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Market Population Low Mid High Low Mid High
Primary Resident 75,112              4.00% 5.00% 6.00% 3,004     3,756         4,507        
Secondary Resident 1,111,066          0.75% 1.25% 1.50% 8,333     13,888       16,666      
School Market (AMSD and Catholic 2013/14) 19,153              4.00% 6.00% 8.00% 766        1,149         1,532        
Total Resident Market 1,205,331          1.00% 1.56% 1.88% 12,104    18,793       22,705      
Tourists from Outside of Ontario 812,700             0.50% 1.00% 1.50% 4,064     8,127         12,191      
Totals 2,018,031          0.80% 1.33% 1.73% 16,167    26,920       34,895      

Nominal Attendance 16,000    27,000       35,000      

If Market Capture Resulting Attendance
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Community Needs Assessment 
Canadian Baseball Hall of Fame and Museum 

Chapter 2 

As part of our planning and organizational development, The Canadian Baseball Hall of Fame and 
Museum decided it was time to think deeply about how we could add the greatest value to the lives 
of Canadians, people in baseball, in southern Ontario and those immediately in the St. Marys 
region, as well as visitors to Canada. We chose to begin this thinking by consulting broadly with 
people who are in touch with the needs of these target groups. 

We consulted a wide range of baseball people, community leaders, politicians, educators, and others. 
The interviews, and this summary, focus on how best to develop the new Hall of Fame and Museum 
Project (the expanded Museum, for short) in order to meet the needs and aspirations articulated by 
those we consulted. In general those interviewed see the expanded Museum as a potential partner in 
creating positive change. 

We used diverse methodologies to collect perspectives on the community’s needs and aspirations: 

Community Needs Interviews 

Canadian Baseball Hall of Fame and Museum Leadership Input - Policy Guidance 

Staff Experience 

Literature Review 

Demographic Market Profile (see Chapter 9) 

Best Practices 

This process also examined the major decisions we had already taken as an organization as well as 
some long standing planning assumptions.  

Respondents to this study are asking us to transform the Canadian Baseball Hall of Fame and 
Museum in a way that it can play a larger and more active role in the learning and economic 
development of the Town of St. Marys and the region. The baseball community are saying they 
want a bigger, better Canadian Baseball Hall of Fame to promote interest in baseball, to care for the 
important national baseball collection and archives, as a resource for baseball history and research, 
and to celebrate baseball’s contributions to culture. They also value the role of the CBHFM as a 
connector among baseball professionals and between professionals and fans. 

Many of the respondents are impatient for us to get on with these tasks, at the same time they 
appreciate that the opportunity to build the new Museum comes once, so they expect the result to be 
thoughtfully planned, taking the needs of stakeholders into account, and they want the result to have 
a high level of quality and appeal.



Canadian Baseball Hall of Fame and Museum: Strategic Master Plan 2-2 
 

Canadian Baseball Hall of Fame and Museum November 20, 2014 
White Oak Associates, Inc. with Bill Peters Consulting 

A logic model shows the process and the findings in this diagram: 

Canadian Baseball Hall of Fame and Museum, St. Marys, Ontario 

 
Table 2.1 

Source: Bill Peters Consulting with White Oak Associates, Inc. 

Summary of Community Needs 

As a result of this extensive process, we identified the following Needs and Aspirations: 

External Needs and Aspirations 

1. Canadian Baseball aspires to celebrate its achievements and get more people engaged with 
baseball. 

2. Canada and Ontario need a fit, healthy population. 
3. St. Marys wants to add to the quality of life to be attractive for visitors, residents, and 

businesses. 
4. Educators value a resource that helps them engage students with numeracy, literacy and 

physical education, and inspires then as self-motivated learners. 
5. Potential guests want a wonderful quality of life experience that goes beyond baseball. 
6. St. Marys needs greater opportunities for youth.  
7. The region seeks economic development. 
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Internal Needs and Aspirations 

1 The Canadian Baseball Hall of Fame and Museum needs components and programs that will 
address the external needs. 

2 Canadian Baseball Hall of Fame and Museum needs to build its organizational capabilities in 
order to meet the expressed needs. 

3 The CBHFM needs to maximize operating support, earned income, donations, and bequests. 

Canada and Ontario’s Needs and Aspirations 

Senior levels of government see the CBHFM as an agent for promoting healthy lifestyles thus 
reducing dependence on the health care system, as a tourism economic development partner, as 
an educational resource, and as a partner in job creation and workforce development. In addition 
to these specifics they value our overarching contributions to the quality of life in Ontario and in 
Canada. 

This statement by the Government of Ontario equally echoes the views of the Government of 
Canada: 

“Helping people stay healthy must be our primary goal and it requires partnership. As a government, 
we’re increasingly putting our efforts into promoting healthy habits and behaviors, supporting lifestyle 
changes and better management of chronic conditions. But to succeed, we need everyone to play an 
active role in their health care by participating in healthy living and wellness . . .”i 

Tourism economic development specialists, in our interviews, pointed to a lack of product, 
things for visitors to do and see in the Stratford, London, St. Marys region.  

Through summer jobs, internships and volunteer opportunities, we already play a role in 
workforce development and in that sometimes challenging hand-off from high school to more 
advanced training or higher education. We have the potential to do more. In addition, building 
our new Museum components on the site will create construction jobs and on-going jobs to 
operate the facilities. 

While everyone appreciates that we cannot do it alone, they understand we are a valued partner 
to senior levels of government and that we can play a larger role than we do today in addressing 
these and other needs. 

The Baseball Community’s Needs and Aspirations 

People in Canadian baseball, be they amateurs or professionals, tell us they need the Canadian 
Baseball Hall of Fame and Museum to: 

Be an even more active agent and partner with them in building a greater knowledge of, and 
interest in baseball among Canadians, than it is today 

Provide a quality, enduring, home for the artifacts that represent the great moments and the 
great people of the game 

Be a home for baseball that connects and celebrates baseball people across Canada. They 
want CBHFM to play a larger and stronger role for people from British Columbia to 
Newfoundland and Labrador than it does today. 
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The interviews showed that the number one wish of baseball people is for a Hall of Fame and 
Museum that brings to baseball the interest and respect consistent with the stature of the game 
in Canada and the stature of Canadians in the game world-wide. 

One respondent captured the feelings expressed by many in this quote: 

“Clearly we need to celebrate the success of Canadians in the game everywhere. We need to wear our 
flags on our sleeves and celebrate Canadian success. It is important that we be the keeper of the stories 
and ensure the objects that remind us of the stories are kept safe and celebrate Canadian achievement 
in the game.” 

Baseball people highly value the Induction event and, in parallel with the annual Baseball 
Canada dinner in Toronto, tell us it an important and essential part of Canadian Baseball. They 
love this event and want our Museum to have a new venue that expands our role and possibilities 
as a connector and convener among baseball people and between baseball people and the larger 
community. 

St. Marys’ and Regional Needs and Aspirations 

As museums are inherently rooted in the communities in which they are built, we need to devote 
particular attention to the Town of St. Marys’ needs, and the needs of the immediate region, as 
our new Museum is planned. The Town’s 2010 Community Strategic Plan identifies these factors 
in its SWOT analysis: 

Strengths 
Quality of Place 

Sense of Community 

Health Care Facilities 

Location and Access 

Recreation and Attractions 

Industrial Heritage 

Weaknesses 
Perceived Lack of Direction and Strategy 

Opportunities for Youth 

Availability of Serviced Industrial Land 

Lack of a Marketing and Promotion Strategy 

Attracting Skilled Workers 

Availability of Retail and Declining Downtown 

Opportunities 
Downtown Revitalization 

New Industries – the attraction of ICT and Green Economy industries 

The Hospital and Demand for Medical Services 

Youth-Oriented Programming 
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Creative and Cultural Assets 

Tourism Development 

Sustained Growth 

Threats 
Structural Shifts in the Provincial and National Economies

Lack of Unified Vision 

Demographic Polarization 

Source: Town of St. Marys Community Based Strategic Plan (February 2010) by millierdickinsonblais inc. (p 41) 

Town Goals That Might be Advanced by the Museum

The Community Based Strategic Plan then goes on to elaborate the following themes for the 
Town of St. Marys (relevant sections only): 

Theme One: The Protection of Community and Cultural Assets 

Goals of a caring + collaborative community and efficient + sustainable infrastructure. 

Theme Two: The Need to Encourage Sustainable Growth 

Cultural hub 

Relationships need to be developed with educational institutions to realize the potential of 
digital media and information and communications technology, as well as the green economy. 

Goal of a prosperous local economy. 

Theme Three: The Need to Develop a Stronger Local Retail Market 

Goal of a strong + vibrant downtown 

Theme Four: The Need to Enhance the Town’s Quality of Place 

Green spaces and public walkways contribute to the walkability of the community 

Integration of the waterfront with the downtown 

Goals of a caring + collaborative community and efficient + sustainable infrastructure. 

Source: Town of St. Marys Community Based Strategic Plan (February 2010) by millierdickinsonblais inc. (pp 42-43) 

The essence of the Town’s vision is captured in this snapshot: 

Goals 
1 A Collaborative and Caring Community 
2 A Prosperous Local Economy 
3 Efficient + Sustainable Infrastructure 
4 A Strong + Vibrant Downtown 
5 A Celebrated Community 

The expanded Museum can potentially play a role in all these.  
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St. Marys Cultural Plan 

The Town of St. Marys recognizes that it has the potential to build upon some unique historical 
and cultural resources to enhance the vibrancy of the community. It commissioned Lord 
Cultural Resources to assist it in developing a Municipal Cultural Plan. This Plan identifies these 
factors for the Town to consider: 

Cultural Infrastructure 
Flexibility and Multi-Purpose Engagement  

Social Amenities 

Designing and Programming for Maximum Accessibility 

Branding Strategy and Market Positioning 

“Green-Thinking” and Sustainable Practices 

Public art 

Community gardens 

St. Marys' Points of Pride 
People 

Small Town Charm 

Nature 

Architecture 

Sports and Recreation 

The CBHFM and St. Marys 

Interviewees for the Community Needs Assessment see that the Canadian Baseball Hall of Fame 
and Museum gives St. Marys a competitive advantage compared to other destination towns 
because the CBHFM is a unique, nationally significant attraction. They see it not only as a 
destination itself but adding to the combination of assets that St. Marys already has – so it is 
really St. Marys as a whole that becomes the destination attraction. 

The Community Needs Assessment report makes these observations: 

St. Marys aspires to add to its portfolio of valuable economic development assets. 

A new Hall of Fame and Museum is seen as a unique addition bringing Canada-wide and 
international presence. 

Adds to St. Marys reputation as a great place to raise a family 

St. Marys needs to draw tourists, increase tourist stays and encourage them to use local 
businesses. 

St. Marys needs venues and events that draw people – and attention - to the Town and to the 
region. 

St. Marys needs to retain businesses and be seen as a great place to locate a new business. 

St. Marys people want their CBHFM to be an important element of their community 
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Visible, accessible 

Attractive 

Quality reflective of a national resource 

A “must-see” versus “nice-to-see” destination. 

 
i Source: Ontario`s Action Plan for Health Care 
http://www.health.gov.on.ca/en/ms/ecfa/healthy_change/docs/rep_healthychange.pdf, page 7 
Accessed 2014 March 15 
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Audiences and Supporters 
Canadian Baseball Hall of Fame and Museum 

Chapter 4 

This chapter is a qualitative look at the needs and interests of the Canadian Baseball Hall of 
Fame and Museum's potential service constituencies. For a quantitative look at the tourist and 
resident markets, please refer to "Market Analysis," Chapter 9.  

We will expand the Museum to better serve our mission for our audiences and supporters. The 
mission, objectives and strategy all point to a very close and cooperative relationship with 
baseball’s and St. Marys' communities. Broadly, the Canadian Baseball Hall of Fame and 
Museum will serve and is likely to find support from the following major external revenue 
sectors: public funds, private funds, and personal spending. The first two are often considered 
support revenues and the last earned revenues. 

While it is challenging and fun to design museum buildings and fill them with exhibits, 
the real task is to create a long-term institution that will serve its community in 
numerous ways and that will be capable of operating as a sound business enterprise. The 
surest way to thrive as an institution is to provide value to our visitors, program participants and 
supporting partners over the years. A major interest for investors in capital campaigns for not-
for-profit institutions is increasingly the on-going health of the institution after opening. We 
will start the process by envisioning on-going relationships between the Canadian Baseball Hall 
of Fame and Museum and the constituencies we could serve. The goal for these relationships is 
to provide sufficient operating revenues to maintain and enhance the initial capital commitment 
to quality and vitality. 

Audiences and Supporters 

CBHFM’s Board provided the following policy guidance relevant to this chapter during the 
Board Workshop on July 10, 2014: 

There should be an about equal balance between visitors and program participants.  
About three quarters of the visitors should be tourists, with the rest residents. 
There should be an equal balance between general visitors and school/youth group visitors. 
About two thirds of the program participants should be tourists.  

Potential Revenue Sectors

There are potential revenue sources that we will consider in defining the offerings, services and 
operations of the Canadian Baseball Hall of Fame and Museum: 
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Principal Domains of Revenue and Support 
Canadian Baseball Hall of Fame and Museum 

 
Table 4.1 

Source: White Oak Associates 

Planning for the Museum starts by exploring the interests of each of these constituencies and 
identifying their convergent and common goals. No one of these groups can adequately support 
the vision of the Museum by itself, but together, these four revenue sources can make the new 
Museum a great success and an important part of baseball’s contribution to Canadian life and of 
St. Marys’s economic and educational infrastructure.  

Potential Sources of Operating Revenue

Visitor-Based Earned Revenues 
Admissions revenue from visitors 

Exhibitions (when total exhibit SF > 3,000 SF) 
Retail shop and food service revenues 
School System Fees (Parents and Parent Councils) 

Program-Based Earned Revenues 
Festival and event admission fees (if not free) 
Fees for school and youth group programs 
Pre-school/Discovery programs 
Fee-based programs (courses, clinics and workshops) 
Camps 
Ball field rentals 
Facility rentals 
Ceremonial, memorial and honorary induction events 
Memberships (discounts for programs and admissions) 
Grant-funded and subsidized programs, like after-school workshops and internships 
Brand licensing programs (future) 
Site leasing and franchise net income (future) 
Online baseball apps (future) 
Outreach programs (future) 
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Private Support-Based Revenues  
Endowment income (future) 
Annual campaign 
Higher levels of membership 
Corporate membership 
Corporate sponsorships 
Foundation and private agency grants 

Public Support-Based Revenues  
Town of St. Marys 
Perth County 
Ontario 
Federal 

These are potential direct revenues only and do not include the indirect economic benefit to the 
broader southwestern Ontario region. Retail businesses and other initiatives could spring up 
around the Museum - such as campgrounds, motels, restaurants, etc. The enhanced tax base 
generated by this development may convince local/county/regional/state governments to be 
supporters of the Canadian Baseball Hall of Fame and Museum and its initiatives. One way this 
link might be expressed is through destination marketing fees geared to tourists with the 
revenues from the tax helping to support the Museum's operation. Alternatively, many 
governments choose to support their museums out of the general tax base, versus a specific levy. 

The sections that follow look at the public audiences (visitors and program participants) and the 
community and support partners (public and private) that could be served by the Museum.  

Potential Public Audiences 

Visitors and Program Participants (Paying Audiences) 
It is useful to divide the public audiences who will directly pay for some of our community 
services into two broad service markets: visitors and program participants. Visitors are those who 
come to the Program & Visitor Centre and pay to visit its exhibits. Program participants are 
those who pay for the use of the Museum’s other services, like its baseball games and workshops. 

Visitors and program participants are also counted and categorized by the Museum’s new 
admissions and registration system. The ticketing system will report on visitor and program 
participant counts by cash register transactions, broken down into key program and visitor 
segments. 

Visitors, as defined, can exist only when there is an exhibition open that is large enough to justify 
staffing, admission and ticketing. This means that ticketed visitors exist only in summer mode or 
when the Program & Visitor Centre is filled mostly with exhibits. At other times admission will 
be by donation. 

Casuals: Free Walkers, Game Spectators and Event Attendees (Non-paying Audiences) 
Casuals come on site but do not have admission or registration transactions. They are free. 
Casuals might walk the Walk of Fame and Baseball Timeline Trails, watch a free ball game, and 
buy a baseball mug. They may also wander in to see the five exhibit niches off season, when the 
Program & Visitor Centre is open for other reasons.  
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The largest number of annual engagements with the Museum is likely to be casuals drawn to the 
permeable 32 acre site, which could be a free amenity with activities and attractions. An active 
schedule of events and special outdoor programs should also draw community groups to the site. 
While some of these programs may well have free admission, there will be opportunities for 
CBHFM to earn revenue if casuals can be interested in using the food services, gift shop, and 
possibly the ticketed areas of the Program & Visitor Centre, converting them to visitors.  

There are many different types of audiences and different ways of categorizing them. This 
section looks at such distinctions as where the visitors live, how often they come to the Museum, 
whether they come in families, dates or school groups, and their connections to baseball and St. 
Marys. Each of these ways of looking at the potential audiences provides important perspectives 
for our planning team to incorporate into the Museum’s evolving program.  

