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Q.1 Short Questions: 

i. Identify a potential target audience for an event in each of the following sectors:
a) Sporting

b) Corporate

c) Leisure
Answer: 

(a) Sporting: The potential target audience for sporting events include youth, athletes, students, corporate organizations and all sport-loving people as well as sport associations and clubs.
(b) Corporate: Audience for corporate events include companies, corporate organisations, government entities i.e. ministries and parastatals as well as institutions including NGOs and other parastatals.

(c) Leisure: Target audience include tourists, vacationers, schools, kids as well as holiday makers.
ii. Explain the importance of identifying other events in advance, which may

directly compete with one you are going to organise.

Answer:

It is very important to identify other competing events in advance so as to prevent any potential clash which may have a negative impact on attendance, organization and the overall success of the event. 

Also, identifying competing events in advance will further help in scheduling and planning for unexpected exigencies which may arise as a result of organizing such an event.

iii. Describe what is meant by marketing mix?

Answer:

Marketing mix refers to the set of actions, or tactics that a company, in this case an event manager, uses to promote its brand or product in the market.

It consists of the 7Ps - Product; Price; Place; Promotion; People; Process and Physical evidence.

Product elements include all components of the service performance that create value for customers. It could be event programme, transport, accommodation, meetings etc.

Price: Pricing must be competitive and must entail profit. The pricing strategy can comprise discounts, offers and the like. Event service managers recognise and, where practical, seek to minimise other costs and burdens that customers may bear in purchasing and using a service, including additional financial expenditures, time, mental and physical effort, and negative sensory experiences.

Place refers to refers to the place where the customers can buy the product and how the

product reaches out to that place. Places of events could be public non public, mass, individual, in the open air and in the building.

Promotion: No marketing programme can succeed without an effective communication programme. This component plays three vital roles: providing needed information and advice, persuading target customers of the merits of a specific product, and encouraging them to take action at specific times.

People: It refer to the customers, employees, management and everybody else involved in it. It is essential for everyone to realise that the reputation of the brand that you are involved with is in the people’s hands.

Process: It refers to the methods and process of providing a service and is hence essential to have a thorough knowledge on whether the services are helpful to the customers, if they are provided in time, if the customers are informed in hand about the services and many such things.

Physical (evidence): It refers to the experience of using a product or service. When a service goes out to the customer, it is essential that you help him see what he is buying or not. For example-brochures, pamphlets etc serve this purpose.

iv. List at least 4 methods to promote an event.

Answers:

(a) Networking: Networking with support service providers such as hotels, caterers, florists etc gives the event manager the opportunity to further promote and publice the event to this category of people whose services will be needed for the event.

Aside from this, it is easier to publicise an event within the already built network of friends and associates. 

Networking could be beneficial to both the event planner/manager and the support service providers as it also helps in driving businesses to both parties through referals et al.

(b) Advertising: Through adequate and thorough advertising using different media including social media – Facebook, LinkedIn, Twitter etc, an event manager/planner can adequately publicize the event. Advertising in  local newspaper or in a regional magazine may be considered especially when planning for  both corporate and social occasions.
(c) Informative brochures. A well-designed, professional brochure can help project the image of the professional planner and also promote the event under planning. Prospective clients will make judgments based on how detailed, well designed and informative the brochure is.
(d) Direct Mail: Events can also be promoted by direct mailing. Mailing attendees to past events as well as targeted audience can help greatly in promoting the upcoming event. 
v. Explain the importance of initial market research in event planning?

Answer: 

Before a planner/manager can effectively design and market an event, there is the need to determine the desires, expectations, and anticipations of the audience to whom that marketing will be directed. Hence, the need for initial market research in event planning.

By researching markets in depth, the event marketer will be able to spot trends in time to respond to changing needs as well as to resolve small problems before they become major ones. As demographics, desires, and issues change, marketing must be on pace with change to address those market fluctuations in all available promotional media and marketing vehicles. There are two types of marker research - qualitative research (soft data) and quantitative research (hard data).

