revenue (DiRocco, 2014). 

Brand Audit 

The Jaguars continue to struggle with success on and off the field. A recent 

Deadpsin article from Drew Magary titled “Why Your Team Sucks 2014” hit many fans 

in the gut, bashing the coach, quarterback, and city. Fans are wondering when the team 

will return to the playoffs – the last appearance was in 2007. There is also a rumor the 

organization may pack up and leave Jacksonville for London. The team is finding it 

difficult to fill EverBank Field; Khan often buys remaining tickets to avoid blackouts. 

Winn-Dixie, one of the team’s most lucrative and long-standing sponsors, decided to not 

renew its contract (Dixon, 2013). 

Strengths/Weaknesses/Opportunities/Threats 

A brand must look at its needs and figure out what it aspires to be. The first step is 

defining the current state by identifying strengths, weaknesses, opportunities, and threats. 

Strengths: 

• NFL revenue climbed above $9 billion in 2013; 49% of Americans say 

they are fans of professional football, according to an Associated Press 

article posted on ESPN 

• Female NFL viewership overall is up 26%, compared to an 18% increase 

for men (Chemi, 2014) 
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• NFL claims 12 million people in the United Kingdom are fans (Gordon, 

2014) 

• Distinct and powerful attributes guide the Jaguars on and off the field: 

proud, bold, and committed 

• Faithful to the values the fans and the region have embraced since creation 

• Jacksonville had the cheapest Fan Cost Index in the league at $345.58 in 

2013, a 1.5% decrease from the year before 

• Jaguars on track to lead the NFL in season ticket sales (Day, 2014) 

• Home games played at Wembley Stadium in London have sold out in 

2013 and 2014 

• Top-ten NFL team in England; more than 25,000 people are part of the 

Union Jax Fan Club 

• Focused on customer relations 

• Recent renovations and upgrades at EverBank Field 

Weaknesses: 

• The second-smallest market size in the league 

• Horrible on-the-field performance record 

• 2012 Heisman Trophy-winning quarterback Johnny Manziel wanted to 

avoid being drafted to the Jaguars because they were so bad, according to 

Fox Sports 

• Lowering ticket prices to attract fans, which still isn’t working 

o Ticket prices have seen a 17.4% decrease just since September 

(Epitropoulos, 2014) 
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• Average home game attendance in 2012 was 64,984, but fell to 59,940 in 

2013 

• Khan often buys remaining tickets and covers seats with tarps at EverBank 

Field to avoid local television blackouts 

o The team enticed people to buy tickets by offering them two free 

beers during the September 25, 2013 game 

• The team’s fans are mostly concentrated around Jacksonville; losing fans 

to Tampa Bay Buccaneers and Miami Dolphins in outlying cities 

• Tied with the Tennessee Titans as the least-favorite teams in the country 

• Rumors the Jaguars should/will relocate 

Opportunities: 

• New uniforms and logo 

• Upgraded EverBank Field 

• March 2015 pinpointed as a big free agent year (O'Halloran, 2014) 

• Organization is considering playing more home games in London when 

the current contract expires in 2016 

• Jacksonville city officials often visit London to promote tourism and bring 

businesses to the area 

• Potential to offer a more one-on-one relationship with the fan base through 

social media and events 

• Encourage athletes and coaches to spend time in the community, 

especially in areas where fans are not really sure who to root for 
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• New advertising, marketing contract with On Jacksonville Inc. signed in 

December 2013 (Dixon, 2013) 

• Spend more money to entice better skilled athletes 

Threats: 

• Upsetting the local fan base with all the resources being spent overseas 

• Fans may “jump ship” because of performances and root for another team 

• Lack of positive media exposure 

• Number of seats and merchandise sold may continue to diminish 

• Facing the challenge of losing players to better teams 

• Young athletes may do whatever it takes to avoid the team 

• Sponsors may drop the organization because of awful performance 

The Challenges 

After nearly 20 years, the Jacksonville Jaguars face monstrous challenges. The 

organization cannot just disintegrate. The management team will need to consider 

whether it wants the team to stay in Florida or move to a new market, like England. If the 

leaders want the brand to stick around Jacksonville, they will need to find ways to stay 

relevant, improve operations, and ultimately increase the number of fans willing to open 

their wallets. When the franchise was announced in 1995, NFL Commissioner Paul 

Tagliabue said, “Jacksonville is a hotbed of football interest, the Southeast is one of the 

fastest growing regions in the country, and this will be the only game in town” (Stellino, 

2013). The Florida Times-Union reports the novelty excitement only lasted the first five 

seasons before the team started losing the majority of its games. A useful concept to 



JACKSONVILLE JAGUARS BRAND BLUEPRINT 15 

ensure branding objectives and goals are accomplished is SMART: specific, measurable, 

actionable, realistic, and timely. 

