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The Chicago Baseball Museum (ñCBMò) was founded by Dr. David 

Fletcher, and the CBM Foundation is a 501(c)(3) nonprofit charitable 

organization that collects, preserves, documents, researches, and 

interprets artifacts and events which are associated with the legacy, 

evolution and contemporary life of Chicago baseball. 

The Mascot Hall of Fame (ñMHOFò) was founded by David 

Raymond, the original Phillie Phanatic. The mission of the MHOF is 

to honor great mascot performers,  performances, and programs that 

have inspired traditions and positively affected their communities. 

Each year mascots and mascot performers are elected to the Mascot 

Hall of Fame and inducted to celebrate their achievements. 
 

Mayor Joe Stahura and the City of Whiting, Indiana (ñCityò or 

ñWhitingò) engaged separately with the CBM and the MHOF in 2012 

to begin discussions of a permanent physical structure (or structures) 

for the organizations as part of the Whiting Lakefront project. 
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In 2013, the CBM and MHOF separately developed preliminary feasibility studies  

to assess the market potential for their proposed new permanent venues in 

Whiting. Key market/financial takeaways from the preliminary studies included: 

Å Greater Chicago MSA has more than 9 million people, however: 

o 2.5 million of those people live within a 30-minute drive of Whiting. 

o The majority of popular family attractions within Chicago MSA are 

located 30-35 minutes drive time from Whiting. 

Å Very few Halls of Fame/Sports Museums are consistently profitable. 

Å Most of these museums are non-profit organizations that rely on private 

memberships/donations and corporate sponsorship/fundraising as their 

primary sources of revenue. 

Å Other key revenue sources may include: special ceremonies & events, 

admissions, concessions/merchandise, government subsidies/grants. 

 

In 2014, Victus Advisors was engaged by the City to assess the 

operational feasibility of combining the CBM and MHOF into a single 

building, and to develop an implementation plan and timeline for 

moving this project forward while protecting the Cityôs financial and 

business interests.  



 

 

 

 

 

 

 

 

 

 

 

 

 

VICTUS ADVISORSô GOAL 
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ÅTo develop a turnkey business plan and implementation timeline 

for the successful design, development and operation of the 

CBM and MHOF in Whiting. Our comprehensive plan includes: 

   PART A - Implementation Plan: 

o detailed programming & facility recommendations 

o operating model, financial projections & funding approach 

o implementation plan & schedule/timeline 

   PART B ï Additional Planning Services: 

o economic & fiscal impact projections 

o branding & marketing plan  
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PROGRAM SUMMARIES 
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ÅThis section serves to summarize the most recent plans 

for programming at the Chicago Baseball Museum and 

the Mascot Hall of Fame: 

A) The Chicago Baseball Museum developed their plans 

independently over the last several years, and the most 

recent plans provided to us by the CBM and its partners 

have been summarized herein. 

B) Victus Advisors worked closely with the Mascot Hall of 

Fame to develop a program that represents the vision of 

itôs founder, David Raymond, and stays true to the fun 

and interactive nature of mascot entertainment. 



A) PROGRAM SUMMARY - CBM 
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Victus Advisors met with representatives of the Chicago Baseball 
Museum on February 27, 2014, to review their most current plans for 
programming and space usage at a permanent facility in Whiting.  

ÅProposed Museum Areas (14): 

o A - Chronology of American League 

o B - Chronology of the White Sox 

o C - Chronology of National League 

o D - Chronology of Chicago Cubs 

o E - First Family of Chicago Baseball 

o F - All-American Girls Professional 

Baseball League 

o G - Holtzman Library/Research Center 

o H - Negro League Baseball in Chicago 

o I - Broadcast Booth 

o J - Jack Brickhouse Exhibit 

o K - Chicago 16ôô Softball 

o L - Chicago MLB Firsts 

o M/N - White Sox & Cubs Legends 
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ÅPreliminary CBM Concepts Developed by RGLA: 
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ÅCBMôs Requested Space Requirements: 

CBM Areas Square Feet*

Exhibit Areas (A-N) 10,568

Interactive Baseball Experience Area 2,400

Traveling Exhibits 1,200

Virtual Batting/Pitching Cages 1,192

Gifts/Merchandise & Personalized Bats 900

Theatre with Bench Seating 600

Sports Medicine Classroom 600

Heliodisplay & Holavision Areas 500

TOTAL SPACE REQUEST: 17,960

*Note: Sorted by square feet, in descending order
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ÅNotes on CBMôs Requested Space Requirements: 

o The majority of the requested areas are likely to be exclusive to 

the CBM, although any Gift/Merchandise areas could be shared 

with the MHOF in a joint facility. 