Looking at Audiences by Location of Residence 

The foundational way of looking at the market is through geographic zones radiating outward 
from the Canadian Baseball Hall of Fame and Museum’s Water Street site. After opening, the 
actual capture ratio of the resident populations in these zones can be quantified and analyzed 
through postal code tracking of visitors.  

This way of looking at the potential audiences is very helpful for developing attendance 
estimates, a key indicator for the Museum’s management and marketing efforts.  

“Market Analysis” (Chapter 9) looks at the market in this geographical sense, including 
considerable data on the resident and school population and tourists. The principal segments 
identified by this perspective are: 

Resident Primary Market: Prime market for the Museum’s Visitor & Program Centre, 
exhibits and programs, and Heritage Diamonds. Includes: 

Perth County  
Resident Secondary Market: Prime market for the Museum’s Heritage Diamonds and 
secondary market for the Visitor & Program Centre’s programs and exhibits. Includes: 

Huron County 
Middlesex County 
Oxford County 
Waterloo (regional municipality)  

School Market: Prime market for programs and guided tours. 

Avon Maitland School District in the Counties of Perth and Huron 
Catholic School District in the Counties of Perth and Huron.  

Other targeted school districts will include the Thames Valley Public School District (which 
includes London and reaches northeast almost to St. Marys) and the London Catholic School 
District. At somewhat greater distance, but still within a reasonable bus trip, are the Waterloo 
Region and Grand Erie School Districts, as well as Waterloo and Brant/Haldimand-Norfolk 
Catholic School Districts. Smaller numbers of children in the region attend French language 
schools or are home schooled. 
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Note that children will also visit in non-school youth groups, but the number is hard to quantify. 
These groups will come from the resident markets, and like school children, they might visit as a 
group plus with their families. 

Tourists and Daytrippers: 
Prime market for professional and amateur ballgames, national tournaments and the Visitor & 
Program Centre’s exhibits. 

Ontario Tourism District RTO4 (Regional Tourism Organization #4), which includes 
visitors to the counties of Huron, Perth, Waterloo and Wellington. Tourists are defined as 
travellers residing 40 km or farther from a site, or crossing a border into Ontario. They 
include daytrippers as well as overnight tourists. 

As the exhibitions and tournaments offered in the Program & Visitor Centre and Heritage 
Diamonds are intended primarily to attract and serve tourists, considerable attention in the next 
planning phases should be given to who these travelers are and to their interests. What is the 
seasonality of use? What is the ratio of day to overnight visitors? The ratio of people travelling 
in cars versus campers? How many visitors are traveling with their young children? The answers 
to these and other questions should guide the shape of the Museum’s components. 

The Town of St. Marys Municipal Cultural Plan completed by Lord Cultural Resources (January 
28, 2013) offers the following insights on regional tourists:  

“Generally, the cultural participant: 
Has limited leisure time 
Is aging
Has an abundance of leisure activities to choose from 
Identifies with increasingly niche cultural tastes and seeks to actively contribute content 
Seeks a meaningful and multi-tiered cultural experience 
Pursues social opportunities through culture 

Traits of the Cultural Tourist 
Frequent short trips
"Total visitor experience" 
A Personal Experience 
Travellers are increasingly world-conscious 
Cultural and heritage tourism increasingly includes cultural landscapes and townscapes 
Blockbusters and special events are major attractions
City-as-Stage 
Most likely to visit museums, historic sites and monuments:  For cultural tourists, these 
attractions are must-sees   
Higher propensity to "explore" 
Concerned about environmental, economic and cultural sustainability 
Seeks high-impact. Time-specific cultural events.” 
Source: The Town of St. Marys Municipal Cultural Plan completed by Lord Cultural Resources - January 28, 2013  
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Looking at Audiences by Familiarity with the Museum Visit 

Many museums with permanent exhibits are unable to attract visitors more than once. In order 
to attract repeat visits from residents, the Program & Visitor Centre and its programming have 
to change yearly.  

First Time Visitors need to be oriented to the Museum as a whole before addressing the 
individual components. First time visitors, especially tourists drawn to baseball’s history, 
come with basic expectations, derived largely from images and stories they already associate 
with halls of fame. We will always have some exhibits that meet the needs of these first time 
visitors. Everyone who visits the first time is visiting without prior knowledge of the 
Museum’s components.  
Returning Visitors: When the local resident or nearby daytripper returns for a second time, 
the relationship evolves into something different. The returning visitor will know more about 
what to look for and will start to identify aspects of the Museum that reward a second visit. 
To attract return visitors in the summer, the expanded institution is going to need to create a 
vibrant, exciting environment that offers substantially new exhibition content each season. 

Looking at Audiences by Their Connections to Baseball and St. Marys 

1 Cultural and outdoor tourists: Tourism is a significant industry in the region, and St. 
Marys has the potential to play a larger role by leveraging the Museum as both an attraction 
and as a symbol and identity platform. Stratford is the main draw in southwestern Ontario, a 
region defined as RTO4, and Shakespeare and Stratford are synonymous for tourists. 
Cooperstown, NY, the home of the National Baseball Hall of Fame and Museum, is 
synonymous with baseball in America. Such identifiers are draws, even if the tourists never 
step inside the theatres or museums. While sending clear messages to distant tourists, such 
identifiers allow for a richer diversity of character nearby; Stratford is also the home of the 
annual Ontario Pork Congress. St. Marys has the potential of symbolizing Canadian Baseball 
and continuing its Victorian heritage identity because baseball’s roots in the region are 
Victorian. 

Cultural and outdoor tourists (see profiles in Chapter 9) in RT04 are interested in outdoor 
activities, and the Museum and St. Marys have strong assets in this regard. The Quarry is the 
largest in Canada, the trail system has significant potential, the Museum’s 32-acre site and 
ball fields can deliver excellent outdoor experiences for outdoor tourists, and the new 
Program & Visitor Centre can offer cultural experiences. The Gap Analysis (Chapter 9) lists 
more sports facilities (6) in St. Marys than in any other town within 60 km.  

2 Regional Residents: People living within a reasonable drive from the Museum have the 
potential to return to the Museum with a frequency that increases as their residences get 
closer. Some people living two hours away might come yearly to the Induction; some people 
living in London might come for picnics and pro/am games in the summer and then for a 
special lecture or film in the auditorium in the winter, and some people living in St. Marys 
might come every Tuesday morning for Yoga classes during the winter. 

Regional residents are also hosts to visiting friends and relatives with kids, and will behave 
like tourists the first time they visit and when their visiting friends or relatives are in town. 

3 Youth groups and schools: Regional schools during the winter and youth groups during the 
summer are important audiences for the Museum to serve with meaningful education. During 
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the school year, teachers will be interested in programs they can use to connect their students’ 
interests in baseball to curriculum topics. In the summer, youth camps and baseball leagues 
will want to train and play on the Heritage Diamonds. 

4 Baseball enthusiasts: Fans of baseball can be ardent and knowledgeable. Some will be drawn 
by the collection, but more will be drawn by games, by meeting professional players and by 
the opportunities to trade stories with other baseball fans. For baseball enthusiasts, the 
Museum is a pilgrimage site. They can visit the Museum in St. Marys and nationally on the 
web and social media. 

5 Walkers, joggers and exercisers: The Museum’s 32-acre site, its linkage to St. Marys’ trail 
system, and the Museum’s purpose to promote fitness can serve locals who make the 
Museum’s Story Trail and fields part of their exercise routine, as well as tourists who enjoy 
walking through new environments.  

Looking at Audiences by Component Use and Revenues 

Audiences by Potential Revenue 
Canadian Baseball Hall of Fame and Museum 

 Earned Support 
 Visitors Program 

Participants Casuals Levels of 
Govt. 

Baseball 
Community 

Local 
Donors 

Regional 
Orgs 

Cultural & 
outdoor tourists        

Regional 
Residents        

Youth Groups & 
Schools        

Baseball 
enthusiasts        

Walkers and 
joggers        

Table 4.2 
Source: Bill Peters Consulting and White Oak Associates 
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Audiences by Component Use 
Canadian Baseball Hall of Fame and Museum 

Program & Visitor 
Centre 

Walk of 
Fame and 
Baseball 
Timeline 

Trails 

Heritage Diamonds 

Exhibits Programs Programs Games 

Cultural & outdoor tourists      

Regional Residents      

Youth Groups & Schools      

Baseball enthusiasts      

Walkers and joggers      

Table 4.3 (Also Table 5.3) 
Source: Bill Peters Consulting and White Oak Associates 

Potential Visitors for Exhibitions (Paid Visitors) 

Visitors are a museum’s expected audience. Historically, CBHFM’s visitors have been a small 
fraction of its yearly audience totals, with program participants (games, clinics, induction events, 
etc.) accounting for most of the total. This Plan is designed to shift, but not reverse, this ratio.  

Looking at Visitors by Group Make-up: Key Visitor Segments 

Marilyn Hood, a researcher of family leisure time, has identified six concepts sought by most 
people in their leisure activities1:  

To have the opportunity to be with people (social interaction) 
To do something worthwhile  
To feel comfortable and at ease in one’s surroundings 
To have a challenge of new experiences  
To learn 
To participate actively in leisure events 

Research asking visitors why they came to a museum tends to focus on three prioritized factors, 
which are consistent with Hood’s findings: 

To have a good time with friends or family 
To experience something new 
To learn something new 

Variations of six key visitor segments occur in different priorities and account for different shares 
of total attendance at different types of museums. Adult groups, for instance, are far more 
common at history museums than they are at children’s museums.  

 
1  Marilyn Hood, Museum News, 1983. 
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The six key visitor segments reflect the major social groups for museums. A museum can use this 
framework to assess how its annual attendance falls into these sociocultural contexts. Five groups 
are social groups of two or more individuals and one addresses solo visitors.  

Social Context Framework: Key Visitor Segments 
Canadian Baseball Hall of Fame and Museum 

1. Adults Visiting with Children 
Small family groups 
Extended families 
Day-trip and tourist families 
Preschoolers and caregivers 

4. Young Adults 18-34 without Children 
Dating couples 
Groups of friends (18-34) 
College students 

2. Pre-K-12 School and Youth Groups 
Elementary school 
Middle school 
High school 
Day care groups 
Home schoolers 
Summer camps 

5. Teens 11-18 
After school teens 
Groups of friends 13-18 
Sports activities 
Special interest clubs (i.e. science or sports) 

3. Adults 34+ Visiting With Adults 
Couples without children 
Empty nesters 
Seniors 
Group tours 
Business conferences 
Tourists 

6. Solo Visitors 18-75+ 
Students on projects 
Singles 
Travelers 
Aficionados 

Table 4.4 
Source: White Oak Associates. 

Of these, the CBHFM Board prioritized the following segments during the Board Workshop on 
July 10, 2014: 

Prioritized Key Visitor Segments 
Canadian Baseball Hall of Fame and Museum 

1. Adults visiting with children (6-10 years-old)  

2. School and youth groups  

3. Solo visitors  

4. Adults 34+ visiting with adults  

5. Teens  

Table 4.5 
Source: CBHFM Board 

Potential Program Participants (Scheduled, fee/grant-based engagements) 

Program participants will be the primary constituencies for the following Canadian Baseball 
Hall of Fame and Museum components and elements (see Chapter 5 for descriptions): 

Program and Visitor Centre (Winter) 
Heritage Diamonds (Summer) 
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Online and Virtual Programs 
Function Rentals (Indoors in winter) 

Key Program Participant Segments 
Canadian Baseball Hall of Fame and Museum 

Brand Customer Segment 
Primary 

Residents 
Secondary & 
Day-Trippers 

Overnight 
Tourists 

Event Tourists    

Residents    

Baseball Players and Fans    

School and Youth Groups    

Baseball Enthusiasts  

Pre-schoolers    

Student Interns    

Table 4.6 
Source: White Oak Associates 

primary use; secondary use; = occasional use 

During the winter season, CBHFM’s Program & Visitor Centre will operate in program mode 
as a community-wide resource for residents and especially for school-group visits. School groups 
will have the opportunity to engage in the story of baseball through workshops that use the 
study collection.  

Key Program Participant Segments 

While there will be overlap between audiences for visits and audiences for programs – 
individuals who have been both visitors and program participants – the motivation, expectations 
and business transactions are different. Most significantly, programs are scheduled, whereas 
visits are not. Programs are often, but not always, offered by staff and contractors, and reserved 
in advance by participants. 

Event Tourists 
The Museum’s Induction Weekend is already a popular draw for event tourists from the region, 
and the Museum in partnership with the Town can explore additional programs with similar 
impact. Event tourists are interested in festive, fun, no-cost (though they spend on peripherals) 
outdoor events with some special features that are only there during the event, like celebrities, 
lots of antique cars, and key baseball games and tournaments. 

Resident Families, Empty Nesters and Seniors 
Households living within driving range are the main audience for the Museum’s fee-based 
indoor programs during the winter. They are interested in learning and fitness programs for 
their kids; adult education and exercise for themselves, creative workshops, book clubs, and 
social and cultural events for older adults. 

Baseball Players and Fans 
Players already use the Heritage Diamonds, and additional infrastructure and services can attract 
more players and handle tournaments that will also bring spectators. Tournaments with a wider 
geography will bring additional economic impact. When admission is charged, game spectators 
are counted as program participants; when free, they are counted as casuals. 
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School and Youth Groups, and their Teachers 
Schools, day-care centres, scout and church youth organizations and others are interested in 
field trips and bus tours that fit with their mission and curricular objectives. Youth groups are 
only available at certain times and many want programs that are integrated with school curricula 
- which suggest the need for seasonal programming. The majority of school group visits are 
from the third grade to ninth grade. The Museum will explore the need for teacher professional 
development 

Baseball Enthusiasts 
Fans of professional baseball nationally are interested in the history and stories of their teams 
and might sign up for the Museum’s virtual programs that engage them in chat forums, 
collection and photo crowdsourcing, and in following the baseball awards. 

Parents at-home with Pre-Schoolers and Day Care Centres 
Stay-at-home-parents or grandparents, and day-care centres with pre-school children look for 
educational and pleasant activities to do with their kids while older kids are in school.  

Student Interns and Volunteers: Coaches, Guides, Explainers and Tournament Assistants 
CBHFM's most active program participants are likely to be its interns and volunteers. Grant-
funded programs designed for at-risk youths will be appropriate for teen interns. 

High school and college students will be attracted to CBHFM's internships and volunteer 
programs, providing greater St. Marys with a safe and constructive social, entertainment and 
educational resource. 

Potential Casuals (free engagements) 

Casuals (open timing; no official engagement) 
1 Game spectators (when no admission is charged) 
2 Resident walkers and joggers 
3 Tourists and daytrippers walking the St. Marys Loop Trail 
4 Health and fitness program practitioners 

Virtual On-line and Social Media 
1 Baseball enthusiasts 
2 Baseball players (amateur league coordination)  

Potential Community Partners 

The Town of St. Marys 

Museums typically have a key partner whose support, actions and attitude tends to frame the 
attitude of all other partners engaged with the organization. In the case of the Canadian Baseball 
Hall of Fame and Museum, the key partner is the Town of St. Marys.  It has provided, in league 
with the St. Marys Cement Company, an amazing land grant, capital funding and operating 
support. It has actively engaged with the CBHFM and the Blue Jays to create an annual baseball 
festival for the whole Town at the time of the annual induction. The Town of St. Marys’ 
support sends a very strong message that the CBHFM has a good home and that it is indeed 
worthy of the support of other partners. The Museum also has the potential to partner with the 
Town on many of the themes and goals in the Town’s Master Plan (see Chapter 2), pending 
resources. 
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Provincial and Federal Agencies 

A well planned museum project provides an opportunity for senior levels of government to make 
targeted investments that advance the government’s and the agency’s strategies. These strategies 
may encompass wellness, training, workforce development, community development, heritage, 
and various aspects of economic development including tourism. Museum projects may be a 
particularly attractive investment because the results are enduring and, due to the involvement of 
other partners, the agency investment is leveraged by other funds and is only a small fraction of 
the total project cost. 

Tourism Agencies: 

Perth County Tourism Bureau 
Ontario Ministry of Tourism, Culture and Sport 

The Blue Jays 

The Toronto Blue Jays have long been supporters of the CBHFM and they are a vital partner. 
They benefit from the recognition and media attention that the CBHFM’s Induction brings to 
Major League Baseball, and they see the CBHFM as a partner in helping grow interest in 
baseball at all levels in Canada. An array of additional ways to expand the partnership are being 
explored, from working with the CBHFM to create an exhibit at Rogers Centre to having the 
CBHFM assist with the curatorial work and preservation of the Blue Jays’ own baseball 
collection. 

Baseball Canada 

Baseball Canada and the CBHFM already communicate frequently and see the benefits of 
working more closely together. The mutual objective is to expand interest in the sport and to 
ensure that Canadians in baseball are recognized in keeping with the role baseball plays in 
Canada and Canadian baseball plays in the world. As the two organizations expand their working 
relationship, the possibility of Baseball Canada hosting events, clinics and tournaments at the 
CBHFM’s fields will be explored. 

Softball Canada 

The formal Softball Canada organization sees softball as a distinctly different sport from 
baseball. However the CBHFM does have good softball fields and the two organizations may 
wish to explore how Softball Canada might use the CBHFM’s facilities for tournaments and 
events and otherwise work together to expand the recognition of softball as a popular Canadian 
and international sport. 

