








Achieving Greatness through Partnership

Our Sponsors. Over the past five seasons we have partnered with many leading businesses in the Eugene/Springfield Community. We 
pride ourselves on these partnerships, and we are continuing to develop new methods to benefit our sponsors. This season, we have 
developed many new techniques to ensure the satisfaction of our sponsors, as well as measurement tools to evaluate the success of each 
sponsorship.
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Generate Impressions
and Economic Impact

Exposure through Activity. In 2010, the Generals continued bringing 
new impressions through direct exposure, media outlets, community 
events, and other business activities. Expanding into large banquet events 
at games and hosting the league meeting, and officials development camp 
the past two seasons, the Generals have become an economic engine 
for Lane County even during the recession. Over five years, the Generals 
have provided an estimated $3,000,000 million in economic stimulus to 
the local economy via over $1,400,000 million in direct expenditure.

Direct Attendance

Business Partnership

Media Exposure

Community
Events
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Direct Attendance
By the Numbers.  In addition to direct attendance at its games, the 
Generals have additional activities, such as tryout camps and out of town 
visitors, that generate visitations to the facility and contribute greatly to the 
local economy through hotel stays, restaurant visits, store visits and trips to 
the mountains and the coast. 

Activity Roomnights Addn’l Est Economic Impact
2005 Main Tryout Camp 210 8 $125,786
2005 Game Attendance 131 55 $107,322
2005 Visitors 47 8 $31,735
2006 Main Tryout Camp 222 9 $133,287
2006 Game Attendance 142 57 $114,823
2006 Visitors 60 10 $40,390
2007 Main Tryout Camp 208 8 $124,632
2007 Game Attendance 141 56 $113,669
2007 Visitors 59 12 $40,967
2008 Main Tryout Camp 216 10 $130,402
2008 Game Attendance 146 60 $118,862
2008 Visitors 81 12 $53,661
2009 Main Tryout Camp 221 15 $136,172
2009 Game Attendance 151 65 $124,632
2009 Visitors 96 15 $64,047

*Roomnights based on recorded overnight stays. Addn’l Est. based on polling data and out of town 
opponent’s fan base. Economic Impact based on multiplier supplied by CVALCO.

Estimated total Economic Impact 
Generated by Direct Activites.........................................$1,460,387
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Business Partnership
Local Vendors.  The Generals continue their value of spending local 
dollars locally. In 2010, the Generals continued to grow its partnership 
with local and National businesses.

KVAL Oregon Coachways Needleworks

Comcast KUGN Red Lion Inn

Valley River Inn Quality Inn & Suites Shilo Inn & Suites

Clear Channel Outfitters Lane Events Center

Bi-Mart Oakway Fitness Coaches Athletic

Harrow Sports Red Robin Big Town Hero

American Eagle 
Security Apple Bees Auto Trim & Signs

Beehive Rental Best Buy Central Print and 
Repograhics

COSTCO Fred Meyer Guitar Center

Staples Outback Steakhouse Pizza Pipeline

Play It Again Sports Radio Shack Shawmed Inc.

Stafford Video 
Production Starbucks Subway

T&A Supply Target Umpqua Bank

West 11th Cleaners ESPN Radio KZEL

Dutch Bros. Sports Clips Three Rivers Casino

Dr. David Lester, DDS Cascade Health 
Center
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Media Exposure 
Eyes on the prize.  In 2010, Generals media exposure grew 
substantially especially in areas of non-paid placement. The Generals saw 
direct news coverage more than double year over year.

•	 Radio (Ads and Appearances)....................................... est. 315
•	 Television (Ads and Appearances)................................... est. 23
•	 Newpapers (Ads and Articles)........................................ est. 110
•	 Magazines (Articles).................................................................4
•	 Direct Mail Campaign................................................................1
•	 EGHN (Live Video Broadcasts)..............................................55
•	 Televisions Shows (National)....................................................3
•	 Internet Site (Articles)............................715,000 est via Google
•	 Media Distribution (Posters, Schedules, Flyers)..............52,000	
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Community Events 

Philanthropy. The Generals furthered their investment in the 
community in 2010 providing direct dollars, time and expertise to a wide 
array of charities and organizations. Since it’s inception, the Generals 
have provided direct contributions to the following in excess of $35,000 
and over 2,500 man-hours:

•	 American Cancer Society
•	 Eugene Education Fund
•	 Lane Amateur Hockey Association
•	 Eugene Figure Skating Club
•	 Ronald McDonald House Charities
•	 Relief Nursery

Helping Hand. In addition to direct dollars, the Generals have provided 
direct assistance and logistical support to the following organizations.

•	 Eugene School District 4J
•	 Springfield Schools
•	 Bethel School District
•	 Lane Amateur Hockey Association
•	 USA Hockey
•	 Food for Lane County
•	 Foster and Adoptive Association of Lane County
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Bringing the Intagibles 
Expertise.  The Generals continue their goal of providing logistical 
and developmental support of youth hockey efforts in Lane County. 
The Generals continue to attract some of the most experiences hockey 
professionals in the area.

•	 Flint Doungchak, Level 4 Coach (18 years coaching)
•	 Kenneth Evans, Level 4 Coach (11 years coaching)
•	 Jeremiah Miller, Level 4 Coach (5 years coaching)
•	 Chris Bilder, Level 4 Coach (1 years coaching)
•	 Chantelle Russel, Level 4 Coach (4 years coaching)

Education and Spirit.  Over the past five years, the Generals 
have presented in local schools on topics such as Alcohol and Drug 
Free Lifestyles and the Importance of Physical Fitness. To date, the 
Generals have made over 42 such presentations in various venues. This 
past season, the Generals expanded their Reading Program in local 
elementary schools.

The Generals also offer internships to students of local schools assisting 
in their develop of job skills. Many have moved onto highly coveted 
careers including ESPN.

Full-Circle Development.  This season, after completing a 4-year 
degree, two Generals alumni will return to the team this season. Brent 
Seidel returns to take on the role of Assistant Coach and Justin Kern will 
add to the Sales and Marketing efforts of the franchise.
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Planning the Future 
Growth.  Through the support of local events, continued media efforts, 
and the futher development of the product, the Generals will expect to 
grow it’s fan base by 30% (in-line with prior season growth) this season. It 
will also work with the local youth hockey association to provide coaching 
and player development support with the goals of increasing participation 
by 20%

Investment.  Our continued success is dependent on future 
investments and the Generals will strive to make improvements in the 
upcoming season including the development of an online store, improved 
merchandise selection, expansion of recruitng efforts, and the support of 
facility programs including youth hockey (via coaching development), and 
other skating enterprises. 

Experience.  By asking it’s fans, the Generals have determined that the 
game day experience needs to improve. The Generals will work with it’s 
partners in an effort to improve fan experience. Surveys have indicated 
the fan would like to see improvement in:

•	 Facility Sound
•	 Entertainment Experience
•	 Concessions Price Point and Qualtiy (Value)
•	 Facility Cleanliness
•	 Facility Outdoor Lighting and Security
•	 Facility Signage
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