o Several necessary areas have not been included in the CBMôs 

request and should be considered in the overall program, including 

but not limited to:  

Á Lobby / Entrance Area 

Á Concessions Stands / Dining Space 

Á Restroom Facilities 

Á Office/Administrative Space 

Á Storage Space 

Á Auditorium/Event Space, etc. 
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ÅPreliminary Cost Estimate for Design/Build of CBM Exhibits & 

Displays: 

o Total Cost*:  

$6M (low) to $9M (high), depending on ultimate quality of exhibits 

o Cost per Square Foot*:  

Approximately $335 (low) to $500 (high) per square foot, which 

includes design, construction, installation, FF&E, soft costs 

o Note: The CBM has not yet begun fundraising efforts for initial 

start-up costs (which would include, but may not be limited to, 

these exhibit/display costs) 

 

*Source: CBM/Echelon Design 
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ÅAdditional Comments Regarding the CBMôs Desired Program: 

o The CBM embraces the use of technology and has a focus on 

creating interactive exhibits that create a unique, customizable 

experience. Examples include: touch-screen monitors, visual 

effects such as Holavision and Heliodisplay, sports skill video 

games, animatronic technology, ballpark design software, etc. 

o Victus Advisors believes every effort should be made to create a 

museum environment that is ñadaptableò over time. Consumer 

demand is not static, even the best exhibits become stale to repeat 

viewers, and the CBM must be able to adapt to ever-changing 

regional competition for family entertainment dollars. 

o The integration of technology at the CBM should not limit the 

adaptability of exhibits, but rather it should be designed to enable 

the CBM to evolve by easily changing the look/feel of exhibits. 
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Victus Advisorsô team met several times in 2014 with representatives 
of the Mascot Hall of Fame to help them develop their ideal design 
and  programming elements for a new permanent home in Whiting. 

ÅVictus Advisors recognizes that David Raymondôs recommendations will need  

to be directed toward a professional designer. His vision is a two-pronged 

entertainment approach (exhibits + events) meant to inspire original and 

memorable MHOF interactions that will entertain, teach and enthuse children  

and their families using mascots and great mascot performances as the theme. 
 

ÅThe following program is intended to be a conceptual layout of what could be 

developed for the MHOF in Whiting.  This information will be useful when 

meeting with designers for the creation of specific display and architectural 

features of the proposed facility that will house the MHOF. 
 

ÅDesigning and developing the MHOF exhibits is beyond the capabilities of 

Raymond Entertainment Group (REG), and they have not engaged a design  

firm. The following program represents an ñimaginative descriptionò for the type 

of program that could allow the MHOF to sustain success in Whiting. 
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Lobby & Entrance 

 
Å Open design with natural light and bright primary colors.  

 

Å Music and sound will set the mood of a typical sports environment . 

 

Å Current dance/pop music will be mixed with sports environment background and crowd 

sound effects. 

 

Å The lobby area will contain giant action photos from the world of mascots. 

 

Å The lobby walls can also feature funny quotes and quips such as ñOld mascots never 
dieéthey just smell that wayò. 

 

Å Six foot mascot bobble heads will line both sides of the lobby and will serve as great 

photo opportunities. 

 

Å The entrance to the MHOF experience will be large life-size version of the MHOF logo 

which visitors will be able to walk through as they leave the lobby and enter the MHOF.   
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The Fur-itorium 
 

Å Multi-purpose theater space with modular or portable seating designed 

to accommodate 150 to 250 people.  

 

Å Permanent ñbleacher/benchò seating could be installed in and around 

the perimeter. 

 

Å Feature state of the art stage with lighting, sound, video production 

technology, retractable walls and mobile/digital connectivity. 

 

Å Mascot highlight film loop will be running continuously when not in 

active use.  

 

Å Production will feature the World Mascot News Network as a backdrop 

to introduce fun and interesting content about Mascots. 

 

Å Accent the walls and entrance of the Fur-itorium with actual mascot fur. 
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The History of Mascots 

 

Å Visitors walk into the MHOF and enter a walkway designated as The 

History of Mascots. 

 

Å This area will contain photos, artifacts and videos about how mascots 

became part of the fabric of sports in America.  

 

ÅñDid You Knowò large interactive touch screen program that will walk the 

visitors through an animated history of mascots. 

 

Å Introduce the Mascot Hall of Fameôs own spokes-character  who will join all 

of the visitors on the rest of their journey through the Mascot Hall of Fame. 
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The Science of Mascots 

 

Å This space will be designed as a larger than life experience to have visitors feel what it 

might be like to become a mascot performer. It will be fun and make visitors realize that 

mascot performers are challenged by extreme conditions and physical stresses that most 

people would never understand otherwise. 