Schools 

Aside from lesson plans and field trips, schools can form partnerships with the Museum to 
accomplish the development of curriculum materials, teacher training and after-school 
programming that fit with both the mission and curricular objectives.  

High schools and regional colleges may see the CBHFM as offering opportunities for 
internships and work-study programs. 
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Social Agencies 

Collaborations between the Museum and local social agencies can expand the Museum’s specific 
funding base beyond donors supportive of baseball and of educational programs, or of economic 
development to audiences interested in leveraging baseball’s popularity to advance public health 
and fitness, teamwork skills, cultural competence and Canadian identity. In addition, such 
programs strengthen the Museum’s general appeal to the wider community.  

Museum experiences have proved exceptionally valuable for such groups as “at-risk” youth, 
hearing- and sight-impaired people, the elderly and recent immigrants. Designing such 
programs, while challenging, profoundly enriches the professional excellence of the Museum’s 
offerings. If a program will work with one of these groups, it will likely be even better – and 
more meaningful – to general audiences.  

Neighbourhood Civic, Religious, and Social Organizations  

The Museum can make its facilities available to many groups not ordinarily associated with 
baseball. Arts groups, schools, clubs, professional associations, evening training institutes, 
classes, and the like, are all potential partners in program development. 

Social Media, Broadcast and Print Media 

The media serving the region can provide the Museum with an obvious benefit – publicity. 
Making the community aware of the Museum and its offerings is an extremely difficult task, and 
promotional partnerships with radio and television stations, newspapers and magazines can make 
all of the difference. For instance, when the Museum begins to publicize its programming for 
families or courses for adults, etc., it may be possible to rely upon area media organizations to 
help promote such programs. 

Potential Supporters: Public and Private 

The Museum will be supported financially by both public and private supporters. Together, the 
Museum’s supporters will cover the majority of the operating budget in return for the Museum 
delivering the services described in this Plan. 

Potential Public Supporters  

Levels of Government 
Town of St Marys 
Perth County 
Other counties in the RT04 Region  
Ontario 
Canada 

Potential Private Supporters 

Donors will be regarded as "investors" in the Canadian Baseball Hall of Fame and Museum as 
their funds will be considered as investments establishing and maintaining important community 
services that are a part of the regional learning infrastructure. In particular, the popular culture 
museum will look for investors in the following areas: 

Baseball Community  
The Toronto Blue Jays and their supporters 
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Major League Baseball 
Inductees 
Players – professional and amateurs 
Sports vendors 
Sponsors 
Fans 
Collectors 
Foundations 

Local Donors
Community supporters 
Local businesses 
Board members 
Members 
Service clubs 
Individual legacy donors 

Regional organizations and initiatives (non-profit support) 
School support groups 
STEM workforce programs 
Intern support agencies 
Family agencies 
Youth programs 
Community and family foundations 
Regional economic development agencies 
Regional tourism initiatives 
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Collections Policy and Program 
Canadian Baseball Hall of Fame and Museum 

Chapter 6 

This section captures the main elements of our Collections Policy, which is part of the Canadian 
Baseball Hall of Fame and Museum’s Policy Manual. In addition, this section outlines our vision 
regarding digitization of our collection and the reuse of our existing museum building in St. 
Marys on Church Street as a Collections and Archives Centre. It describes how we will 
undertake a Collections Management Upgrade Project. This project will inventory our 
collection and archives in order to support exhibit and storage planning and take the necessary 
record keeping, conservation and preservation steps required by the important assets in our 
National Baseball Collection. 

How Collections Serve Needs  

We acquire, manage, and preserve objects that are significant in Canada’s baseball history and 
community. We collect objects purposefully to serve our ENDS; to tell the story of baseball in 
Canada and to advance our work in education, fostering respect, diversity, and the 
encouragement of healthy lifestyles. Our collections management activities support the 
Museum’s programming, exhibits and research. They are part of our public presentation and 
underlie our ability to be viewed as a professional organization that the community can trust. 
We will implement appropriate standards of museum practice regarding objects in our care, 
whether they are loaned to or owned by the Museum. 

Scope of Collections Statement 

Objects we collect can include Canadian baseball memorabilia, equipment and clothing, regalia 
of any type, photographs, personal documents, books and periodicals, and other articles or 
digital images and information that we determine to be of significance to the history of baseball 
in Canada. Our collection will be used for research, exhibition, programming, and otherwise 
sharing information with the public, to illustrate the history and development of baseball in 
Canada, the sporting careers of Inductees and outstanding athletes, as well as participants in and 
contributors to the sport of baseball in Canada and Canadians in baseball internationally.  

We will accept objects and accession them into our collections only if the following conditions 
and criteria are met: 

Represents baseball in Canada 

Represents a baseball event held in Canada 

Represents a Canadian athlete participating in baseball at an elite level 

Represents a Canadian who had a significant influence on baseball 

Related to an Inductee’s baseball career 
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Related to an event that an Inductee participated in 

Significant baseball history is attached to the object 

Relevant to current research, exhibition, or interpretation program activities 

Current condition of object is stable and safe for the museum environment 

Museum can provide proper care, conservation, storage, and security 

Related to the history of the Canadian Baseball Hall of Fame and Museum, which may also 
include partner or related organizations and associations. 

We strive to collect objects with solid provenance and accompanying documentation about the 
object’s history of use, significance and ownership. Recognizing the significant costs associated 
with the care of collections, we seek to negotiate object donations along with accompanying 
resources for the object’s care. 

We will strive to use documentation standards and software shared by peers in the museum 
community in order to increase the community’s overall digital collection. 

Ethical Standards 

As an organization we commit ourselves to meeting basic museum standards as set out by the 
museum community and related agencies such as the Ontario government. Our collections are 
held in the public trust in perpetuity and thus will not be sold to fundraise for the organization. 
Likewise, they will not be considered capital assets or listed as such on our financial statements. 

We will adhere to ethical behaviour in collection development (e.g. repatriation, human 
remains) and we will meet municipal, provincial and federal legislative requirements that have an 
impact on collecting activities (e.g. illicit materials) and that have an impact on collections 
management and documentation (e.g. firearms, hazardous materials). 

Our organization will not acquire objects in an illegal or unethical manner. We will likewise not 
acquire objects where legal ownership by the donor / seller, or the provenance of the object, 
cannot be substantiated or where there are other reasons to suspect the object may have been 
obtained illegally. 

Board, staff and volunteers will declare any existing conflicts of interest in their personal 
collecting activities. Board, staff and volunteers will refrain from actively collecting materials of a 
similar nature to the Museum’s collections while they are associated with the Museum. Under 
no circumstances should information obtained through association with the Museum be used for 
personal gain. 

Categories of Collections 

For the purposes of managing the care and use of the collection, we have established collections 
categories. As each category of collection has different needs and expectations for care, access, 
use, and record keeping, they may be stored in different areas of the Museum. An object should 
be easily identified as belonging to one of the categories; the object’s collections category will be 
part of its records. 
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We will hold three types of collections: 

Permanent Collection: These are the objects acquired with an expectation of permanence. 
Objects in the Permanent Collection can be loaned to other institutions, exhibited, and studied. 
They are stored, handled and cared for with the upmost of respect for museum standards for 
storage and display of collections, especially preventive conservation methods. Establishing and 
maintaining records for our Permanent Collection will be considered a high priority. 

Education Collection: These are the objects used in place of permanent collection objects to 
share the story of baseball with the public. They are used for learning and experience based 
programs where participants can touch or use the objects. The Education Collection is 
constituted of duplicates, damaged items, or objects lacking historical significance. When objects 
from the Permanent Collection are transferred to the Education Collection, this decision is 
approved by the Collections Committee and the reasons for the transfer are recorded. Objects 
can be actively acquired for the Education Collection if a strategic educational purpose is 
identified; donors should be made aware that the item is being acquired for the Education 
Collection and the nature of this collection and its care and use. Likewise, program participants 
handling objects from the Education Collection should be notified that the object is part of an 
Education Collection intended for handling. Participants should still be made aware of 
expectations for respectful handling and care. Objects in the Education Collection can be loaned 
to other institutions, exhibited, studied, and used for programs and other hands-on activities. 

Archival Collection: These are documents, audio or video materials, photographs, personal 
documents, and occasionally books and periodicals (especially when associated with personal 
records), that contain information about baseball in Canada. They can contain supplementary 
information on Canadian baseball teams, athletes, and events. These collections are maintained 
as reference material for research. They are made available to the public for research purposes 
under circumstances that provide appropriate security, care for the physical integrity of the item, 
and respecting ethical and legal obligations, in particular regarding privacy, intellectual property 
and copyright. They are acquired with an expectation of permanence and managed respecting 
standards of practice for archival collections. 

Collecting Plan 

We will acquire objects by donation whenever possible. When deemed appropriate by the 
Collections Committee with approval from the Board for costs beyond budgeted allowance, we 
may acquire objects by purchase. 

Priority for acquisition is given to objects that fill a gap in our storyline and our planned areas of 
collections development.  

In deciding to acquire an object, we will consider the resources required to acquire, assess, 
document, and preserve the object. We will also consider whether the object: 

Will support the mission of the Canadian Baseball Hall of Fame; 
Fits within the criteria established in Scope of Collections; 
Is a priority in alignment with the Museum’s collections development planning; 
Is in good condition and can be adequately cared for using the museum’s preventive 
conservation practices; and, 
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Is of a size and nature that it can be adequately stored and exhibited. 
The Collections Committee will consider objects for collection and they will be accepted only 
with approval from the Board. While under consideration, we will issue a Temporary Custody 
Receipt if the object is left at the Museum. 

We will issue tax receipts at a donor’s request, only after an appraisal to determine fair market 
value undertaken at the donor’s expense. Under no circumstances will a tax receipt be issued for 
items valued at $1000 or higher without an independent external appraisal.  

All donations are deemed to be unconditional gifts. Gift Agreements will be signed by the donor 
and an authorized museum representative giving us unqualified, legal ownership of the objects 
with no donor restrictions. When applicable, the Gift Agreement will also seek to ensure that 
copyright and other intellectual property rights are assigned to us. In any case rights that reside 
outside the Museum (e.g. artist’s moral rights) will be documented. 

Deaccessioning Strategy

As an organization, we approach deaccessioning decisions cautiously, respecting our role in 
holding collections in the public trust and with consideration for reputational issues and the 
maintenance of positive relationships within the community. Objects are deaccessioned and 
disposed of only with approval from the Board.  

We will consider objects for deaccessioning under any of the following circumstances: 

An object is no longer or has been minimally relevant to the mission and purpose of the 
Museum and does not support the collections development plan or exhibitions, 
programming, or research activities of the Museum. 

An object was acquired illegally or unethically and is being returned to the appropriate 
authority or party. 

An object has failed to retain its physical integrity or authenticity and cannot be properly 
preserved, stored, and used. 

An object has been damaged through an accident, disaster, deterioration, or vandalism and 
can no longer be properly preserved, stored, and used. 

An object is duplicated, redundant or over-represented in our collection. 

An object has been lost or stolen and must be deaccessioned for object records to accurately 
reflect the fact that the object is no longer in the collection. 

Priority will be given to ensuring that deaccessioned objects remain in the public domain. 
Disposal of deaccessioned objects will be made by one of the following means: 

Exchange with another museum or charitable institution. 

Donation to another museum or charitable institution. 

Sale to another museum or charitable institution. 

Sale at public auction outside the Museum’s immediate location. 

Objects that are damaged beyond repair or that constitute a health or safety risk can be 
recycled or destroyed. If they contain hazardous materials they should be surrendered to an 
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authority or agency qualified to dispose of them. In both of these cases, the object should be 
destroyed or given up in front of witnesses. 

We will not return deaccessioned objects to the donor. Museum board members, staff and 
volunteers may not purchase items deaccessioned from the collection, even at public auction. 

We will use the funds obtained through the sale of deaccessioned objects at public auction to 
support collections care and development. We will not sell objects that belong in the collection 
to raise funds for other purposes. 

Loans and Shared Uses of Collections  

Museums frequently loan objects to each other for educational, scholarly or exhibition purposes. 
In doing so they negotiate loan agreements which establish, among other things, the term of the 
loan, conditions under which the object will be kept as well as risk management provisions 
including insurance. Our Collections Policy considers incoming objects, outgoing objects and 
objects in custody. 

Outgoing Loans 

We will consider loan requests from similar organizations (such as galleries, heritage 
institutions, universities, and other museums) which have the capability of meeting museum 
standard conditions for the care, handling and documentation of objects. 

We will loan objects only if they are in stable condition and will not be harmed by transport or 
the conditions under which they will be exhibited or stored at the borrowing institution. 

Organizations will be considered qualified to borrow objects from us in the following 
circumstances: 

Loaned objects will be used solely for educational, scholarly, or exhibition purposes. 

The purposes identified by the borrowing institution for the loan do not compromise the 
mission or reputation of the Canadian Baseball Hall of Fame. 

The borrower demonstrates that it will provide an exhibit space which has adequate 
environmental controls and security. 

The borrower demonstrates that the object will only be handled by trained staff members 
using standard preventive conservation methods. 

The borrower insures the object for the value assigned to that object and submits a certificate 
of insurance coverage to Museum prior to receiving the objects. The borrowers insurance will 
cover the object through the transport to and from the Museum and while it is in the care of 
the borrowing organization. 

The loan of an object by us comes with conditions, including: 

Any and all use of loaned objects will be credited in writing as being on loan from the 
Museum. 

If granted, permission to the borrowing organization to photograph an object for research, 
educational, or publicity purposes will be stipulated in the Loan Agreement. 
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A borrowed object remains the property of the Museum and may not be claimed, mortgaged, 
loaned, assigned, used as collateral or otherwise encumbered by the borrower. 

Objects can be loaned up to a maximum of three years.  

The borrower must return an object on loan from the Museum on or before the agreed upon 
date. 

The borrower notifies the lender immediately in writing of any loss, theft, or damage related 
to an object. 

The condition of the object will be recorded using a condition report before the object leaves 
the Museum, when it arrives at the borrowing organization, when it leaves the borrowing 
organization, and again upon arrival back at the Museum. 

Borrowers are responsible for all costs incurred in the packing and transportation of the 
object from and to the Museum. 

Incoming Loans 

From time to time we will borrow objects for exhibit purposes from other institutions. Not 
surprisingly, these objects will likely be governed by outgoing loan policies similar to our own, 
outlined above. Regardless of the other institution’s policies, our Collections Policy commits us 
to: 

Provide agreed-upon environmental controls, record keeping and security throughout the 
time the objects are on loan to the Museum. 

Ensure only trained staff and volunteers will handle borrowed objects. 

Not accept objects for “permanent” loan to the Museum. 

Acquire proper insurance coverage for the length of time loaned objects are on the premises 
and while they are in transit. 

Assume responsibility for all costs incurred in packing and transporting loaned objects from 
and to the place of origin. 

Notify the lending organization / individual in writing of any loss, theft, or damage which has 
occurred to the objects. 

Record the condition of the object using a condition report before the object leaves the 
Museum, when it arrives at the Museum, when it leaves, and again upon arrival back at the 
Museum. 

Objects in Custody 

The Museum normally accepts objects into temporary custody only when being considered for 
acquisition. Such objects are only accepted by authorized staff and when received are recorded 
using a Temporary Custody Receipt. 

Objects found in the collection will be treated as newly accessioned objects but their unknown 
provenance will be noted in the object’s records, however objects abandoned at the Museum will 
not be accepted into our collection or care because we cannot substantiate the object’s legal 
ownership or its provenance. 
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Storage Resources and Care of Collections 

The Museum’s current staff and volunteer resources permit only periodic attention to the 
collections. Part of the role of this Strategic Master Plan is to develop the resources, space and 
capacity as an organization to attend to the collections on an on-going basis.  As part of this 
capacity development, the Collections Policy states the Museum will: 

Assign the responsibility for care of collections to a designated trained staff member or 
members. Appropriate resources will be provided to support the care and preservation of the 
collection. 

Provide training in collections care and handling and preventive conservation practices for 
Museum staff and volunteers with responsibility for the collections or whose role causes 
them to handle or monitor collections. 

The procedures for care and handling of museum objects will be included in the orientation 
procedures for new staff and volunteers. 

Provide spaces for the safe care, storage and exhibition of collections. 

Use preventative conservation techniques to protect and preserve items in the Permanent and 
Archival Collections, with treatment conservation to be undertaken by trained conservators, 
contracted as required. 

Preventive Conservation practices and procedure will address the ten agents of 
deterioration that impact collections: light and UV, incorrect temperature, incorrect 
relative humidity, pollutants, pests, physical forces, thieves and vandals, disassociation, fire, 
and water. 

Handle Education Collection items with care, respecting their value to the Museum and in 
alignment with their assigned use. 

Regularly monitor collections for signs of deterioration, evidence of pests, and to protect 
against theft and other forms of disassociation. 

Label and document objects using practices that meet museum standards of practice.  

Record the location, condition and special conservation needs of collection objects in the 
object’s records. 

In order to manage risk, we will: 

Secure insurance as required to protect the collection. 

Provide secure spaces for collections. 

Not allow conditions to occur that compromise the health or safety of Museum staff, 
volunteers or visitors interacting with the collection objects. 

