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• The marketing plan should be a coherent essay. 

• The essay must include all elements listed under guidance. 

• The marketing activities suggested for the event must be described and reasons must be provided, why 

they are relevant and meaningful for this organization. These reasons must be grounded in the theory 

and models that have been discussed in class. 

• Potential risks and challenges with the suggested marketing activities should be addressed and it 

should be discussed how the organization should handle them. 

• Formal requirements need to be fulfilled, especially length and referencing. 

Specific points that should be included: 

• An analysis of external and internal environments as well as the organization. 

- SWOT analysis, competitor analysis 

- Mission, vision, goals, stakeholders of the organization 

• A plan for marketing research that should be conducted to gather information for developing the 

marketing plan, understanding relevant customers, getting feedback, and evaluating the success of the 

marketing strategy. 

- Based on the marketing research process, suggest a couple of questions that should be answered 

through marketing research before, during and after the event as well as respective data collection 

and data analysis methods. 

• An overview of the relevant customers of the event and their needs. 

- Define customers and their roles.  

- Mention ca. three relevant customers: spectators/fans, sponsors, media, volunteers, NFIF and 

explain what the event needs to provide for them (why are they customers of the event) 

• A plan for market segmentation, target segments and tailored marketing activities for them. 

- For spectators/fans: why is it necessary to segment them, how could this be done, which segments 

are meaningful to focus on in the marketing strategy of the event, how should they be targeted 

• As sport events are platforms, that are used by other actors for their marketing purposes: an overview 

of important other actors, their marketing goals with the event and a plan for how the event organizers 

can facilitate that these actors can achieve their marketing goals. 

- Explain sport events as networks of actors or platforms that are used by a multitude of actors to 

achieve their marketing-related goals 

- Identify ca. three important actors: sponsors, medial, host municipality, NFIF, athletes, clubs 

- Explain for which marketing purposes these actors use the event. 

- Provide suggestions how the organizing committee can support them to achieve their marketing 

goals, i.e., through connecting them, allowing them to conduct their own marketing campaigns, 

regulation, etc. 

• A strategy for the acquisition and work with sponsors, particularly including aspects of branding. 

- Explain, why sponsors could be interested in a collaboration with the event, focus on aspects of 

branding (e.g., meaning transfer, fit, image, brand equity). 



- Which sponsors should be targeted and which arguments should be used to acquire them (i.e., 

what can the event offer to them?) 

- How could sponsors be supported (e.g., activation strategies, evaluation)? 

- Address potential issues (e.g., conflict between sponsors, negative reputation, conflict between 

event and athletes’/clubs’/federations’ sponsors) 

• A strategy for digital marketing, especially social media marketing. 

- Which social media could be used, for which marketing goals and which segments? 

- How should they be used (content, frequency, channels, etc.)? 

 