Specific: 

• The Jacksonville Jaguars need to focus on delivering better performances, 

selling tickets, strengthening support within the market, and trying to 

attract people to the franchise from outside of the market. When the team 

starts winning games, morale will increase both on and off the field. 

People will be encouraged to buy tickets in support, and casual consumers 

will want to jump on the bandwagon. This is a team effort: the 

organization’s leaders, coaches, players, fans, community, media, etc. The 

franchise should want Sunday games to be the event everyone looks 

forward to attending/watching all week. 

Measurable: 

• The franchise wants to see more W’s on the scoreboard. The team should 

win at least three of the four pre-season games. The team needs to win five 

of the eight scheduled home games, including the appearance in the NFL 

International Series. The team needs to win four out of the eight scheduled 

away games. By mid-season, the organization needs to have at least four 

wins under its belt. As the season progresses, the team should be putting 

more points on the board, and there should be a clear separation between a 

game’s winner and loser. The season should end with at least seven wins. 

The organization wants season ticket buyers to fill 55,000 seats at 

EverBank Field. The goal is to get a 90% renewal rate from existing 
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season ticket holders, while trying to attract back 65% of previous season 

ticket holders. Management would like each home game to be either sold 

out or 90% at capacity – that is a little more than 61,000 spectators. 

Actionable: 

• The organization’s performance standards will be accomplished by 

ensuring the best coaching staff is working with the athletes. The coaches 

should have the best available equipment, technology, and facilities to 

ensure they are able to do their jobs without any distractions. The 

franchise should have an open-door policy. The marketing team will step 

up its game to make sure word is getting out through the media that the 

team is heading toward victories, as well as, set up more community 

relations events. The franchise needs to give fans a reason to come out to 

the games and rally behind the team. 

Realistic: 

• The goals may be considered a little lofty, but who wants to turn down a 

challenge? After all, football is all about trying to finish as a winner! Plus, 

the franchise has already hit rock bottom and can only go up from this 

point. The program has the ability to do a 360-degree turnaround in the 

2015 season and reverse the path the franchise is currently heading down. 

The team owes it to the fans to make sweeping changes to give them a 

reason to look forward to the future. 

Timely: 
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• The organization leaders need to start working on their game plan now to 

make this transition successful. The marketing team can start planning a 

new campaign focused on the changes that will happen. Someone will 

need to be appointed to act as a representative with the media during this 

transition. Until the ball really gets rolling this winter, the organization 

should stay focused on the current season and encourage the team to win a 

couple games. The franchise should continue to look for innovative ways 

to get fans to buy tickets and listen to why some demographics do not 

want to watch the team. This is a great opportunity to really get a sense of 

who the fans are, what they want, and what they expect. 

Branding Strategies 

 The Jacksonville Jaguars franchise is not leaving the North Florida area anytime 

soon, so it is time to put all the speculation to rest. The organization will need to launch a 

rebranding campaign titled “Welcome Home, Jaxons.” This phrase carries several 

different meanings with the goal of cultivating the community and creating a new sense 

of togetherness. The players and coaches have already built strong personal relationships 

with one another. The team should now invite the community to become a part of the 

“family.” The family is based in Jacksonville, and EverBank Field will be considered 

“home.” More details on the overhaul: 

• Fire head coach Gus Bradley. Spend some real money on a quality coach 

who can hire skilled assistance coaches. The brand’s success depends on 

performance. 
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• The management team will need to allocate more money for players’ 

salaries. The team needs to negotiate a deal to entice a household-name 

athlete to play in Jacksonville. 

• Upgrade the practice facilities with state-of-the-art equipment, locker 

rooms, fields, etc. 

• Brag about EverBank Field! 

o The scoreboards are the largest in the world. 

o There are two wading pools in a cabana area. 

o Unusual stadium cuisine: lobster and fried chicken waffle rolls. 

• The stadium management will need to create a section where fans can get 

rowdy. Blow out all the seats and make it standing room only with a few 

bar tables and bartender. 

o The fans will vote on a name that will be unveiled during a game. 

• There should be a section that has comfortable fabric chairs to resemble a 

living room; maybe a few sponsored recliners in the front row. 

• All pre-season games should be free, but a RSVP is required. This would 

be a great way to let everyone “try” the team and the stadium. 