Maintain a current Emergency and Disaster Preparedness Plan that provides guidance to 
ensure the safety of Museum staff, volunteers and visitors first and foremost, as well as the 
collection. The Plan will be regularly reviewed and tested. 
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Documentation, Records and Inventory 

Currently the Museum’s digital record keeping system uses a generic spreadsheet as the 
database. As part of the transformation of the Museum envisioned by the Strategic Master Plan, 
the Collections Policy determines the Museum will establish a records management system that 
meets standards of practice identified by the museum community. It would make sense to 
consider using the same, professional database adopted by either/or Cooperstown, or the nearby 
St. Marys Museum, whose staff have extensive experience in managing collections, archives and 
the concordant records.  

We maintain records to preserve and provide access to information related to the history, 
provenance, significance, manufacture, use, and provenance of objects in our collections. This 
information supports the conservation, research, exhibition, programming, and community 
service functions of our Museum. Specifically, we will: 

Use an effective collections and archives documentation system that includes an accession 
register, signed gift and loan agreements, registration records, catalogue records, loan 
agreements, deaccession records, and other records as required to manage the museum’s 
collections. 

Maintain records relating to the acquisition, care, use, and disposal of archival materials 
respecting the standards of practice identified by the archival community. 

Assign responsibility for record keeping to a designated staff member, or members, and 
identify appropriate resources and funds for training, equipment and materials, workspace, 
and time for collections management activities. 

Assign each object accessioned into the collection a unique accession number to link the 
physical object with its records. Accession numbers will be assigned using the standard 
tripartite numbering system and applied to the object using conservational-sound methods.  

Give priority in collections records management activities to records that document the 
Museum’s legal ownership of the objects in its collection. 

Maintain paper-based and electronic records in safe and secure locations, including an off-site 
location. 

An initial inventory of the collection will be conducted to facilitate collections development 
and exhibitions planning. A full inventory will be undertaken every three years to protect 
against damage to collections, theft and loss. 

Spot audits will be completed as required to address security, conservation or collections 
management concerns. 

All records will be kept current.

Access 

We will provide access to our collections, under Museum staff supervision, during the 
scheduled hours of operation of the institution. Access to objects and related documentation 
will be provided when: 

Advance notice, normally a minimum of twenty-four hours, is given to the Museum’s staff 
in order to gather the relevant objects and records; 
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The individuals wishing to document or research the objects have prior knowledge related 
to the care and handling of the objects in question, or, they have received training from our 
staff in the proper care and handling of the objects in question; 

The object is in good enough condition (as determined by the collections staff) to be 
handled safely; 

Providing access to collections records does not compromise the security of the object or 
the privacy of the donor; 

Required by legislation or ethical practice; and, 

We able to do so without compromising our legal and ethical obligations. 

We allow photocopying or scanning of documents up to a maximum number of pages as 
determined by authorized Museum staff, provided the binding is not damaged and copyright 
laws and restrictions are adhered to. Fees to cover the costs of photocopying and staff time in 
facilitating research requests maybe charged as deemed appropriate by authorized staff. 

We permit reproduction of photographs in the collection and images of collection objects 
provided current copyright laws and restrictions are adhered to and a formal request has been 
made using an Image Request Form and payment of applicable fees have been made. 

Appraisals 

Appraisal of objects may be sought when required for insurance purposes, in support of 
cultural property certification, in negotiating a purchase price, or in order to provide a tax 
receipt to an eligible donor. When appraisals are required for tax receipting purposes, they 
are done at the expense of the donor. 

When appraisals are required, they will be undertaken by a qualified, independent, third-
party appraiser.  

The independent, third-party appraiser will provide a written appraisal document on 
letterhead to the CBHFM that includes:

The credentials of the appraiser; 

A detailed description of the object including condition; 

A notation of specialists consulted; 

A list of references consulted and information substantiating the value assigned; 

The individual value of each object; 

The date of the appraisal; and, 

The signature of the appraiser. 

Records documenting the appraisal will be maintained. 

Our board members, staff or volunteers will not work as outside appraisers for individuals or 
institutions without prior approval of our Board. 
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Digital Information 

While not yet specifically provided for in our formal Collections Policy, we appreciate that more 
and more of the archival materials we may receive in the future will exist only in digital form. 
We also intend to make portions of our archives and collections available in digital form in our 
exhibits and as part of our electronic outreach efforts over the Internet. We may do this 
electronic outreach in coordination and collaboration with the Canadian Heritage Information 
Network (CHIN) and the Virtual Museum of Canada. 

Staffing and Implementation  

During the past several years, we have taken steps to improve our standard of collections 
management. These include: 

Establishment of a spreadsheet-based record keeping system and a program where staff 
summer students register collections items in this system. 

Taking the first step to refit the HVAC system of the Church Street museum building to 
museum standards. A second step is required to adapt the system to full humidity control. 

Removal of the portions of the collection stored off-site from storage containers to warehouse 
storage. 

Drafting, with professional assistance, a new Collections Policy. 

As part of our implementation of this Strategic Master Plan we will take a number of steps to fully 
implement our Collections Policy. These steps include completion of the Board level review of 
that Collection Policy, formal adoption of the Policy and the initiation of a project which will 
take a major step in bringing collections management into full compliance with the Collection 
Policy. This Collections Management Upgrade Project will be guided by a contracted 
collections management expert. It will: 

Analyze the Museum’s collections management and registration database needs and acquire 
the appropriate database management hardware and software. 

Engage part-time staff, volunteers and interns as appropriate to assist with various phases of 
the Collections Management Upgrade Project. 

Provide professional development upgrading and training to staff, interns and volunteers in 
collections management methods and knowledge of the Collections Policy. 

Transfer or re-create the Museum’s registration records to the new system. 

Perform an initial overview inventory to identify the main elements of the Museum’s 
collection and prioritize these elements for accessioning to the formal collection or for 
consideration for deaccessioning. 

Based upon the overview inventory, identify the elements of the collection that most urgently 
need conservation and preservation attention and take steps to ensure this attention is 
provided. 

Identify and acquire the storage systems and materials needed to properly care for the 
collection and acquire these materials and systems on an as needed and as funded basis. 
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Based upon the overview inventory and additional collections research provide the Museum’s 
exhibit planners with the information that they need to select objects for display and 
otherwise support exhibits education and outreach. 

Initiate work on a Collections Procedures Manual, which will document the specifics of how 
our Collections Policy will be implemented on a day-to-day basis. 

Schedule of Review 

We will review the Collections Policy one year after its date of adoption and every three years 
thereafter, or as deemed necessary by the Board or staff of the CBHFM. 

Impact of the Strategic Master Plan 

This Strategic Master Plan envisages taking a dramatic first step in upgrading the quality of 
collections management. Due to financial constraints this step will not entirely solve the issues of 
the long-term health of the collection and archive. This step will set the stage for the future by 
providing us with a clearer picture of the work needed in future phases. In addition this project is 
open ended in that it will establish the capability and practices for the organization to proceed in 
compliance with its Collections Policy, over time completing all necessary registration and 
preservation activities for our entire collection. Note that the new Program & Visitor Centre 
will not have the space to display the entire collection, nor should it. A museum’s collection is 
typically several times the capacity of the display space, the collection being a resource for 
scholarship as well as for changing and touring exhibits. 

As it currently stands our Museum has insufficient space to properly house its entire collection. 
This Strategic Master Plan envisages using the entire existing museum building on Church Street 
as our Collections and Archives Centre. This Centre will provide a place to conduct research, a 
location for digital photography and scanning equipment and a workspace for curators and 
conservators. 
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Site Analysis Description 
Canadian Baseball Hall of Fame and Museum 

Chapter 7 

During the Community Needs Assessment, a number of stakeholders, including potential 
funders, wondered if the original plan to locate the new Visitor & Program Centre beside the 
ball fields, atop Ball Field Hill1, was the best solution. They wondered if this site was the most 
suitable in terms of the prestige desired for an institution of national and international 
importance, visibility and accessibility, tourism, revenue potential, and economic development 
potential for the Town of St. Marys.  

As a result, we decided to undertake a review of potential locations for the proposed new Visitor 
& Program Centre. We commissioned Bill Peters Consulting and Marklevitz Architects to 
perform this work. The task was to identify available sites in an established site selection area, 
develop a set of site selection criteria, evaluate the available lands based on the defined criteria, 
and then provide an organized summary of all sites and a recommended short list of appropriate 
sites for further study. 

Study Area 

The site study area was confined to the Town limits of St. Marys, Ontario plus the sites at three 
important highway intersections outside Town limits. We advised out consultants that: 

1 A competitive bidding process during the 1990s which considered a range of possible towns 
and cities had brought the CBHFM to St. Marys.  

2 The popularity of the annual Induction Ceremony, which draws hundreds of people, 
including numerous world renowned ball players, coaches and managers and generates 
international media attention, confirms the success of the decision to locate in St. Marys.  

3 That stakeholders like having the Hall of Fame and Museum in St. Marys, with its 
exceptional small town appeal and its big city proximity, and 

4 The consensus is that this location adds to the economic development potential of St. Marys 
and the Southern Ontario region. Based upon this background the Board concluded it would 
not be productive to consider locations beyond St. Marys. 

The primary study area is shown in Diagram 7.1. 

 
  

 
1  The hill or bluff on which the fields are located apparently does not have a name. For the purposes of 

this report we call it “Ball Field Hill”. Similarly the road ascending the hill from Water Street is 
referred to as “Ball Field Road.” BP: Might this also be the Story Trail? 
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The primary Study Area is delimited by Town boundaries.  Note the arterial roads. 

St. Marys Road Classifications 
Canadian Baseball Hall of Fame and Museum 

 
Diagram 7.1 

Source: http://www.townofstmarys.com/ 

Site Criteria and the Evaluation Framework 
Canadian Baseball Hall of Fame and Museum 

 Essential Highly Desirable 
Location Factors Weighting 50% 

Accessibility and 
Transportation 

Site has good road access by 
construction start 
Site easy to find for first time 
visitors 
Good public parking that is 
visible, convenient 

Off-site parking available for 
peak periods 
Good access to regional and 
local pathways (pedestrian and 
bicycle.) 
School/Tour/Team bus parking 
is convenient  
Central location  

Table 7.1 (1 of 3) 
Source: Bill Peters Consulting and Marklevitz Architects 



Canadian Baseball Hall of Fame and Museum: Strategic Master Plan: 7-3 
 

Canadian Baseball Hall of Fame and Museum November 20, 2014 
White Oak Associates, Inc. with Bill Peters Consulting 

Site Criteria and the Evaluation Framework 
Canadian Baseball Hall of Fame and Museum 

Attendance and 
Economic Potential 

Safe location (perceived and 
actual) 
Visible site/building from 
outside in (from arterial roads) 

Appeal to funders – prestige 
concordant with CBHFM 
national/international 
importance 

Located within reasonable 
distance of Ball Fields (< 1km 
preferred.) 
View corridors clear from inside 
out 
Site close to amenities 
Located with complimentary 
public/tourist facility or 
attraction (i.e. swimming quarry, 
downtown shops) 

Physical Factors Weighting 25% 

Site Requirements 

Room to expand building in 
the future 

Room for outdoor pavilion 
First right of refusal on land 
surrounding or adjacent 

Site Requirements 
(environment, shape, 
topography, landscaping) 

Development not inhibited by 
buildings, site topography or 
shape. 
Easy rehabilitation/adaption if 
a structure suitable for a 
museum building exists on the 
site 
Environmental issues, if any, 
are manageable (i.e. waste on 
site, flood plain etc.) 

Sustainability (green 
architecture, site development, 
rehabilitation) 

Infrastructure (servicing) 

Site is anticipated to be fully 
serviced or could be serviced 
by time of construction start 

Site is fully serviced 

Development Factors Weighting 25% 

Timing – construction 
completion

Acquisition (lease or free-hold) 
can be completed prior to 
anticipated construction start

Land Use Compatibility

Few building restrictions 
Land use and subdivision 
processes can be completed 
prior to permitting start 
Fit with surrounding 
communities

Zoned for public buildings 
Opportunities in the area for 
development of complimentary 
services (revenue generation, 
economic development)

Table 7.1 (2 of 3) 
Source: Bill Peters Consulting and Marklevitz Architects 
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Site Criteria and the Evaluation Framework 
Canadian Baseball Hall of Fame and Museum 

Economics (cost of 
acquisition and servicing 
costs including traffic 
improvements)

Reasonable acquisition costs 
Reasonable on-site 
development costs 
Reasonable off-site 
development costs (servicing 
costs including traffic 
improvements) 
Low operating cost

Public ownership 
Public ownership achievable 
with support from government 
or gov’t agency 
Off-site improvements exist 
Funding potential (i.e. rural 
economic development grant or 
partnership)

Table 7.1 (3 of 3) 
Source: Bill Peters Consulting and Marklevitz Architects 

The set of criteria in Table 7.1 were adapted from a set used to locate other museums and 
significant public institutions. Thus it contains some standard criteria like “Safe location 
(perceived and actual)” that may be true in all instances in St. Marys. These standard inclusions 
do not bias the study and provide assurance that all significant criteria have been considered. 

Size 

To determine site size, the Canadian Baseball Hall of Fame and Museum’s draft program 
requirements as well as potential future expansion were considered. Members of the Museum’s 
Board met with the consultants and established a target size range for the new Museum based 
upon planning work done to date and a standard list of spaces and space ratios provided by 
museum planning organizations.  

As a result of this analysis the following building size standards were adopted for the purposes of 
this study: 

Standard A – 1450 m2 (15,608 ft2) building plus 53 parking spaces 
This size accommodates the functional program the organization has under consideration and 
gets above the threshold where the facility can offer a satisfying experience in terms of 
completeness, variety, display of a significant portion of the collection, amenities and time spent 
by guests. 

Standard B – 5607 m2 (60,353 ft2) building plus 184 parking spaces 
Standard B makes provision for the future by allowing for an addition or additions of 4157 m2 
(44,746 ft2) and for 131 additional parking stalls. These additions would bring the total facility 
size to 5607 m2 (60,353 ft2). This is the size of a typical mid-sized regional museum and 3.86 
times the building size of Standard A. While larger than the size the CBHFM currently aspires 
to, it represents a target size that balances what, in the future, may be appropriate for a 
community the size of St. Marys with what is expected of an institution of national scope. 

It is important to note that this work preceded this Strategic Master Plan with its 
recommendation for a Visitor & Program Centre of 6,525 GSF  – a recommendation smaller 
than the smallest size considered by the Site Study. This subsequent planning does not invalidate 
the Site Study. A review of the Study shows, that even with a smaller specified size, there are no 
sites other than those recommended that would meet the criteria of the Study. Also as noted 
above it is wise to plan for eventual growth of the building to meet needs identified in the 
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planning process that the CBHFM does not have the ability to address at this stage of its 
development.  

Site Areas 

Based on the full proposal (Standard B), the building footprint is 3,528 m2 (37,975 ft2) and the 
parking lot is 5,645 m2 for a total of 1.39 Acres. Assuming a minimum of 30% landscaped open 
space (per St. Marys’ zoning by-laws); the smallest possible site area would be 11,925 m2 or 2.95 
Acres. Note that this site area would not include any public outdoor amenity and only the barest 
of landscaping, as the open space requirement is usually contained with the legal setbacks of a 
building site. The minimum site area also does not include for the inevitability of additional land 
required due to site configuration, additional landscaped areas that may be required, and any 
land that must be provided to accommodate for grade changes and/or storm water retention. 
While these additional areas need to be determined and planned for a particular site, a more 
desirable minimum would be 1.35x the above for an area of 12,384 m2 (3.06 Acres) with the ideal 
lot size being 1.75x the above for an area of 16053 m2 (3.97 Acres).  

In the St. Marys central business district it is possible to build to property lines with a setback 
from the rear lane. Thus for the Queen Street – Core Area site, for Standard B, a building area 
of 0.35 ha or 0.87 acres and a parking area of 0.56 ha or 1.4 acres plus minimal lane setbacks 
would be required in this district. 

Site Areas 
Canadian Baseball Hall of Fame and Museum 

Standard A Standard B
  Space 

Ratio 
Sq. Meters Acres Sq. Meters Acres 

Building and Parking 1 2,957 0.73 9,173 2.27 
Building, Parking and Required 
Open Space 1.3 3,844 0.95 11,925 2.95 

Minimum based on a Flat Lot 1.35 3,992 0.99 12,384 3.06 
Recommended Minimum 1.75 5,175 1.28 16,053 3.97 

Table 7.2 
Source: Bill Peters Consulting and Marklevitz Architects 

Based upon this analysis the Site Study recommends the acquisition of a site of either 0.87 Acres 
plus lane setbacks and parking in the Queen Street – Core Area or a site of 3.97 Acres elsewhere. 

Survey of Potential Sites 

During the study, the consultants compiled a list of sixteen sites, including the site the 
organization had long considered adjacent to the Ball Fields on top of Ball Field Hill. Possible 
sites were added to the list by our Board, the Town of St. Marys and the consultants based upon 
their own research.  

The sixteen-site list was then compared with the Site Criteria in two stages. The first stage 
review eliminated sites that were too small to accommodate the intended structure and parking, 



Canadian Baseball Hall of Fame and Museum: Strategic Master Plan: 7-6 
 

Canadian Baseball Hall of Fame and Museum November 20, 2014 
White Oak Associates, Inc. with Bill Peters Consulting 

at high environmental risk, for example in a flood zone below the 100 year flood level, or 
otherwise did not meet the criteria in a substantive way.  

