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Marketing Plan

Use the marketing action plan template below and review it at your event team meetings to monitor each
task throughout the planning stages.

Name of event

Event organiser

Venue

Dates

Times

Expected Numbers

Description of event

Give the theme of the event and a flavour of some of the activities that will be taking place.
Example description:

A triathlon event in a coastal town featuring competitions, live bands and food stalls.

Other events

List other events of equal or bigger scale happening in the area at the time and also other events on a
similar theme that happen elsewhere but will appeal to the same target audience. It's worth thinking about
when they are taking place, how much they are charging, how many people attend them, etc.

Local events Similar events
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Target audience profile/s & key messages
Include the size of the audience, how far you expect them to travel, age range or life-stage, likely interests
and popular trends, sector or type being targeted e.g. families, businesses, locals or tourists. You may need to
break down your audience into separate target audiences according to how different their profiles are.
Examples are provided below of two target audiences for the same event (in this case a triathlon):

Target Audience 1

EXAMPLE: Outdoor sports enthusiasts, particularly triathlon but there is cross-over in appeal with other sports such as mountain biking, watersports
etc. They are generally young people in the age range 15-40. To attend an event they will travel up to an hour so the catchment area from
Carmarthenshire is approximately Cardiff in the east, Haverfordwest/ Tenby in the west and Brecon to the north. They will travel further to actively
participate in their chosen activity- approximately 2 hours. They will be attracted by good quality athletes, opportunities to take part, rock and indie
music, socialising opportunities. They may require places to stay, particularly if they have travelled and if they are planning on staying for a night out
after the event. This audience might be willing to pay depending on the quality of the offer, however, not if similar events elsewhere are offered free of
charge. They will hear about this event on twitter, by word of mouth or in sector specific publications such as surfing magazines.

Key marketing messages:

» Come and see some world-quality competition

* Enjoy live music

« Find some of the best activity facilities in the country right here
« Plenty of places to stay close to the bars and restaurants

Target Audience 2

EXAMPLE: Local people living within the county and particularly living in or around the venue itself. These are likely to be across a range of ages from
local teenagers to local families with young children, however are unlikely to be the older generation. This sector will be looking for something to do that
is close and convenient, different to the usual offer in the town and is safe and secure for them to attend. They will also be looking for something that is
either free or at a very low cost. They will hear about this event on facebook as families and friends will share the information and discuss whether they
plan to attend, they will also see local posters or flyers and will pass on information by word of mouth.

Key marketing messages:

* This is a free event

» The venue will have a great atmosphere
 There will be plenty of food stalls to try

« It's close and convenient

« It's something different from the usual to do
« Great for the kids

Target Audience 3

Key marketing messages:
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Communication objectives

These will set out what you hope to achieve from your marketing activity. They may be linked to the event objectives that
you have outlined in your event plan and could also link to your sustainability objectives for the event, if you have them.
Your marketing objectives, along with the key messages you have outlined above, will help to define how you market
your event, which tools to choose and what you will say in your marketing. Your objectives should be things that you can
measure to see if you've achieved them. Some examples of communications objectives are provided below to help you:

Example objectives:

« To sell 200 concert tickets

 To achieve a 10,000 footfall/attendance figure at the event

» To gain 100 Twitter followers

« To gain 300 Facebook friends

« To get 50 competition entries

« To get 30% attending by public transport

« To get local residents involved in supporting the event as stewards/volunteers

Marketing Campaign/s

Develop your marketing campaign around the mix of Product, Place, Price and Promotion. These are all
explained in the boxes below which you can as your template. If you have more than one target audience it
is best to develop a specific campaign for each one using the relevant tools and messages.

Product Price

Make sure that what you are offering is what your target ‘Ensure that the price is set at the appropriate level to meet
audience is looking for. with your target audience’s expectations

Place Promotion

Make sure that you are placing your event's marketing Be sure to use the right tools to promote the event
activity in the right places, where your target audience is including a mixture of online, broadcast, face to face and
likely to come across it. print.
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Budget
Ident?fy the cost for each element of your marketing campaign/s. Include these cost in your overall event
budget and be sure that you have secured enough income to cover them. Some examples of marketing
costs are given below.
Advertising £0.00
Design fees & print £0.00
Internet £0.00
Media & PR £0.00
Market research £0.00
Other marketing costs £0.00
Other marketing costs £0.00
Other marketing costs £0.00
£0.00
Total Costs £0.00

Branding & Logos

If you develop a brand for your event, make sure that you are consistent across all of your marketing. This
will include the tone of voice, the colour palette, the use of images, the use of logos and the quality of what
is produced. In addition, if you have received an award, a sponsorship or a grant from an external funder, it
is very likely that they will expect you to display their logos on marketing materials or to mention them in
radio broadcasts or press releases. Can your event benefit from association with the destination brand
priorities? You will find guidelines at www.discovercarmarthenshire.com) . You will need to make sure that
you understand exactly what is expected of you before you start to promote the event.

List below all of the things you will need to take account of in your marketing materials and activities:

Example

« All funder logos to appear on all flyers, posters and print advertising

« All main funders to be stated in press releases and on Bridge FM radio advert.
« All main funders to be given a verbal thank-you in the launch of the event

« Links to national and destination branding
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Marketing Action Plan

Use the marketing action plan template below and review it at your event team meetings to monitor each
task throughout the planning stages.

Date action plan last updated:

Task Who | By when Status

e.g. find out advertising costs JB | 3lstJanuary |Completed
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