Q.2. Explain the importance of the following resources required to promote an

event. 
a) Time

Answer: Planning and scheduling event at the right time is highly important because the time constraints of holding events affect all: the venue changes, artists bailing, permits and licenses that the planner might not even know is needed may have direct impact on the success or otherwise of an event. Promoting an event can also be limited by the amount of time allocated for it.
b) Budget: 
Answer: Promotional choices will be constrained by budget that can be reasonably allocated to the task of promotion. A large cash promotional budget is not necessary to generate significant media coverage, particularly if the event or aspects of it are newsworthy.

c) Staffing

Answer:

The success or otherwise of promoting an event also depend on the number of staff committed to it as well as their availability. The more personnel committed to the promotion, the farther its reach and vice versa.  

d) Equipment

Answer:

The amount and quality of equipments available for promoting an event aids its success. The more effective the equipments deployed, the greater the success. Using resources such as social media go a long way in relaying the promotional messages to a greater audience.
Q.3. Produce a marketing plan for an event of your choice. Include; 
a) Target audience

b) Competition

c) Marketing mix

d) Promotion methods

Answer: A marketing plan for Under-17 football competition

The Amazing Youths Under-17 football competition aims to spot and develop talents among the youth in the area I live. The competition is in a league-format with teams divided into four groups comprising four teams each. The top-two teams in each group advance to the second round with winners moving into the quarters and then semis and ultimately the final. The local stadium will be used as the venue of the event and pre-match entertainment will be provided by the local hip-hop band. 
a. Target audience: The target audiences are youth (male) between 14 and 16 years of age. Participants will be registered members of teams playing in the tournament. Fans and spectators are expected to be sports lovers who will be at the stadium to cheer and support their teams.
b. Competition: Competing events include similar youth program such as youth camp, musical concerts as well as other sport events targeted at youth.

c. Marketing Mix: For the marketing mix, the product is the football tournament in this case Under-17 football competition. For the pricing, the ticket will be reasonably priced and affordable, between QR20-QR50, so as to ensure stadium attendance. The venue (place) will be the local stadium in the neighbourhood while the event will be promoted via the social media (Facebook, Google +, Twitter, LinkedIn, YouTube etc). Brochures and fliers will be printed and distributed as well and adverts will be placed in the local newspaper and TV. Careful recruitment of staff (people) with appropriate interpersonal skills, and training in customer care will be conducted. Customer orientation will be conducted for all staff, not just the line staff working at the ‘customer face', who will be working on the project (the event). The stadium to be used will be of the highest standard in terms of facilities. It will easily accessible, comfortable and safe for usage. For the process, the stadium shall be booked well in advance of the competition date to avoid any unexpected development. The facility will be thoroughly inspected and approved for safety issues. Also, food and drinks providers will be contacted well in advance with adequate arrangement puts in place to ensure overall success of the event.
d. Promotion Methods: Promotion methods shall include online and offline promotions. For online, the various social media shall be massively deployed in promoting the event with emphasis on Facebook, Twitter and Google +. A promo video will be uploaded on YouTube and the links shared to further generate the needed buzz. For offline, adverts shall be placed in newspapers and fliers and brochures produced and distributed for the purpose. Word-of-mouth advertisement shall also be massively put to use. 

e. Resources: Resources to be deployed in organizing the event include: 

Human: This include my staff (the event planner), staff of support service providers i.e. caterers, music band etc.

Material: This include finance, equipments, vehicles, and gadgets that will be required for the success of the event.

Activity 

Based on your experience of going to a wedding which you have attended in

your locality answer the following questions:

a) What type of event was this formal or informal?

Answer: The wedding was a formal event. It was held in a church with an officiating priest and a wedding certificate issued. The reception was held in a four-star hotel.

b) How many people attended what was their back ground; were they family, friends, acquaintances, neighbours, work colleagues- who was involved and why?

Answer: The wedding was attended by family, friends, acquaintances, neighbours and work colleagues. They came to honour the couple because of their relationship and because they were officially invited to the event.

c) Was there anything unusual about the event- such as special costumes or

a historic venue?

Answer: The wedding took place in the oldest church in my locality. It was specifically chosen because of it’s unique design which matches the theme of the wedding.

d) Is the market for wedding in your locality changing? If so how?

Answer: The market seems to be evolving as youth are changing from the traditional ways of getting wedded to the non-conventional methods which are simpler such as beach-side wedding as well as registries etc.

e) Are these changes due to social factors if so what are they?

Answer: Changing attitudes to wedding as well as cost-related factors are some of the reasons for the change. Aside from this, society is tending to be less traditional and more flexible. This is also a very important factor to the changes observed.