Possible sites at the arterial junctions outside the St. Marys town boundaries were investigated 
but were found to be unsuitable because most traffic by these sites is purpose driven and unlikely 
to stop because a museum is noticed. These junctions offered no locational advantage over any 
other junction of secondary roads in the region. They are too far from amenities and the ball 
fields and thus locating the Visitor & Program Centre at one of these junctions offers no 
economic development advantages for St. Marys. 

This left a short list of six sites. This short list was refined and is shown in Table 7.3 with 
locations shown on Diagram 7.2. 

Short List of Sites 
Canadian Baseball Hall of Fame and Museum 

Location Address Ownership Precinct 
1 Ball Field Hill – on top 

 
On ridge at southerly end 
of the Ball Fields. 

St. Marys Cement 
Company land 
designated for 
CBHFM. 

Water Street Quarry 
Area 

2 Water Street Gateway Site 
 

Approx. 950 Water Street. 
S. At the foot of the hill 
including the two lots on 
either side of Water Street 
where Ball Field Road 
meets Water Street. 

St. Marys Cement 
land designated for 
CBHFM and Town 
of St. Marys. 

Water Street Quarry 
Area 

3 Queen Street – Core Area TBD – assumes a site of 
sufficient contiguous size 
can be assembled on 
Queen Street to the east of 
Wellington and to the west 
of the Via Rail Station. 

Private Victorian Town. For 
illustration and to 
provide a sense of scale, 
the Town Hall/Library 
site at 175 Queens 
Street East is used in 
the Diagrams. 

4 Via Rail Station including 
vacant lot to the north. 
 

5 James Street North. Town of St. Marys Victorian Town 

5 Adjacent to St. Marys 
Museum 
 

177 Church Street S. 
Includes site of former 
Friendship Centre. 

Town of St. Marys Residential/Museum. 

6 Pyramid Centre 
 

Assumes enough land can 
be assembled at approx. 
340 James Street S. 
contiguous with the 
Pyramid Centre property. 

Private Pyramid 
Centre/Schools 

Table 7.3 
Source: Bill Peters Consulting and Marklevitz Architects 
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Short Listed Sites 
Canadian Baseball Hall of Fame and Museum 

 
Diagram 7.2 

Note that Site 3 (Queens Street – Core Area) and Site 6 (Pyramid Centre – James Street) do not have specific parcels 
of land identified; however potential assemblages of private land do exist in each case. Given the significant 
investments made by the Town of St. Marys in the Pyramid Centre/Schools Precinct and the strong priority of the 
Town to maintain the vitality of the core Victorian Town Precinct it was considered important to analyze a “for 
example” site in each precinct. 
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Evaluation 

Each site was evaluated to determine whether or not it satisfied the major criteria.  Each 
criterion has a scale of 0 (lowest) to 2 (highest). 

Rating Scale of Factors: 

2 
This site is highly responsive to this factor.  It satisfies all of the "essential" and "highly 
desirable" criteria. 

1 
This site is somewhat responsive to this factor.  It satisfies all of the "essential" criteria. 
However, it does not meet one or more of the "highly desirable" criteria. 

0 
This option offers limited or no benefits with respect to the factor.  It does not meet the 
"essential" criteria.

Weighting 

In order to evaluate and compare the short-listed sites, a weighting scale was developed to 
transform the observations into a numerical value. This then provide a representative framework 
for an overall score.  Each criterion is assigned a percentage weight, which reflects the 
significance of a particular criterion. The weights add up to 100% for the full set of criteria.  
The purpose of assigning different weights to each criterion is to allow the relative importance 
of each criterion to be reflected in the analysis. The weighting scale is listed in Table 7.4. 

Weighting Scale 
Canadian Baseball Hall of Fame and Museum 

FACTOR Locational Physical Developmental 
Weight 50% 25% 25% 

Maximum Points = 4 5 6 
Table 7.4 

Source: Bill Peters Consulting and Marklevitz Architects 

The evaluation framework ensured that each site was considered in an organized and rational 
manner and ranked in comparison to other sites. This approach assisted the Canadian Baseball 
Hall of Fame and Museum in formulating a justifiable site decision. 
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Results 

List of Results 
Canadian Baseball Hall of Fame and Museum 

 

Site Name 
Locational 

Actual Score 
Physical Actual 

Score 
Developmental 

Actual Score 
Overall 
Score 

1 Top of Ball Field Hill 0 4 4 37% 

2 Water Street Gateway 2 4 6 70% 

3 Queen Street – Core Area 3 2 3 60% 

4 Via Rail Station 0 2 2 18% 

5 Adjacent to St. Marys Museum 0 4 5 36% 

6 Pyramid Centre - Adjacent 1 4 2 37%

Table 7.5 
Source: Bill Peters Consulting and Marklevitz Architects 

Recommendation 

The Site Study sites recommended two site options for our consideration: 

Water Street Gateway Site at the base of Ball Field Hill, encompassing the lots on either 
side of Water Street where Ball Field Road meets Water Street. 

Queen Street – Core Area Site, to be assembled from under-utilized properties on Queen 
Street. 

The scores of the recommended sites were very strong and clearly placed them distinctly ahead 
of all other candidates, especially in the vital locational category. In discussing these two sites the 
Site Study consultants noted: 

Easy access from all areas of the St. Marys is highly desirable, therefore it was considered 
necessary that all chosen sites be accessible in both a perceived and tangible manner, especially 
by first time visitors. 

To be considered to have good access, a site has adequate entry and service points and be 
sufficiently connected to the arterial road network.  Proximity to a complimentary public facility, 
or attraction, or natural area increases opportunities for attendance. 

In addition to good vehicular access, sufficient and obvious public parking at the site is critical. 
Access to and from regional and local pathways is also highly desirable. A potential Queen Street 
– Core Area site as well as the Water Street Gateway site both responded highly to these 
criteria. 

Visibility and profile as a distinct facility also plays an important role in attracting visitors. Clear 
visibility in a driver’s or car passenger’s “billboard visibility window” from arterial roads is 
important. Reasonable proximity to the ball fields located on Ball Field Hill and/or below that 
hill at Teddy’s Field is highly desirable. The Water Street Gateway Site strongly meets this 
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criterion. The Queen Street – Core Area Site being, roughly 1 km from the ball fields, meets 
this criterion less strongly but has the advantage of centrality and proximity to amenities. 

While the centrality of the a Queen Street – Core Area Site would give a museum there an 
advantage in making a contribution to the vitality of the Victorian Town Precinct, the base of 
Water Street Gateway site would contribute to the economic vitality of the town by dramatically 
punctuating a major tourist entrance to the Town – something recommended by the Town’s 
Community Based Strategic Plan Report. Both sites have the potential to make an exceptional 
contribution to the cultural attractiveness and economic development of St. Marys, in all of the 
areas where cultural infrastructure can make a difference, as outlined in the Town of St. Marys 
Municipal Cultural Plan. 

Board Action 

The Board of Directors of the CBHFM consulted the Town of St. Marys about the two 
recommended sites. The Town Council, after significant discussion and debate, indicated its 
preference for the Water Street Gateway Site. This coincided with our (the Board’s) preference 
for a site immediately adjacent to the ball fields. The Town of St. Marys has indicated its 
willingness to make the parking lot on the westerly side of Water Street available as well as land 
on the easterly side to enable the CBHFM to build its new Program & Visitors Centre at the 
Water Street Gateway Site.  

The Water Street Gateway Site includes the Alexander McDonald House, a heritage designated 
1200 sq. ft building. The Board considered including this building as part of its planned 
Program and Visitors Centre. It had the house examined for suitability by architect Terry 
Marklevitz. Marklevitz’s report indicates the house is in derelict condition with structural issues. 
Based upon this report the decision was made to not include the house in the architectural 
program. 

The board is committed to working in partnership with the Town of St. Marys and the heritage 
community to determine the most appropriate future for the McDonald House. 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 

 



 

 

 



 

 

 

 

 

 

 

 



 



Room Code Room Name
A. The Exterior and Off-site Spaces Net SF
A-10 Parking

A-11 Water Street Parking [TBD]
A-12 Current Museum Building Parking (existing) [TBD]
A-13 Program & Visitor Centre Parking (new) [TBD]

A-20 Baseball Diamonds
A-21 Cement Plant Field [TBD]
A-22 King Field [TBD]
A-23 Rotary Field [TBD]
A-24 3rd Field [TBD]
A-25 Teddies Field [TBD]

A-30 Site Trails
A-31 Walk of Fame [TBD]
A-32 Baseball Timeline Trail [TBD]

A-40 Other Exterior Spaces
A-41 Event Tent Site [10,000]
A-42 Diamond Playground (future) [TBD]

A-50 Service Roads
A-51 Program & Visitor Centre access [TBD]
A-52 Baseball Diamond access [TBD]
A-53 Game Pavilion access [TBD]
A-54 Collections, Archives and Library Centre acces [TBD]

A-60 Off-Site Spaces
A-61 Queen Street Office [TBD]
A-62 Boardroom [TBD]
A-63 Sales Counter [TBD]
A-64 Collections Storage [400]

Subtotal Net Space [TBD]

B. The Program & Visitor Centre Net SF
B-10 Entry & Lobby Areas  

B-11 Public Entrance Vestibule in gross
B-12 Reception Lobby 750
B-13 Gift Shop 220
B-14 Vending Machine/Cooler Area 50
B-15 Ticket & Admissions Area 50



B-20 Exhibit Areas
B-21 Exhibit Niche A 120
B-22 Exhibit Niche B 160
B-23 Exhibit Niche C: Hall of Famers 200
B-24 Exhibit Niche D 240
B-25 Exhibit Niche E 280

B-30 Program Areas
B-31 Program Area A 500
B-32 Program Area B 750
B-33 Program Area C (Auditorium) 1,000

B-40 Presentation Stage
B-41 Seating Area - see B-33 above inc.
B-42 Stage Area 315

B-50 Support Spaces
B-51 Meeting Room, Function/Wedding Support Sp 120
B-52 Stage Support Space (offstage) 20
B-53 Stage Technical Support Space (offstage) 50
B-54 Seating Storage Area for 100 Chairs 50
B-55 Public Restrooms 200
B-56 Catering Support Vestibule in gross
B-57 Loading Dock in gross

B-60 Administrative Spaces
B-61 Executive Director Office 100
B-62 COO Office 100
B-63 Office Landscape 187

• Executive Assistant inc.
• Program Officer inc.
• Marketing/Membership inc.
• Bookkeeper inc.

Subtotal Net Space 5,462
Gross Space (@1.30) 1,639

Total Program Centre Space 7,101

C. The Collections and Archives Centre Net SF
C-10 Collection Spaces

C-11 Collections Work Room 150
C-12 Collections Storage - standard HVAC environm 750
C-13 Collections Storage - protected HVAC environ 350

C-20 Archives
C-21 Archives Storage - standard HVAC environme 300
C-22 Archives Storage - protected HVAC environme 150

C-30 Library 
C-31 Library Shelving & Seating Area 300
C-32 Librarian Office Area - within Library, not enclo inc.

C-40 Support Spaces
C-41 Curator's Office 100
C-42 Office Landscape 199

• Station A inc.
• Station B inc.

C-43 Restroom (unisex) 60
Subtotal Net Space 2,359



D. The Game Pavilion Net SF
D-10 Interior Amenities

D-11 Food Service Counter 100
D-12 Vending Machine/Cooler Area 80
D-13 Gift shop 100
D-14 Public Restrooms (2) 210

D-20 Amenities Support
D-21 Food Prep Area 100
D-22 Trash Handling Area 50

D-30 Exterior Amenities
D-31 Picnic Table Patio (with awnings) [1500]
D-32 BBQ Grill Area [200]

Subtotal Net Space 640
Gross Space (@1.25) 160

Total Game Pavilion Space 800

E. The Equipment Shed Net SF
E-10 Storage Areas

E-11 Open Area (risers & other large equipment) 630
E-12 Motor Maintenance and Storage Area (enclose 250

E-20 Enclosed Lockable Tool Crib
E-21 Crib 120
E-22 Work Benches inc.
E-23 Tool Cabinets inc.

E-30 Future Equipment Expansion
E-31 Expansion of Open Area [350]
E-32 Expansion of Motor Maintenance & Storage [150]
E-33 Expansion of Tool Crib [80]

Subtotal Net Space 1,000
Gross Space (@1.15) 150

Total Equipment Shed Space 1,150

Total Net Area (NSF) 9,461

Itemized Gross-up 1,949
Gross-up of Existing @ 1.5* 1,180

Total Gross Floor Area (GSF) 12,589
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Population 

Average Age 
of Population 

1996 5,955 37.9 
2001 6,293 39.3 
2006 6,617 41.4 
2012 6,655 44.4 
2021 Projected 7,617 not/av 
2036 Projected 8,768 not/av 



Town/City Drivetime
County or 
Division

City/Town 
Popul. 2011

St. Marys :00 Perth 6,655
Stratford :22 Perth 30,886
London :42 Middlesex 366,151
Woodstock :45 Oxford 37,754
Kitchener :56 Waterloo 219,153
Tillsonburg :56 Oxford 15,301
Subtotal w/in 1 Hour 675,900

Cambridge 1:00 Waterloo 126,748
Lambton Shores 1:00 Lambton 10,656
St. Thomas 1:00 Elgin 37,905
Waterloo 1:02 Waterloo 98,780
Huron East 1:03 Huron 9,264
St. Jacobs 1:07 Waterloo 1,891
Brantford 1:13 Brant 93,650
Guelph 1:21 Wellington 121,688
Norfolk (Simcoe) 1:24 Norfolk 63,175
Milton 1:28 Halton 84,362
Simcoe 1:29 Norfolk 14,777
Subtotal 1 hour to 1.5 662,896

TOTAL W/IN 1.5 HOURS 1,338,796

Hamilton 1:31 Hamilton D. 519,949
Oakville 1:40 Halton 182,520
Mississauga 1:42 Peel Munic. 713,443
Brampton 1:43 Peel Munic. 523,911
Haldimand 1:46 Haldimand 44,876
Chatham-Kent 1:46 Chathem-Kent 103,671
Toronto 2:00 Toronto Div. 2,615,060
St. Catharines 2:02 Niagara 131,400
Niagara Fall 2:10 Niagara 82,997
Welland 2:16 Niagara 50,631
Subtotal 1.5 Hours -  approximately 2.25 hours 4,968,458

TOTAL W/IN APPROX 2.25 HOURS 6,307,254





 

 

 

 



 

 

 

 

 

 

 

 







NAME LOCATION TYPE County

KM 
from 

CBHFM

Time   
from 

CBHFM Activity

CANADIAN BASEBALL HALL OF FAME St. Marys ON Museum: Fam 0 :00 hall of fame

St Marys Lind Sportsplex St. Marys ON Sports 0 :00 home of the St Marys curling club

The Quarry St. Marys ON Sports 1 :11 recreation

Cadzow Park and Cadzow Pool St. Marys ON Sports 1 :07 park, swimming

The St. Marys Museum & Archives St. Marys ON Museum: Hist 1 :07 community museum

Parks and Trails St. Marys ON Sports 2 :04 recreation

Pyramid Recreational Center St. Marys ON Sports 2 :21 Aquatics, ice rinks, Community Centre, End Zone viewing room, meeting/activity

River Valley Golf & Country Club St. Marys ON Sports 5 :08 golf, winter tubing

McCully's Hill Farm St. Marys ON Park/Zoo/Natr Ctr 6 :08 farm 

Wildwood Conservation Area St. Marys ON Sports Perth 7.5 :11 3,500 acre outdoor playground

Stratford Festival Theatre 22 :27 professional theatre 

Gallery Stratford Stratford Museum: Art Perth 22 :26 public art gallery

Stratford Perth Museum Stratford Museum: Hist Perth 22 :27 community museum

Fanshawe Pioneer Village London, On Museum: Fam Middlesex 31 :30 living history village 

The Royal Canadian Regiment Museum London, On Museum: Hist Middlesex 39 :37 military museum

The Museum of Ontario Archaeology London, On Museum: Hist Middlesex 41 :36 human history museum

The Canadian Medical Hall of Fame London, On Museum: Hist Middlesex 44 :43 hall of fame

London Children's Museum London, On Museum: Fam Middlesex 44 :42 children's museum

Museum London London, On Museum: Art Middlesex 44 :44

Castle Kilbride National Historic Site Baden ON Historic Site Waterloo 50 :51 National Historic Site 

Hullett Provincial Wildlife Area Clinton Park/Zoo/Natr Ctr 58 1:02 wildlife area

Adventures on Wonderland London, ON Sports Middlesex 59 :49 indoor playground and family entertainment facility

Woodlands Arboretum and Nature Center Clinton Park/Zoo/Natr Ctr 62 1:02 Arboretum, nut grove, trails

School on Wheels Railcar Museum Clinton, ON Museum: Hist 62 1:05 history museum

Clinton Racetrack Clinton Sports 63 1:04 harness racing

Grand River Rocks Kitchener, ON Sports Waterloo 65 :59 indoor rock climbing

The Joseph Schneider Haus Museum and Gallery Kitchener, ON Historic Site Waterloo 65 :59 National Historic Site