• The seats in the upper section need to be the same price as going to see a 

movie. 

o Payment plans should be offered. 

o Early bird buyers will get better deals. 

o Offer season ticket buyers two additional free tickets to any game 

of their choice to give to a friend. 
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o Offer family, college, and military discounts. 

• Offer a tailgating area that is family-friendly with the mascot and 

cheerleaders, bounce houses, free food, giveaways, etc. 

• Set up speaking engagements where the athletes meet with women, 

college students, and children - the folks not already invested in 

professional football. 

• Let the team walk through the parking lot into the stadium as fans line up 

and cheer for them. 

• The team has a new logo; so make sure all the fans have updated gear. A 

marketing professional will design a t-shirt with the new logo and they 

will be sold for $10. 

• Give out prizes at the gates for the first fans into EverBank Field. 

o Free hats 

o Movie tickets 

o Coupons for team merchandise 

• London will be considered the “vacation home.” Encourage fans from 

both sides of the pond to visit and attend games at both EverBank Field 

and Wembley Stadium. 

• The advertising campaign will feature the hit song “Who Says You Can't 

Go Home” by Bon Jovi, specifically the lines “Who says you can't go 

back, been all around the world and as a matter of fact” and “There's only 

one place left I want to go, who says you can't go home.” 

Communication Framework 
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 The Jacksonville Jaguars organization has two goals: (1) improve on-field 

performances and (2) increase fan loyalty. The communications team will take advantage 

of traditional and digital media to help spread the word. First, fans need to be aware the 

franchise is staying in North Florida. Second, the fan base needs to know this team is 

radically changing for the better. The team they have become so accustomed to is gone; it 

is time to start with a clean slate. They do not know this Jaguars team until they focus on 

the messages and experience the product for themselves. 

 The franchise hopes everyone is open to the fresh start. If someone had a bad 

experience at EverBank Field, hopefully they will forgive and forget. If someone had 

given up hope on the team, hopefully they believe in second chances. If someone thought 

coming to a game was a waste of their hard-earned money, hopefully they will be proven 

wrong. 

This branding campaign will make it easy for fans to welcome an improved 

experience. The Jaguars want to be the event no one wants to miss. When someone is 

asked what they are doing for the weekend, hopefully they say they are excited for the 

Jags to play. The team hopes everyone would rather enjoy his or her day at EverBank 

Field than at the mall, movie theater, or other sporting event. The Jaguars want to be the 

flagship team for Florida. The folks living in areas where markets intertwine, hopefully 

they will root for the Jags because they want to be part of the thrill. Fan should want to 

wear their team merchandise with pride. The franchise wants people to quickly realize 

they have the option to attend a professional football game for the same price as going to 

see a movie or out for dinner. 
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Hopefully die-hard, casual, and non- fans are convinced to buy tickets and watch 

the Jaguars play tough games and succeed. They are encouraged to take pictures and post 

to social media throughout the game to share their experiences. When they walk out with 

smiles and memories, hopefully they stop by the ticket office and select seats for the next 

game. Maybe they will bring a friend the next time. The merchandise shop will be open 

for people to stop in and buy their favorite player’s jersey. When they keep coming back 

time after time, they will realize buying season tickets makes perfect sense. They will 

want to continue purchasing season tickets because they live and breathe Jaguars football. 

The message the franchise wants to convey to the market is “Come see what has 

changed, you won’t be disappointed.” The whole point of the plan is to inform fans the 

team has undergone major changes, invite them to experience them, and hopefully keep 

coming back for more. The organization is putting a lot of effort into improving 

professional football in the North Florida area. Fans should at least give it a shot and see 

what all the hype is about. 

The team wants the stands to be filled with a diverse crowd: young, elderly, 

students, families, young professionals, locals, visitors, etc. The organization will offer a 

little something to entice different demographics. For example, it would be a great idea to 

have a breast cancer awareness game in October. Everyone would wear pink, women 

would be encouraged to receive a mammogram in a mobile doctor’s office, and free 

admission to breast cancer survivors who would be recognized during the event. 

Typically, targeting women results in her brining the entire family. When the franchise 

offers deals to college students, it increases the likelihood they will become fans and will 

continue coming back as they graduate, get their first jobs, start families, and raise kids. 
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The loyal fans in the United Kingdom will be invited to experience their favorite team 

play at home, while checking out all the other amazing opportunities available in 

Jacksonville. Businesses will be encouraged to bond with co-workers in luxury suites. 