 

Å The space would be dominated by a large walk-through display that looks like a mascot 

costume. Just like the Franklin Instituteôs iconic walk through a beating heart , visitors will 

get an ñinsideò view of what performing in costume is all about. 

 

Å Surrounding displays will include interactive exhibits that use mascot performance 

examples as a backdrop to learn about the science behind the comedy. 

 

Å This exhibit, and all of the components of the MHOF experience, will be designed to fit 

specific corporate sponsors whose brand message would enhance the exhibits. 
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Mascot Fun 

 

Å Combination of physical activities used in various indoor children activity 

attractions. Highly active area and will be designed to be the highlight of the 

Mascot Hall of Fame experience. 

 

ÅHigh flying ñSky Zoneò trampolines so that visitors can feel what it is like to launch 

off of mini tramps and dunk basketballs like NBA mascots. This activity space will 

feature videos of the greatest mascot dunking highlights from around the NBA. 

 

Å Visitors can test their aim in the MHOF T-Shooter stadium gallery. With their own 

C02 charged T-Shirt launching gun they will load and shoot their t-shirts at targets 

set up to look like crazy fans in the stands. Talley up scores and see if your record 

will hold up against your rival mascot shooters. 
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Mascot Fun (contôd) 
 
Å Explore the Mascot Tunnel Zone testing the strength and dexterity of children while 

challenging them to explore and have fun in this classic play area. This will feature mascot 

themes with walk through mascot heads and giant mascot shoes. 

 

Å Dress Like a Mascot é Walk into a virtual mascot closet where you have the chance to 

dress in your favorite mascot clothes. Capture your image dressed in mascot gear in front 

of the onsite camera. Those pictures are immediately posted on the giant mirror like 

screen for your parents and family to see, and parents can also upload the images to their 

social/digital media pages (Facebook, Instagram, etc.).  

 

Å Design Your Own Mascot... Add big eyes, antenna and funny ears or whatever else you 

think will make your design special. Make your mascot big and fat or short and skinny. 

Once you are finished post your design up on the interactive mascot design board for 

everyone to see (as well as on social media) and compare your mascot with the other 

mascot designers in the room. 
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The Hall of Mascots 
 

Å Seriously honor the best mascots in the history of sports and entertainment. 

They have been inducted because they are great entertainers, are loved by 

their fans, and have done countless good deeds for their communities. 

 

Å Interactive touch screen displays for each inductee... While the display is not 

being engaged there will be a 3D bust of the mascot inductee slowly spinning 

around on the interactive screen. When touched, visitors are led to a menu of 

choices that will include highlight videos, statistics, testimonials, media 

coverage and community good initiative. 
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Ongoing Entertainment/Event Programming 

Å In addition to the Design Elements that will be fundamental to the 

MHOFôs success, regularly scheduled programming will provide not 

only entertainment, media exposure, visitor traffic and economic benefit, 

but also this programming approach will generate recurring revenue. 

 

Å The chart on the following page identifies various events throughout the 

year on an annual, bi-annual, monthly, weekly and daily basis: 
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Proposed Event/Entertainment Schedule 

 

 

 

 

 

 

 

 

 

 

 
 

Up to 50 MHOF Events per Year 
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described 



PROGRAM SUMMARY - MHOF 

26 

ÅMHOFôs Requested Space Requirements: 

MHOF Areas Square Feet*

Science of Mascots 5,000

Fur-itorium 3,000

Mascot Fun 2,000

Hall of Mascots 1,250

History of Mascots 1,000

TOTAL SPACE REQUEST**: 12,250

* Sorted by square feet, in descending order

** Please Note: Does not included shared spaces, such as main lobby,

   concessions/f&b, gift shop, restrooms, administrative, storage, etc.
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ÅNotes on MHOF Design and Programming Elements: 

o David Raymond represents the ñimaginative and creative forceò behind the 

MHOF. His inspiration will need to be combined with the skills of a 

professional designer to create an interactive and memorable space. 

o The majority of the listed areas are likely to be exclusive to the MHOF, 

although the Fur-itorium is certainly a ñflexible spaceò that can also be used 

for CBM special events, as well as for third-party events such as meetings, 

banquets, parties, etc., that could generate additional operating revenue. 

o An estimated design budget has not been provided by REG, but by industry 

standards we would estimate $2M (low) to $4M (high) depending on quality 

and technology of each element. 

o Several necessary areas will need to be developed for joint use, such as: 

Lobby/Entrance Area, Concessions/Dining Space, Restroom Facilities, 

Office/Administrative Space, Storage Space, Merchandise/Gift Shop, etc. 
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To maximize success, the ñWhiting Entertainment Centerò 

(WEC) needs to be designed, developed, collectively 

managed and operated in a manner that optimizes the use by 

the Mascot Hall of Fame, the Chicago Baseball Museum, as 

well as various community-based needs.  