THEMUSEUM Kitchener, ON Museum: Fam Waterloo 66 1:01 community museum

Canadian Clay & Glass Gallery Waterloo ON Museum: Art Waterloo 66 1.09 gallery

Waterloo Region Museum and Doon Heritage Village Kitchener, ON Museum: Fam Waterloo 68 1:03 community museum

Chicopee Tube Park Kitchener, ON Sports Waterloo 70 1:00

Chicopee Ski & Summer Resort Kitchener, ON Sports Waterloo 70 1:04 recreation

Kitchener-Waterloo Art Gallery Kitchener, ON Museum: Art Waterloo 70 1:00 public art gallery

Bingemans FunworX Kitchener, ON Sports Waterloo 71 1:02 indoor playland

Kingpin Bowlounge Kitchener, ON Sports Waterloo 71 1:01 recreation

Bayfield Historical Society & Archives Bayfield Museum: Hist 74 1:19 community museum, historical walking tour in July/August

Cambridge Butterfly Conservatory Cambridge ON Park/Zoo/Natr Ctr Waterloo 75 1:07 butterfly conservatory

Laithwaite Apple Park Goderich, ON Park/Zoo/Natr Ctr 78 1:17 farm 

Toy Building Zone 79 1:05 lego toys

Cambridge Ice Centre Cambridge ON Sports Waterloo 79 1:13 ice skating

PLAYFIT Kids Club Cambridge, ON Sports 81 1:10 indoor playground 

The Palmerston Railway Heritage Museum Museum: Hist Wellington 82 1:24

Goderich, ON Museum: Hist 83 1:24 community museum

Huron Historic Gaol Goderich, ON Historic Site 83 1:23

The Waterloo Central Railway St. Jacobs, ON Historic Site Waterloo 83 1:09 historic train rides

Marine Museum Goderich, ON Museum: Hist 83 1:26 marine museum

Point Farms Provincial Park Goderich, ON Park/Zoo/Natr Ctr 86 1:27 Nature/ Wildlife Areas

Ball's Bridge Auburn Sports 87 1:22 historic bridge, swimming

Drayton Entertainment Cambridge Theatre Waterloo 89 1:11 professional theatre 

Canoeing The Grand Kitchener, ON Sports Waterloo 91 1:09 recreation

River Run Centre Guelph, ON Theatre Wellington 92 1:26 performing arts centre 

Guelph’s Public Art Gallery and Sculpture Park Guelph, ON Museum: Art Wellington 92 1:25 Canadian art including Canadian contemporary art, Inuit art, and public sculpture

Dungannon Zoo Goderich, ON Park/Zoo/Natr Ctr 94 1:39 Zoo

Guelph Civic Museum Wellington 94 1:21 culture and natural history 

The Sleeman Centre Wellington 95 1:22 hosts concerts and events

African Lion Safari Hamilton, ON Park/Zoo/Natr Ctr Waterloo 96 1:29 safari

 Elora Gorge Park/Zoo/Natr Ctr Wellington 97 1:24 natural environment





  
 
St. Marys 

 
Perth 

County 

South-
western 
Ontario 

 
 

Ontario 
2001 6,293 73,675  11,896,700 
2006 6,617 74,344  12,665,400 
2012 6,655 77,000 1.61 MM 13,505,900 
2021 Projected 7,617 76,400  14,816,000 
2036 Projected 8,768 76,100 1.78 MM 17,371,800 
Projected 2012 to ’36 
Change in Population  

31.8% 2.4% 10.6% 28.6% 

Incr/Decrease 2012-’36 2,113 -900 170,000 3,865,900 
2011 Median Age  44.4 41.2  40.4 

 Perth Ontario 
Age Group 2012 2036 2012 2036 
0-14 13,860 12,340 2.2 million 2.7 million 
15-64 50,450 40,840 9.3 million 10.5 million 
65 and over 12,740 22,940 2.0 million 2.2 million 



 

 

 

 

 

 

 

 





Change Projected Change

County or Census Division 2006 2011
2011 vs 

2006 2036
2036 vs. 

2011
Primary Market 
   Perth 74,344 75,112 768 76,110 998
Secondary Market 
   Huron 59,325 59,100 -225 57,740 -1,360
   Middlesex 422,333 439,151 16,818 596,940 157,789
   Oxford 102,756 105,719 2,963 113,510 7,791
   Waterloo (RM) 478,121 507,096 28,975 732,280 225,184
   Subtotal Secondary 1,062,535 1,111,066 48,531 1,500,470 389,404

Total Both Markets 1,136,879 1,186,178 49,299 1,576,580 390,402

Population

County or Census 
Division 0-4 5-9 10-14 15-19

Total 
5 - 14

Primary Market 
   Perth 4,445 4,550 4,750 5,325 9,300
Secondary Market 
   Huron 3,255 3,200 3,630 4,135 6,830
   Middlesex 24,110 23,415 25,270 30,440 48,685
   Oxford 6,140 6,345 6,805 7,240 13,150
   Waterloo (RM) 30,940 30,660 31,370 34,580 62,030
   Subtotal Secondary 64,445 63,620 67,075 76,395 130,695

Total Both Markets 68,890 68,170 71,825 81,720 139,995

2011: Children Aged 



Perth Area 2001 2006 2009 2014 2019 2024
JK - Grade 8
   Stratford, Parts Perth East and South 1 3,274 2,960 2,856 2,734 2,719 2,786
   St. Marys, Part Perth South 2 845 721 676 696 734 822
   Perth West 3 875 724 699 697 719 767
   Part Perth East 4 446 402 380 417 391 409
   Perth North 5 1,359 1,278 1,164 1,201 1,214 1,267

Subtotal 6,799 6,085 5,775 5,745 5,777 6,051

Secondary Schools (9-12)
   Perth 3,709 3,157 2,917 2,614

Total 9,484 8,902 8,694 8,665

Huron Area 2001 2006 2009 2014 2019 2024
JK - Grade 8
   South Huron, Part Bluewater 6 1,256 988 820 711 724 761
   East Huron, Part Bluewater 7 796 758 676 547 545 566
   Many towns 8 3,254 2,846 2,598 2,438 2,434 2,583

Subtotal 5,306 4,592 4,094 3,696 3,703 3,910

Secondary Schools (9-12)
   Huron 2,810 2,444 2,231 2,381

Total 6,904 6,140 5,934 6,291

2001 2006 2009 2014 2019 2024
   JK - 8 Avon Maitland School Disctrict 12,105 10,677 9,869 9,441 9,480 9,961
   Avon-Maitland School Disctrict 6,799 6,085 6,519 5,601 5,148 4,995

Total 18,904 16,762 16,388 15,042 14,628 14,956

HISTORICAL PROJECTED

HISTORICAL PROJECTED

HISTORICAL PROJECTED



Elementary
   JK - 8 AMSD (2014 projected) 9,441
   Huron-Perth Catholic Schools (2013 actual) 2782
   Total Elementary 12,223

Secondary Schools (9-12)
   AMSD (2014 projected) 5,601
   Huron-Perth Catholic Schools (2013 actual) 1329
   Total Secondary 6,930

   Total Elementary and Secondary 19,153





Total Person Visits 10,710,400  
Origin of Visitors   
     Ontario 
     U.S. 
     Other Canada 
     Overseas 

9,897,700 
554,200 
159,600 
98,900 

92.0% 
5.0% 
1.5% 
0.9% 



Total Person Visits  
Overnight Visitors 
Daytrippers 

2,984,100 
7,726,400 

Activites Participated In  Total  Ontario  Other Canada  US  Overseas 
Any Outdoor/Sports Activity 1,531,600         1,424,100         23,400              67,400            16,700            
Sports Events 422,000            402,400            4,600                8,000              7,000              
Cultural Performances 513,600            262,300            12,800              230,600          7,900              
National/Provincial Nature Parks 293,600            219,600            11,200              32,700            30,100            
Festivals/Fairs 199,400            111,200            9,100                64,200            14,900            
Casinos 132,600            96,300              7,700                13,000            15,600            
Historic Sites 191,000            72,000              19,300              50,200            49,500            
Museums/Art Galleries 126,700            44,400              12,600              44,200            25,500            
Theme Parks 45,600              19,600              4,300                9,200              12,500            
Zoos/Aquariums/Botanical Gardens 51,900              13,300              -                   19,500            19,100            



Total Person Visits 10,710,400  
Total Household Party Visits 7,551,700  
Average Party Size 1.9  
     Parties with Adults Only 82% (1)  
     Parties with Children 19% (1)  
     # of Parties w. Children 1.4 million  

By Purpose
Category RTO4 Pleausre VFRs Shopping Ontario Other CA US Overseas
Total Person Visits 10,710,500 2,919,300 6,083,200 503,200 9,897,800 159,600 554,300 98,800
Total Household/Party Visits 7,551,700 1,922,200 4,231,200 359,700 7,065,100 136,200 284,300 66,100
Traveling with Children 19.00% 36.00% 59.00% 20.00% 20.00% 0.00% 14.00% 7.00%
Household/Party Visits Traveling w. Children 1,434,823 691,992 2,496,408 71,940 1,413,020 0 39,802 4,627
Average Party Size 1.9 7.1 5.9 2.4 2.5 2.9 2.0 1.5

Quarter Traveling: (Person Visits)
   Jan - Mar 22% 18% 23% 18% 23% 16% 7% 12%
   Apr - Jun 23% 18% 25% 31% 23% 24% 24% 31%
   Jul - Sept 31% 42% 27% 28% 30% 34% 41% 46%
   Oct - Dec 23% 22% 25% 24% 23% 26% 27% 11%

Top Activities Participated In (Person Visits)
   Any Outdoor Sports/Activity 1,531,600 891,100 581,200 3,900 1,424,100 23,400 67,400 16,700
   Cultural Performances 513,600 374,400 105,700 262,300 12,800 230,600 7,900
   Sports Events (402,400 from Ontario) 422,000 202,500 186,600 402,400 4,600 8,000 7,000
   Nat'l/Privincial Nature Parks 293,600 177,500 95,000 219,600 11,200 32,700 30,100
   Festivals and Fairs 199,400 90,700 69,200 111,200 9,100 64,200 14,900
Selected Other Activities
   Historic Sites 191,000 83,800 79,000 72,000 19,300 50,200 49,500
   Museums/Art Galleries 126,700 77,700 44,700 44,400 12,600 44,200 25,500
   Theme Parks 45,600 32,600 12,800 19,600 4,300 9,200 12,500

Number of Nights (person visits)
   % 0 nights 72% 70% 71% 100% 76% 27% 26% 25%
   0 nights 7,726,400 2,031,000 4,308,700 501,500 7,511,800 43,800 146,300 24,500
   1 night 1,305,700 319,300 859,600 1,700 1,167,700 8,600 122,000 7,400
   2 nights 872,800 295,100 492,400 0 705,900 37,100 124,500 5,300
   3 or more nights 805,500 273,700 422,300 0 512,400 70,200 161,500 61,500
   % 2 or more nights 16% 19% 15% 0% 12% 67% 52% 68%

By Visitor Origin



Households/Parties Travelling with Children 1,457,400 
   Those from Ontario 1,413,000 
   Those from the U.S. 39,800 
   Those from Canada other 0 
   Overseas 4,600 
   Total 1,457,400 

Tourist/Daytripper Person Visits to RTO4 Population 
   Overnight w/out Children
      Ontario Resident 1,908,800          
      Other than Ontario 535,786             
   Overnight with Children
      Ontario Resident 477,200             
      Other than Ontario 62,314              
   Daytrippers w/out Children
      Ontario Resident 6,009,440          
      Other than Ontario 192,403             
   Daytrippers with Children
      Ontario Resident 1,502,360          
      Other than Ontario 22,197              
Total Tourists & Daytrippers 10,710,500        

Total from Ontario 9,897,800          
Total Other than Ontario 812,700             

Total with Children 2,064,071          
Total with/out Children 8,646,429          

Total Overnight 2,984,100          
Total Daytrippers 7,726,400          
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Market Population 
Primary Resident 75,112              
Secondary Resident 1,111,066          
School Market (AMSD and Catholic 2013/14) 19,153              
Total Resident Market 1,205,331          
Tourists from Outside of Ontario 812,700             
Totals 2,018,031          



 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 



Market Population Low Mid High Low Mid High
Primary Resident 75,112              4.00% 5.00% 6.00% 3,004     3,756         4,507        
Secondary Resident 1,111,066          0.75% 1.25% 1.50% 8,333     13,888       16,666      
School Market (AMSD and Catholic 2013/14) 19,153              4.00% 6.00% 8.00% 766        1,149         1,532        
Total Resident Market 1,205,331          1.00% 1.56% 1.88% 12,104    18,793       22,705      
Tourists from Outside of Ontario 812,700             0.50% 1.00% 1.50% 4,064     8,127         12,191      
Totals 2,018,031          0.80% 1.33% 1.73% 16,167    26,920       34,895      

Nominal Attendance 16,000    27,000       35,000      

If Market Capture Resulting Attendance

 

 

 

 



 

Year 2012 2013 2014 Future
Number of Fields 3 4 4.5 5

170 170 170

102 92 137

94 94

14 13

5 14

291 369 415 430

3 28

47 1 4

37 11

11 1 11

11 9 9

3 5 5

5 4

12 26

1 89

14

1 2

117 45 188 250

408 414 603 680



People

Players 26
Coaches, Umps 4
Fans 40
Subtotal 70
Discount for multi-game days

20% 14
Total Number of People 56

Year 2012 2013 2014 Future
Number of Fields 3 4 4.5 5

9,520 9,520 9,520

5,712 5,152 7,672

0 5,264 5,264

784 728 0

280 0 784

16,296 20,664 23,240 24,080

168 0 1,568

2,632 56 224

2,072 616 0

616 56 616

616 504 504

168 280 280

280 224 0

0 672 1,456

0 56 4,984

0 0 784

0 56 112

22,848 23,184 33,768 38,080



Current 
Facility 

Future Facility 
Typical Year

ATTENDANCE Estimated:
Exhibit Admissions Attendance (visitors) 1,800              11,000                
Program Attendance (participants) 26                   1,060                  

Function Rental Attendees -                  480                     
Other, including Other Events n/av 960                     
Annual Baseball Induction Ceremony (Persons On-site) 1,250              2,500                  
Subtotal before Heritage Diamond Attendance 3,076              16,000                

Heritage Diamonds Ball Field Game Attendance 23,200            38,080                

Subtotal On-Site Attendance 26,276            54,080                

School Attend. (included in Tx Admissions above) 250                 1,250                  





PHYSICAL COMPONENTS
Heritage Diamonds
   Baseball Fields (7 month peak season) 4, just opened 5th 5

   Game Pavilion w. concessions and washrooms no yes
   Equipment Shed no yes
The outdoor Walk of Fame and Baseball Timeline no yes

Program and Visitor Centre no yes

Exhibit Galleries & Program Spaces - 4 Peak Months

   5 Exhibit Niches + 2 Program Spaces + Lobby  (net SF) 648 3,000
   1 Program/Auditorium Space (Net SF) 1,000
Exhibit Galleries & Program Spaces - 8 Off-Peak Months

   5 Exhibit Niches (120 to 280 net SF each) 648 1,000

   3 Program Spaces (500, 750,1000 net SF) 2,250
Reception Lobby net SF none 750
Collection and Archives (existing bldg) sub-par renovated
Gift Shop yes yes
Function Rentals (w. some catering support) no yes

Gross Building Square Footage:
New Program and Visitors Centre 7,100
Existing Museum Building Sq. Footage 3,538 3,538
New Game Pavilion at Ball Fields 800
New Equipment Shed 1,150

Total Building(s) Sq. Footage 3,538 12,588



 

 

 

 

 

 

 

Current 
Facility 2013 

Future Facility 
Typical Year

ATTENDANCE Estimated:
Exhibit Admissions Attendance (visitors) 1,800              11,000                
Program Attendance (participants) 26                   1,060                  

Function Rental Attendees -                  480                     
Other, including Other Events n/av 960                     
Annual Baseball Induction Ceremony (persons On-site) 1,250              2,500                  

Subtotal before Heritage Diamonds Attendance 3,076              16,000                

Heritage Diamonds Ball Field Game Attendance 23,200            38,080                

Subtotal On-Site Attendance 26,276            54,080                

School Attend. (included in Tx Admissions above) 250                 1,250                  



 

 

 

 

 

 

 

 

 





Category 2014 Pricing Future Pricing 2012 2013 2014 Future
Regural Memberships - Earned
Elite $100 $100 73 80 87 100
Family $75 $70 7 15 15 40
Basic/Individual $50 $40 62 60 60 80
Regural Memberships 142 155 162 220

Support Levels - Contributed
Grand Slam $1,000 $1,000 3 1 4 7
Home Run $500 $500 2 6 9 12
Contributed Levels 5 7 13 19

Basic Memberships
2013 

Revenue
Future 

Revenue
Elite 8,000$    $10,000
Family 1,125$    $2,800
Basic 3,000$    $3,200
REGULAR LEVEL 12,125$  $16,000
Average Membership Fee 78.23$    72.73$    





Current 
Facility 2013 

Future Facility 
Typical Year

REVENUE approx.
Memberships - Number of Regular Memberships 155                 220                     
Average Membership Price $78 $72.73
Revenue $12,125 $16,000

Exhibit Admission Ticket Prices approx.
Annual Admissions Attendance 1,800              11,000                
Percent visiting during 4 mo. when galleries ticketed 90%
Ticketed Attendance Peak Season 9,900                  
Ticket Price - adult $7.50 $6.00
Average Ticket Price (ATP) $4.81 $4.80