The message will be communicated through television, newspaper, radio, social 

media, the web, mobile apps, etc. The primary focus will be through TV and social 

media. The team will work well with reporters to pass along information and preview the 

big changes, as players and coaches make their rounds doing interviews. The 

organization’s website and app will be updated with details as they develop. Social media 

will detail the progress and help excite fans. Every post will include #Jags. Social media 

will be incorporated into the voting of a name for the fan section and for “Fan of the 

Game” and “Player of the Game” segments. Good tickets or meet-and-greets could be 

given away in Facebook contests. It would be a good idea to select dedicated and excited 

fans from social media to get an inside look at the team’s practice to act as influential 

leaders. Videos will be posted on Facebook and Twitter with fan comments and 

interviews, which fans will want to share with their friends because they are featured. 
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Feb.	  
• Announcement	  made	  after	  Super	  Bowl	  
• Grant	  interviews	  to	  news	  outlets	  

Mar.	  
• Construction	  begins	  on	  stadium	  improvements	  
• Grant	  tours	  to	  media	  outlets	  
• New	  coaching	  staff	  hired	  

Apr.	  
• 2015	  Draft	  begins	  April	  30	  
• Share	  what	  players	  have	  been	  selected,	  what	  they'll	  bring	  to	  the	  team	  

May	  
• State	  of	  the	  Franchise	  annual	  news	  conference	  
• Host	  Q	  &	  A	  with	  players	  and	  coaches	  on	  social	  media	  

Jun.	  
• Athletes	  host	  week	  long	  camp	  for	  children	  
• Stadium	  improvements	  complete;	  offer	  tours	  to	  media	  

Jul.	  

• Start	  airing	  commercials	  about	  improvements	  and	  ticket	  sales	  
• Preseason	  ticket	  RSVP	  starts	  
• Meet-‐Your-‐Seats	  event;	  season	  tickets	  go	  on	  sale	  
• Training	  camp	  begins;	  invite	  fans	  to	  attend;	  give	  out	  free	  t-‐shirts	  
• Grant	  interviews	  to	  media	  

Aug.	  
• Regular	  season	  tickets	  go	  on	  sale	  
• Kickoff	  social	  media	  contests	  for	  fans	  
• Announce	  plans	  for	  new	  fan	  tailgating	  area	  
• Fan	  section	  naming	  contest	  begins	  

Sept.	  

• First	  regular	  season	  game	  
• Send	  coupons	  out	  to	  consumers	  
• Head	  coach's	  radio	  talk	  show	  premieres	  at	  local	  restaurant	  
• Fan	  section	  naming	  contest	  ends	  
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Costs to Implement Ideas 

The Jacksonville Jaguars will allocate $50 million to the rebranding effort. The 

money will be spent hiring a new coach and quality players, advertising/promotions, and 

stadium improvements. A total of $12.5 million each will be allocated to construction and 

player salaries, $17.5 million will be used to hire extraordinary coaches and buy the 

equipment they need to train the team, and $7.5 million will go toward public relations 

activities around the world. 

 

The communications team will closely monitor the rebranding strategy progress 

by keeping track of news stories and sales figures. When the initial announcement is 

made, there is hope the majority of news outlets in the United States will pick up the 

story. Since all pre-season games are going to be free admission, the franchise hopes 

tickets “sell out” within a couple hours of being made available, creating another news 

opportunity. The technology engineers will need to make sure the website can handle the 

abundance of traffic at these particular times. The organization wants season ticket 

buyers to fill 55,000 seats at EverBank Field. The goal is to get a 90% renewal rate from 

existing season ticket holders, while trying to attract back 65% of previous season ticket 

Coaching	  
35%	  

Players	  
25%	  

Advertising	  
15%	  

Construction	  
25%	  

Allocating	  $50	  Million	  
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holders. Management would like each home game to be either sold out or 90% at 

capacity – that is a little more than 61,000 spectators. The communications team will 

track how special promotions/giveaways affect sales. The team will have a very open 

relationship with the media to ensure it receives as much positive, free coverage as 

possible. The organization will use services like Social News Desk, HootSuite, Klout, 

and Google Analytics to monitor social media posts and web mentions. 

Conclusion 

The Jacksonville Jaguars franchise hopes support for the team reaches a new level 

when this rebranding strategy begins in early February. The process is not necessarily 

about trying to sellout every home game; it is about making the community proud of their 

team. No one wants to feel ashamed rooting for their favorite team; they should want to 

brag about it! The organization has a lot of work to do – an overnight success is simply 

not an option. The first step of this branding blueprint begins with continuing to 

encourage the current team to finish strong. If the franchise lets morale drop, it will be 

harder to build it back up. The next step is getting ready to fight. The competition to 

make a dollar is fiercer than ever. It is time to open the floodgates, saturate the market, 

and let football fans know the Jacksonville Jaguars team is on the path to become one of 

America’s success stories. 
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