 
Therefore, we are recommending the following structure :  

ü  509 (a)(3) qualified not-for-profit 

 

ü  WEC managed by a board of qualified, invested members 

 

ü  Supported by a broad-based Community Council 

 

ü  Appeals to foundations, corporate sponsors, educators 
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WHITING ENTERTAINMENT 

CENTER, LLC 
(Target 10-14 board members) 

Chicago Baseball  

Museum 
(2 board members) 

City of Whiting, IN 

Mayor Appointees 
(6-8 board members- 

Must be majority) 

Community, Regional 

Stakeholders & 

Naming Partners 
(3-4 board members- 

May overlap City appointees) 

Mascot Hall of 

Fame 
(2 board members) 

Regional Use  

of WEC 

Sublicense  

Rights to use 

WEC by CBM 

Sublicense  

Rights to use  

WEC by MHOF 

Council of 

Supporters  
(Target 50 People) 

2 3 4 5 

1 
6 

7 8 9 
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Å The actual day-to-day operations of the WEC would be executed 

by one operating entity with a Joint Development and Operating 

Plan. 

 

Å The WEC entity would be operated by a dedicated, full-time, 

administrative staff and led by an experienced Executive 

Director. 

 

Å WEC Executive Director would report to a Board of Directors: 

representatives from the City of Whiting, Chicago Baseball 

Museum, Mascot Hall of Fame and various other stakeholders. 

  

Å This single WEC operating entity would be responsible for 

developing and executing combined strategic plans from the City, 

CBM and MHOF to ensure long-term financial sustainability.  
 

JOINT OPERATING PLAN SUMMARY 
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  Å  Suggested staffing model for the WEC: 
  

INITIAL HIRE: 

o Executive Director - full-time, hired by WEC Board (2-3 years): 

 

9-12 MONTHS PRIOR TO OPENING: 

o Director of Corporate Development ï full-time focus on fundraising & 

corporate sponsorship/relations -  hired by Executive Director 

o Director of Sales & Marketing ï full-time focus on regional marketing, 

membership and ticket sales/group sales ï hired by Executive Director 

o Director of Operations ï  full-time employee that is responsible for staff, 

ticketing, retail shops, concessions, exhibits, etc. - hired by Exec. Director 
 

FOR OPENING & ONGOING OPERATIONS: 

o Hourly employees ï gift shop, concessions, docents, event staff, etc. 

o Volunteer program and seasonal internships 
o Certain administrative functions can be shared by existing City services 

WEC STAFFING MODEL 
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  Å The WEC Administrative Staff will be responsible for the following: 
  

o WEC strategic planning activities, including pre-construction, pre-opening and on-going 

 operational planning 

 

o The active engagement of Board of Directors and relevant stakeholders 

 

o Combining  goals and needs of the CBM, MHOF and City into a single operation 

 

o Developing a single operating pro-forma approved by the WEC Board of Directors 

 

o Developing an effective membership, fundraising and corporate development plan and 

 establishing relationships with the sponsors and donors. 

 

o Executing a comprehensive marketing and promotional plan utilizing traditional, digital 

 and social media 

 

o Aggressively marketing group and individual ticket sales programs 

 

o Autonomously managing the WEC within the confines of an approved budget 

 

o Execution of all special events and programs 
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  Å  As landlord, the City could be responsible for the following: 
  

o We are aware that the City does not wish to commit ongoing funds or future 

revenue streams to the operations of the facility, howeveré 

 

o In its role as landlord, the City may be able to lessen the ongoing operating 

burden of the WEC by providing certain existing City services/functions to 

the WEC, such as: 

 

Á Human Resources 

Á Finance/Accounting 

Á Security 

Á Janitorial 

Á Maintenance 

 

o This ñshared servicesò approach could generate several hundreds of 

thousands of dollars in cost savings on an annual basis for the WEC, and 

greatly reduce the risk of needing to subsidize an annual operating gap. 

CITY RESPONSIBILITIES 
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Victus Advisors Estimate of 

Square Footage  

for the Whiting  

Entertainment Center* 

* Note: The allocation of 
space between CBM and 
MHOF is based upon each 
of their space requests. 