Revenue from Gallery Admissions (future based on ATP) $8,663 $47,520

Admissions Attendance off-peak 1,100                  

Donation Box estimated per capita $2.00
Estimated admissions donations $2,200

Gift Shop
Gift Shop Gross/On-site Visit (no ball fields) $12.19 $6.00

Gift Shop Revenue $37,500 $96,000

Concessions none
Concessions per Capita for Ball Field Attendance $0.50
Concessions Revenue $19,040

Ball Field Rentals
   Average Rental Fee $33.85
   Number of Rentals per Year 400-600 680
   Average Number of People per Event 56 56
   Annual Number of People 23,200            38,080                
   Total Rental Fees $14,641 $23,020

PVC Facility Function Rentals none
   Average Rental Fee $500
   Number of Rentals per Year 6
   Revenue per Year $3,000
   Average Number of People per Event 80

   Annual Number of People 480
   Average Gross Catering Revenue per Person $15
   Gross Catering Revenue $7,200
   Percentage Cetaring Revenue to CBHFM 12%
   Catering Share to CBHFM $864



Current 
Facility 2013 

Future Facility 
Typical Year

REVENUE CONTINUED
PROGRAM REVENUE
PVC Programs (including Birthday Parties) - Off-Peak none
   Average # programs/month/space 4.0                     
   Times # Program Rooms 3                        
   Number of months per year 7
   Calculated Yrly # of Program Units 84                      
   Average # of people/program 10
   Total Program Attendance 840                     
   Times Program Unit Average Gross/Head $10.00
   Total Revenue $8,400

PVC Programs (including Birthday Parties) - Peak Season none
   Average # programs/month/space 3.0                     
   Times # Program Rooms 1                        
   Number of months per year 4                        
   Calculated Yrly # of Program Units 12                      
   Average # of people/program 10
   Total Program Attendance 120                     
   Times Program Unit Average Gross/Head $10.00
   Total Revenue $1,200

School Break Week-Long Classes none
   Average Fee per Child $100
   Number of Week-Long Class Weeks per Year 4
   Average Number of People per Event 10
   Annual Number of People 40
   Total Revenue $4,000

Kids on Deck and Summer Programs
   Full Fee per Child $695 $700
   Average Fee per Child (assuming discounts) $680
   Number of Rentals per Year 1 2
   Average Number of People per Event 26                   30
   Annual Number of People 26                   60
   Kids on Deck Total Revenue (based on Average Fee per Child ) $17,824 $40,800





STAFFING FT PT FTE Hours
Executive Director/Fund Development 1 1.00 2,080          
Executive Assistant 1 0.50 1,040          
Director of Operations 1 1.00 2,080          

Curator 1 0.25 520            
Marketing/Membership/Functions 1 0.50 1,040          
Store and Museum Gallery Staff 0.87 1,818          

Pavilion Concessions Staff 0.42 875            

Gallery Attendants - Volunteers

TOTAL STAFF 2 3 4.54

Contract Labour

Bookkeeper 1 0.09 180            

Seasonal ball fields 2.5
Kids on Deck Coaches and Staff @ 3-4
Concessions for ball fields 1 875
Exhibit installation/repair/other 2 60
PVC Programs several 316
Function Rentals 1 36

Plus Subtotal floor staff Total 
PT STAFF HOURS - MUSEUM Hours Current Future Hrs. Staff Hrs # Days Hours # people Hours

May weekends only Sat 10:30-4:00 6.5 4 26.0 2 52.0
May weekends only Sun 12:00-4:00 5.0 4 20.0 2 40.0
Other Days May wkdys 10:30 - 4:00 6.5 23 149.5 1 149.5

6/1 - August 31 Daily 10:30-4:00 6.5 80 520.0 2 1040.0
6/1 - August 31 Sun 12:00-4:00 5.0 12 60.0 2 120.0
9/1 to October 11 Thrs- Sa 10:30-4:00 6.5 21 136.5 2 273.0
9/1 to October 11 Sun 12:00-4:00 5.0 7 35.0 2 70.0
Oct 12 - Oct. 31 Thrs- Sa 10:30-4:00 6.5 9 58.5 1 58.5
Oct 12 - Oct. 31 Sun 12:00-4:00 5.0 3 15.0 1 15.0
11/1-4/30 Thurs - Sat optional
11/1-4/30 Sun optional

TOTAL 163 1020.5 1818.0





Functional Expenses 

 CBHFM '13 
Pre-Audit. 

Adjusted 
Future Facility 

Typical Year
Salaries, Benefits, Contract Labor 122,319$    36% 348,962$         45%
Prof Fees/Services (Legal, Acctg) 7,582$        2% 10,000$           1%
Prof. Fees - Other 2,000$             0%

Advertising/Marketing/Promo 5,053$        1% 15,000$           2%

Amortization 42,000$      12% 34,022$           4%
Bank Charges 1,500$             0%
Bank Interest 15,264$      4% 1,000$             0%
Contingency/Misc 10,000$           1%
Dues and Subscriptions 500$               0%
Fundraising
   Golf 31,271$      9% 32,000$           4%
   Kids on Deck 9,644$        3% 17,736$           2%
   Other 1,512$        0% 15,000$           2%
Induction (w. catering) 30,615$      9% 30,000$           4%
Insurance - Museum, D&O, Gen'l 10,356$      3% 15,000$           2%

Membership 5,000$             1%

Museum Exhibits & Programs 10,553$      3% 30,000$           4%
Museum Curatorial 5,000$             1%

Museum Exh & Theatre (A/V) 5,000$             1%
Museum Temporary Exhibits 25,000$           3%
Office Expenses/Services/Supplies 14,083$      4% 15,000$           2%
Office Supplies in above
Outside Services and Internet in above

Postage 2,000$             0%
Printing 5,000$             1%
Professional Development 500$               0%
Professional Fees 3,000$             0%
Program Supplies 10,000$           1%
Rent 6,000$        2% -$                0%
Special Events (Other than Induction) 5,000$             1%
COGs Store (55%) 16,133$      5% 52,800$           7%
COGs Concessions (35%) 6,664$             1%
Telephone & Internet 3,145$        1% 5,000$             1%
Travel/Conferences/Meetings 4,690$        1% 5,000$             1%
Meals 1,000$             0%
Mileage Reimbursement 1,500$             0%
Volunteers 1,250$             0%
Website 5,000$             1%
Utilities ($/SF) 23,936$           3%
Repair & Maintenance - Ball Diamonds 11,892$      3% 15,000$           2%
Maintenance & Repairs Other in above 9,042$             1%

Building Custodial 9,150$             1%
TOTAL 342,112$    100% 778,563$         100%





OPERATING PROFILE

Current 
Facility 

2013 

Future 
Facility 

Typical Year

Variance 
Future over 

2013

Earned Revenue
Admissions Revenue 8,663$       49,720$        41,057$        

Induction 57,906$     60,000$        2,094$          
PVC Programs Gross Revenue 9,600$          9,600$          
Classes: Week-long School Break Periods 4,000$          4,000$          

Summer Camps (including Kids on Deck) 17,824$     40,800$        22,976$        

Membership Revenue - Standard Levels 20,523$     16,000$        (4,523)$         

Ballfield Rentals 11,675$     23,020$        11,345$        
Ballfield Sign Rentals 6,486$       10,000$        3,514$          
Facility Rentals and Catering in fundraising 3,864$          3,864$          

Gift Shop Gross Revenue 30,653$     96,000$        65,347$        

Concessions at Ball Field Pavilion 19,040$        19,040$        
Total Earned 153,730$    332,044$      178,314$      

Government Support - Town of St. Marys in grants 150,000$      134,670$      
Grants (future in gov't support) 15,330$     in gov't supp't
Fundraising
   Golf 59,553$     60,000$        447$             
   Other 43,559$     60,000$        16,441$        
Donations/Sponsorships  35,252$     160,000$      124,748$      
Amortization of Deferred Contributions 30,000$     34,022$        4,022$          
Higher Level Membersips in earned 13,000$        13,000$        

Interest on Shortterm Investments 3,558$       -$             (3,558)$         

Total Support 187,252$    477,022$      289,770$      

Total Revenue 340,982$    809,066$      468,084$      

Expenses
Personnel Costs with Contract Labor 122,319$    348,962$      226,643$      
Non-Personnel Operating Costs 219,793$    429,600$      209,807$      

Total Operating Expenses 342,112$    778,563$      436,451$      

Net Surplus (1,130)$      30,504$        31,633$        

Staffing as % of Tot. Costs (no contract labor) 36% 45% 9%
Expenses per Square Foot $97 $62 -$35

Earned 45% 41% -4%
Support 55% 59% 4%
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Capital Phase Schedule and Organization 
Canadian Baseball Hall of Fame and Museum 

Chapter 12 

Phases and Schedule 

Critical Path Phases 
Canadian Baseball Hall of Fame and Museum 

 PHASE ON CRITICAL PATH DURATION 
1a Preliminary Research & Planning Board Complete 
1b Phase 2 & 3 Funds Identified Board Complete 
2a Community Needs Assessment Program Team Complete 
2b Site Selection Program Team Complete 
2c Assessment of Alternatives Program Team Complete 
3 Strategic Master Plan Program Team Complete 

 Town of St. Marys Investment Board & Town Benchmark 
4 Org. Capacity Development Board 12 Months 
5 Campaign Research & Plan Investment Team 3 Months 

 Greenlight Campaign Board Benchmark 
6 Organization & Lead Funding Investment Team 6 Months 

 Greenlight Design Board Benchmark 
7 Program Research & Development Program Team 3 Months 
8 Pre-Design Architectural Program Program Team and Architect 3 Months 
9 Schematic Design Architect 3 Months 

10 Design Development Architect 3 Months  
11 Construction Documents Architect 4 Months 

 Construction Investments Raised Investment Team Benchmark 
 Greenlight Construction Board Benchmark 

12 Construction Bids & Awards Building Team 2 Months 
 Groundbreaking Contractor (+ 39 Months) 

13 Construction Contractor 12 Months 
14a Installation Program Team 2 Months 
14b Shakedown Operations Team 1 Month 
14c Previews Investment Team 10 Days 

 Public Launch Marketing (+ 54 Months) 
 Operations Operations Team On-going 

15 Summative Evaluation Program Team 4 Months  
Table 12.1 

Source: White Oak Associates, Inc. 

Implementation is organized into a series of phases in order to allow the Board and its advisors 
to manage the project and keep track of time and resources. The phase schedule (see Table 12.1) 
is based on the experience of similar projects in other cities. While many teams will be working 



Canadian Baseball Hall of Fame and Museum: Strategic Master Plan 12-2 
 

Canadian Baseball Hall of Fame and Museum November 20, 2014 
White Oak Associates, Inc. with Bill Peters Consulting 

at the same time, the phase's name reflects the activity that is on the critical path at that time. 
Responsibility for the critical path will shift among the architects, operating staff, program team, 
investment team and the other teams critical to launching a successful institution.  

If the project meets all of its benchmark points at the end of each of these phases, and the next 
phase is initiated by February 2015, then groundbreaking is scheduled for May, 2018, when the 
majority of the funding should be committed, and the public opening will be in August, 2019.  

Before launching the Capital Campaign, we need to build capacity, relationships, fund raising 
success and regional stature. Having completed Phase 3 with this Strategic Master Plan, we will 
now focus on developing capacity (Phase 4), first by engaging and supporting a fund raising 
Executive Director. While capacity is being developed, we will do the Capital Campaign 
Research and Plan. We will then greenlight Phase 6 “Organization and Lead Funding” only 
when our organization has achieved the following capacity growth indicators: a) that we are 
already raising $150,000 in annual support above the current support revenues; b) that we have 
secured substantial on-going government support; c) that 50% of the amount  required to fund 
the $1.16 million Transition Plan is in hand or pledged; d) that the debt retirement plan is on 
track; and e) that a CEO and support team are already functioning effectively and building 
confidence and relationships for the launch of the Capital Campaign. The capacity building 
effort is estimated to take 15 months before greenlighting Phase 6. 

Summary of Budgets 

The overall Project Budget contains the two components, the Capital Budget ($5m), which 
meets the government definition of infrastructure capital, and the Transition Budget ($1.16m), 
which covers our incremental costs over our Operating Budgets in order to increase our levels of 
operating support, raise the capital funds, and manage and launch the project until opening day. 
It is important that these Transition Budget funds are unrestricted and in cash (not in-kind). 
The overall Project Budget is $6.16 million. 

In addition to the Project Budget, the organization requires a permanent, secure increase to its 
Operating Budget to enable it to build its capacities and strengthen its core team so that it can 
do the work required by this project and then operate successfully after opening. This increased 
Operating Budget draws its support from two sources, the Town of St. Marys and donors and 
sponsors. If the Town of St. Mary’s commits to an increase of $150,000 in its annual operating 
support (indexed; not including ball field arrangements), this will enable the project to move 
forward by giving the organization the operating capacity to take on the project and by 
signalling other levels of government, donors and sponsors that the on-going operations will be 
sustainable. 

In summary, the Museum intends to raise and then invest a) $5 million in capital; b) $1.16 
million in transitional operating funds; c) secure an on-going operating commitment outside 
these project funds of $150,000 (indexed) annually; d) continue our debt retirement plan, which 
has already been reduced below $300,000; and e) continue supporting the current operating 
budget.  

The Capital and Transition Budgets and Town Support are expressed in 2014 $CAD. As the 
project years advance, the campaign goals and allocation budgets need to be periodically 
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updated, based on increases in the cost of living and inflation. Cost escalation is not included in 
the budgets. 

Overview of the Capital Budget 

This section looks at how the capital fundraising goal established by the Board should be 
strategically assigned to the tasks detailed elsewhere in this Plan. The Capital Budget is not a 
specific estimate of expenses in each area. Nothing is designed yet, so nothing can be priced, and 
the overarching management task is to get everyone to design and fabricate within budget.  
From a management viewpoint, this means that each line item needs to carry all costs associated 
with that area in the broadest definition possible. For instance, if $20,000 is allocated for a 
system, this does not mean that CBHFM should look for a system with that price tag; rather, the 
budget needs to cover the cost of change orders to the building cabinetry in order to 
accommodate the selected system, delivery, installation and travel costs, staff training, and other 
related expenses, in addition to the system itself, which might end up being only half the budget. 
Except for construction, which has separate soft costs, any other category of expense should 
include its design, contractors, installation and all other associated expenses.  

A corollary to this inclusive coverage will be the dawning realization by managers and designers 
that the budgets are tight. 

Having stressed the inclusive nature of each line item, it is also important to emphasize the need 
for flexibility in managing the Capital Budget. Areas of the Capital Budget will be delegated to 
key team members to manage, and they should have the flexibility to adjust assignments and 
categories within their sub-totals as long as the operating economics are not negatively affected. 
The Capital Budget has been organized according to a number of management responsibilities, 
with the key premise that the designer or manager in charge has to operate within a fixed 
budget. Budget accountability will reside with a governance group but responsibility for 
achieving the goals while staying in budgets, will be assigned to “Task Managers” for each 
section of the Capital Budget. 

The operating sustainability of the institution depends on raising funds that can be spent on the 
capital budget items as listed. The sources of funds must match the allocation of funds; if other 
funds are raised for other projects or phases, then either the campaign goal must be raised by the 
same amount, or the gift must be postponed. Trying to fund more galleries without increasing 
the operating support will be damaging, not helpful, to the operating sustainability, as the extra 
space will cost more to maintain than it will earn in more visitation. 

CBHFM cannot survive on earned revenue alone, and it will need operating support. Raising 
this support is part of the campaign, and if it is not identified well in advance, the Museum 
should not move toward opening, as it would shortly have to close. Obtaining sustaining 
government support from the Town of St. Marys is particularly critical to moving the project 
forward and needs to be negotiated before Phase 4 – Organizational Capacity Development. 
Lack of this support will send a negative message to other sponsors and donors and a capital 
campaign will not succeed in the face of this. Equally this support is essential for the 
organization to build capacity, sustain itself during the capital campaign and construction, and 
make the envisaged economic development and community development contributions to the 
Town of St. Marys and region.  
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While money has been spent on the project in the past, those are separate funds, and this budget 
assumes a start date for Phase 4 in February 2015 when expenses can be charged to the 
Transition Budget. From Phase 7 on expenses can start to be charged against the $5M Capital 
Budget. Costs for Phases 4 and 5 and later staff and fund-raising costs come from the Transition 
Budget. 

Policy Direction 
The Museum will not greenlight any process or contract until it has raised all those funds in 
order to avoid wasteful terminations or debt. This is particularly important with construction 
because museums that entered into debt to finish construction have usually suffered for years. 

All expenses incurred prior to opening have to fit into one or more of the existing line items. If 
new categories of expenses are created, then other existing line items must be reduced, as the 
total Capital and Transition Budgets should not be increased without Board approval.  

All costs are in 2014 $CAD. Yearly adjustments to the budgets and goals will track actual 
inflation, resulting in regular increases. 
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Capital Budget 2014 $CAD 
Canadian Baseball Hall of Fame and Museum 

 
Table 12.2 (1 of 3) 

Source: White Oak Associates, Inc.  

FFN Unit Cost Amount Area Total Dept. Total
BUILDING CONTRACT 1,2
Construction Costs: PVC 3,4 $300 7,100 $2,130,000
Construction Costs: Collection Ctr. $50 3,180 $159,000
Construction Costs: Game Pavilion $200 800 $160,000
Construction Costs: Equipment Shed 3 $125 1,150 $143,750
Ball Field Lighting and Irrigation $170,000
Site Trail Landscaping 3 $100,000
Other Landscaping 3 $50,000
Parking by others
Gray Bucket: Exhibit Utility Connections $10,000
Exhibit Lighting Infrastructure incl
Networking and IT Support incl
Curb cuts, Sidewalks by others
Remediation by others
Building and Site Signs & Graphics $50,000
Change Orders incl
Site Utilities and Access Roads by others
General Conditions incl
GC's Fee incl
      SUBTOTAL BUILDING 59% $2,972,750

BUILDING ASSOCIATED 5
Land not incl
Relocation $5,000
Architecture & Engineering 10.00% of bldg $297,275
      Reimbursable Exps 10.00% of fee $29,728
      Consultants/Special Services  20.00% of fee $59,455
Construction Manager (individual) 6 $75,000
Museum Program Interface Specs. 7 1.00% of bldg $29,728
Fees, Permits, Taxes & Titles $5,000
Site Survey and Other Studies $10,000
Legal and Accounting $7,500
Builder's Risk Insurance $10,000
Utility Co. Impact fees tbd
Contingency on Construction Costs incl
Contingency on Design & Soft Costs incl
      SUBTOTAL ASSOC. 11% $528,685

MUSEUM EQUIPMENT
Furniture & Fixtures $10,000
IT Network, Computers & Software 8 $15,000
Other Office Systems $7,500
Telephone System 8 $10,000
Visitor Service Equip. $5,000
Ticketing System 8 $15,000
Audiovisual Systems (Moveable AV Equip) $5,000
Security Systems & Cash Handling $2,500
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Capital Budget 2014 $CAD 
Canadian Baseball Hall of Fame and Museum 

 

 

Table 12.2 (2 of 3) 
Source: White Oak Associates.  

FFN Unit Cost Amount Area Total Dept. Total
Bldg Maintenance Equip. $2,000
Storage Units/Shelving/Cages $2,000
Grounds Maintenance Equip. $4,000
Interior Signs $7,500
Uniforms & Badges $1,000
Bicycle Racks, Trash Cans, Outdoor Furn. $2,000
Museum Store  
      Professional Services $15,000
      Merchandising FFE $5,000
      Décor, Graphics and & Environ   $7,500
      Retail Equipment $6,000
      Opening Inventory in operations
      Proprietary Merchandise Development $5,500
Vending Machines (by Concession) by others
Special Event Catering Equipment  $7,500
      SUBTOTAL EQUIP 3% $135,000

MUSEUM PROGRAM & SHARED COSTS
Exhibit and Program Master Plan $65,000
Content Research and Label Copy $7,500
Installation Expenses $7,500
Travel & Expenses $20,000
Management & Coordination $60,000
Owner Furnished Items $5,000
Rights and Object Acquisition incl.
Label and Small Graphic Production incl.
Exhibit Lighting $15,000
Summer Exhibition Infrastructure 9 $123,600
Contingency on Program Costs 10% $123,860

PROGRAM COMPONENTS
Heritage Diamonds Interpretation Plaques $15,000
Game Pavilion FF&E $15,000
Site Trails

Walk of Fame Pergola and Plaques $100,000
Baseball Timeline Walk $50,000

Equipment Shed FF&E $15,000
Collection storage and archiving $25,000
Collections handling $10,000
Program & Visitor Centre

Entrance Vestibule Art $5,000
Reception Lobby Counters and Displays $75,000
Exhibit Niches - Des. & Fab. $400 1000 $400,000
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6 Construction Support: An owner’s rep, who will essentially be a part-time contracted 
person for the duration of the detailed design and construction period.  

7 Museum Program Interface Specifications: a budget to cover the development of the 
Room Book and the ongoing review of the architectural design to make sure it conforms to 
the needs of the Museum and its exhibits, theatres and other programmatic elements.  

Museum Equipment 
8 IT, Telephone and Ticketing Systems: These three systems are converging, and the 

Museum should consider scoping them together, with the hope that a centralized system and 
vendor will provide the best service for the available funds. 

Program 
9 Summer Exhibition Materials as budgeted and described by Bill Peter Consulting 

10 On-site Promotional Facilities may include kiosks, display vitrines, daily program 
announcement boards, LED sign systems and other means of letting people on-site know 
what is going on, and engaging their attention in upcoming programs, volunteer 
opportunities, educational programs, coming events, and upcoming exhibitions. 

Transition Plan and Budget 

We, as an organization, understand that our greatest risk in implementing this Strategic Master 
Plan is that we build the expanded Museum and then find we are unable fund its operation. In a 
community the size and location of St. Marys we appreciate that the majority of operating funds 
(roughly 60%) will need to come from support, as opposed to earned income. Therefore, the 
strongest things we can do to mitigate operating risk are to: 

1 Strengthen the Core Team: Add staff level leadership and capacity first in the areas of 
community relations and fund development, with the view that this will 

2 Build Operating and Philanthropic Support - Develop a larger circle of donor support 
and work with the Town of St. Marys to strengthen its operating participation. Prepare the 
donor community to provide transformational support in the future. 

3 Start Building Operating Capacity Early – This capacity building needs to begin 
promptly and demonstrate results soon in order to build our own confidence and that of our 
stakeholders and supporters that the expanded Museum will be sustainable. 

Of course this is not our only way of mitigating risk. This Strategic Master Plan assists in risk 
management by using conservative operating projections and by envisioning a versatile facility 
that gives us the ability to raise earned income and engage donors and sponsors in a variety of 
ways. However increasing our operating capacity is a vital step. 

During this period of capacity building (aka Phase 4), prior to fully launching into the capital 
campaign, we see a number of opportunities to serve our ENDS and demonstrate our growing 
strength as an organization. These include undertaking a project to upgrade collections 
management, continuing to make the Induction a better event for the baseball community, 
sports-interested people across Canada and internationally, and especially for the Town of St. 
Marys. Of course a vital part of capacity building is stewardship of our supporters and 



Canadian Baseball Hall of Fame and Museum: Strategic Master Plan 12-9 
 

Canadian Baseball Hall of Fame and Museum November 20, 2014 
White Oak Associates, Inc. with Bill Peters Consulting 

stakeholders. Strengthening our core team will enable us to do an increasingly better job of 
stewardship. 

Equally, experience shows that organizations who run an effective capital campaign find they 
have the capacity to continue to engage with sponsors and supporters who will often wish to 
make on-going investments in the success of the organization. Thus, as the impact of the capital 
campaign on annual donations fades, it is reasonable that the annual campaign will grow and be 
sustained at a new, higher level. 

In addition to the operating support for a successful transition to a new facility and new level of 
operation, the Transition Budget in this Strategic Master Plan provides for campaign costs, and 
other start-up costs, such as legal, financial, planning, research, marketing and organizational 
costs needed to run a successful capital campaign. 

Transition Budget 

The Transition Budget covers our incremental costs over our regular operating budgets to 
develop our capacities, increase our levels of operating support, raise the capital funds, and 
manage and launch the project during the capital phase (2015 through 2020). After opening, the 
operating budgets take over fully. It is important that these funds are unrestricted and in cash 
(not in-kind). 

This budget is in addition to the capital budget. Ideally, it shows up as unrestricted operating 
funds in growing annual amounts equal to the growing needs of our project team as we approach 
the public launch of our new facilities. If the Town of St. Mary’s commits to an annual increase 
of $150,000 in its annual operating support (indexed; not including ball field arrangements), 
then, the museum will only need to raise the additional $1,159,000 of the Transition Budget 
shown in Table 12.4.  

The Transition Budget should not be used to support or replace current operations. The 
Museum’s current operating budget should continue, including its support funding, during the 
project years, growing modestly as services expand. The Transition Budget provides an 
increment to the operating budget. 

A long-term plan is currently in place to retire the Museum’s remaining debt, and that should be 
covered by the base operating budget. 
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Transition Budget 2014 $CAD 
Canadian Baseball Hall of Fame and Museum 

Table 12.4 
Source: White Oak Associates, Inc. 

Summary Transition Budget:  2014$ CAD 
Canadian Baseball Hall of Fame and Museum 

 

Table 12.5 
Source:  White Oak Associates, Inc. 

Notes to Transition Budget 

General 
4 All years are fiscal years. All dollars are $2014 CAD. HST is not included. All amounts are in 

addition to the normal operating budget, which is also to cover the debt retirement plan. 
The term is from the start of Phase 4 to opening, estimated at 4.5 years. 

Project Management 
5 Notes to Pre-Opening Operating Costs: This category addresses the routine salary, 

benefits and overhead needs of a growing project team, including a fund raising CEO and 
campaign support staff and expenses, such as a newsletter, membership drive, informational 
package, training and community outreach programs, etc. This allowance is to complement 
the Town’s annual operating support. 

6 Fund Raising: Materials, publications, fund raising counsel, preparation of grant proposals, 
maintenance of donor data files, on-going PR campaign, negotiating and contractual 

FFN Unit Cost Amount Area Total Dept. Total
PROJECT MANAGEMENT AND FUND RAISING
Organizational Costs $5,000
Owner's Liability Insurance $4,000
Pre-Opening Staffing & Operations 1 $250,000
Capital Campaign Costs 2 $200,000
Marketing 3 $75,000
Bridging Interest Costs 4 $10,000
Planning Fees &  Studies 5 $50,000
      SUBTOTAL MGMT. 51% $594,000

MUSEUM FUNDS  
Escalation 6 not incl
Operating Support Fund (3 yrs) 7 1 70% $560,000
Endowment 8 $5,000
Operating Cash Reserve not incl
      SUBTOTAL FUNDS $565,000

TOTAL $1,159,000

Project Mgmt & Fund Raising $594,000
Museum Funds $565,000
TOTAL TRANSITION $1,159,000
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expenses, donor recognition events, promotion and stewardship. This budget should be 
focused on raising support dollars. The allowance is to complement the Town’s separate and 
ongoing $150,000 annual operating support, starting with the next phase.  

7 Marketing: Principal marketing expenses will be associated with the launch and the 
campaign to announce the project broadly in the region through paid advertising, 
promotions, public relations, collateral preparation and distribution, and other 
communications techniques to be detailed in the Marketing Plan. This budget should be 
focused on generating earned revenues. 

8 Bridging Interest Costs: A relatively small budget to cover financing of some pledge 
payments that may extend past opening. This figure is too small to accommodate major 
donations coming in after opening, or to manage sophisticated financing or tax credit 
schemes. The planners strongly advise against borrowing money to complete the project 
with the hope that the loans can be repaid by future fund-raising or by excess revenues 
generated by earned income; museums that have tried this road have routinely suffered. 

9 Planning Fees and Studies: covers Phase 4 and later planning and studies at an institutional 
level, including food service, parking, museum planning counsel, updates to the economic 
model and other consultant-based work that will support institutional planning, and that is 
not explicitly covered by the program budget or by  the building-related soft costs. 

Museum Funds 
10 Escalation Reserve on Non-Building Costs: has NOT been included. All figures are in 

2014$. Both the budgets and the fund raising goals will need to be indexed upward based on 
actual inflation in that category of expense. 

11 Operating Support Fund: As some donors to the Museum’s campaign will still be paying 
off pledges after opening, this amount is included in the budget to offset the difficulty in 
raising operating funds during the early years from the same donors who have supported the 
capital project. This amount will cover most of the first two years of private support 
($293,000/year).  

12 Endowment is NOT included, except for $5,000 to seed and establish an account for the 
future, as raising a more substantive endowment is a goal for budget surpluses, surprise 
bequests and future campaigns. 

Capital Campaign Plan 

A separate, confidential capital campaign document is provided to the Board of Directors by Bill 
Peters Consulting. It provides information on organizing the capital campaign, establishing a 
campaign goal and indicates that a campaign of the scope required for this project is feasible. 
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Next Steps 
Canadian Baseball Hall of Fame and Museum 

Chapter 13 

The common advice from the Museum directors who have been through this process before is 
"Don't design for opening day." Design, instead, a viable and sustainable operating institution 
playing a central role in the community and its learning infrastructure. Changing programming 
that is up-to-date and connected to community issues is fundamental to this operating vitality. 
As a result, the implementation of the capital project should focus on providing the institution 
with adaptable resources that can be used in many ways over the next decades. As long as we 
stick to our core values and ideology, when we see what is needed we can be prepared to shift by 
remaining fast, fluid and flexible. 

Next Steps 

The major and immediate steps following the completion of the Strategic Master Plan will be: 

1 Adopt the Plan: The full Board adopts the Strategic Master Plan as the baseline for 
planning. 

2 Secure Long-term Operating Support from the Town of St. Marys. 

Phase 4: Capacity Building 
3 Start the Transition Plan to build capacity and funding 

4 Hire and Support a Fund-raising CEO. 

5 Prepare Management and Staff to run the project and to operate the larger institution 
once it is complete. This is an on-going professional development process that should be 
started in a modest way at this time and ramped up during the development years into a fully 
articulated Transition Plan. 

6 Secure Funding for at least half of the Transition Budget beyond the Town’s support.  

7 Sufficient Pledges and Cash Flow to fund and authorize work in Phases 5-8. 

Phase 5: Campaign Planning 

8 Continue a Quiet Communications Campaign (underway) to inform regional leadership 
that this project is moving forward with strength and vision.  

9 A Schedule of Investment Opportunities needs to be developed that links the program 
concepts with benefit packages and price tags for potential sponsors. CBHFM’s 
management, working with campaign counsel, can identify and price the major program 
components that might lend themselves to naming opportunities. A workshop can 
accomplish this.  

10 Assess CBHFM’s Abilities to Raise Capital based on the Strategic Master Plan and the 
success of the Transition Plan to date to see if the capital budget is achievable and to involve 
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potential supporters. Part of that process is to translate/excerpt the Strategic Master Plan into 
a Case Statement.  

11 Write the Campaign Plan 

12 Attract the Backing of St. Marys’ and Canadian baseball’s Key Leaders for the project 
and the project team (on-going) 

13 Greenlight the Campaign (Phase 6) 

Phase 6: Lead Gifts and Project Organization 

14 Secure Pledge Commitments and Public Funds equal to at least half the campaign. 
Identify on-going support revenues will be addressed at the same time as the capital funds 
are raised.  

15 Transition Budget and Capital Budget Cash Flow: Once we know the inflows of pledges 
and public funds and other finance and proposal requests, define parameters and cash flow 
for the pre-opening Transition and Capital Budgets. 

Phase 7: Architectural Program (partial list) 

16 Create the Room Book, which is the Owners’ direction to the architect about what should 
be in each space. This document, also known as the functional architectural program, will be 
developed by museum planners working with the architect to establish physical 
characteristics, support systems and architectural characteristics for each space in the 
project’s outline architectural program. Naturally, the document will evolve as the design 
and contracting proceed.  

17 Start a Building Contractor Selection Process: Some projects are selecting their building 
contractor shortly after the architect is on board in order to have the builders at the table 
during the early design phases when the client has the greatest control over the cost of the 
project. This selection process will be headed by a board-level committee.  

Phase 8: Schematic Design (partial list) 

18 Architecture and Landscaping: Schematic Design and Visuals 

19 Expand Program Design Team: Once the spaces are defined, sized and budgeted, then 
exhibit, theatre and program designers can be selected to start working. 

 On-Going Processes 

1 Develop a Shared Sense of Vision. From Board members to project volunteers, the 
intellectual concepts, character and soul of the new institution needs to be discussed 
regularly and refined in terms of its core business, corporate values and community service 
objectives. A broad understanding of why we are doing this and what will result should be 
shared by everyone involved in the project. In time, as staff are added, this discussion about 
framework will become the institution’s corporate culture and brand identity. One method is 
to read and discuss a series of books that will be influential in our planning. 

2 Grant and Proposal Writing will continue to be an important part of the campaign, and we 
will establish processes and materials to be able to respond quickly with targeted proposals to 
specific potential donors. Some proposals will require presentation visuals and considerable 
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research to formulate; as more proposals get written, a stock of text, images, covers, data and 
other materials will be useful.  

3 Community Discussions: Engage potential community partners in discussions about the 
Plan and make adjustments as needed to accommodate partnerships without adversely 
affecting the economics or the planning to date. Early partnerships will have more flexibility 
than later ones. 

4 React to Opportunities presented by the community. Such opportunities should be 
evaluated against the growing planning framework, perhaps by calling on coaching and 
consulting services as needed. 

5 Organize Tours of Other Museums to educate Board and potential donors and build 
connections among the project’s leadership. 

6 Define a Museum Visit Research Process for Board members and volunteers to share 
reports on visits to other museums.  

7 Define a Best Practices Research Process that will include examples of specific museum 
practices that should be studied carefully by our planners. 

8 Maintain an Orientation Package to give to new project team members. The 20-30 page 
summary should include: ENDS, Audiences and Supporters, Component Descriptions, 
Summary Architectural Program, Project Organization Chart and Contact List, and Master 
Schedule. 

During all of this, professional development by staff and training for key Board members is 
important. Staff should attend conferences, read books about planning and developing museums, 
and talk to colleagues who have been through expansions.  








