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BUILD A PLAN
The strategy behind effective marketing



AGE 10:
MY FIRST MARKETING 
EPIPHANY



“Marketing is no 
longer about the stuff 
you make, it’s about 
the stories you tell.”

“Marketing is no 
longer about the stuff 
you make, it’s about 
the stories you tell.”

- SETH GODIN- SETH GODIN



STEP 1:
BEGIN WITH THE END
IN MIND.



WHAT ARE YOUR EVENT’S GOALS?WHAT ARE YOUR EVENT’S GOALS?
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ATTENDANCE 
BUILDING

TOURISM 
PROMOTION

STAKEHOLDER 
ENGAGEMENT



ALIGNMEN
T
TRUMPS 
CREATIVITY

ALIGNMEN
T
TRUMPS 
CREATIVITY



STEP 2:
DON’T DRIVE WITH
YOUR EYES CLOSED.



IF I KNEW THIS, I COULD MAKE BETTER
MARKETING DECISIONS…
IF I KNEW THIS, I COULD MAKE BETTER
MARKETING DECISIONS…
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POINT OF ORIGIN
TRAVEL PARTY SIZE & 

COMPOSITION
LENGTH OF STAY
REPEAT VISITATION

DIRECT SPENDING
ANCILLARY 

ACTIVITIES
SOUCE OF 

INFORMATION
SATISFACTION

DIRECT SPENDING
ANCILLARY 

ACTIVITIES
SOUCE OF 

INFORMATION
SATISFACTION



JUST
ASK!
JUST
ASK!



oENTRANCE SURVEY
o INTERCEPT SURVEY
oEXIT SURVEY
oPOST-EVENT SURVEY
oFOCUS GROUP

COMMON 
METHODOLOGIES



STEP 3:
WHO ARE YOU UP
AGAINST?



















STEP 4:
DEFINE YOUR TARGET
AUDIENCE



YOU CANNOT 
MAKE 
EVERYONE 
HAPPY.

YOU CANNOT 
MAKE 
EVERYONE 
HAPPY.

YOU ARE NOT 
PIZZA.



IMAGINE A SPECIFIC 
PERSON
IMAGINE A SPECIFIC 
PERSON

o How old are they?
o Who is with them?
o What are they wearing?
o What is their spending 

potential?
o Where do they come 

from?
o How did they get here?

o How old are they?
o Who is with them?
o What are they wearing?
o What is their spending 

potential?
o Where do they come 

from?
o How did they get here?



STEP 5:
POSITIONING YOUR 
EVENT





DEFINING PRODUCTDEFINING PRODUCT

What does the consumer want and how  does your festiva l fill that need?
 What makes your event truly unique, memorable, difficult to replicate?
 What would happen if you just went away?
 What does your festival look like…smell like…taste like…feel like?

 What does the consumer want and how does your festival fill that need?
 What makes your event truly unique, memorable, difficult to replicate?
 What would happen if you just went away?
 What does your festival look like…smell like…taste like…feel like?



SETTING PRICESETTING PRICE

What are people paying for entertainment experiences in 
your market and how do you compare in price and value?

How price-sensitive is your defined target audience?
What is your perceive value compared to price charged?
What does it cost your customer “once inside the gate?”

What are people paying for entertainment experiences in 
your market and how do you compare in price and value?

How price-sensitive is your defined target audience?
What is your perceive value compared to price charged?
What does it cost your customer “once inside the gate?”



DESIGNING PLACEDESIGNING PLACE

What are the advantages, challenges, risks and opportunities of 
your venue?

Is the place a leading character or support role in your story?
What does space allocation look like?

What are the advantages, challenges, risks and opportunities of 
your venue?

Is the place a leading character or support role in your story?
What does space allocation look like?



EFFECTIVE PROMOTIONEFFECTIVE PROMOTION

What promotional channels are most effective in your 
marketplace…with your target audience?

Where do you get he biggest bank for the buck?
How do you know?

What promotional channels are most effective in your 
marketplace…with your target audience?

Where do you get he biggest bank for the buck?
How do you know?



STEP 6:
CRAFTING YOUR
STRATEGY



START WITH 
STRATEGY.
START WITH 
STRATEGY.

THEN PICK 
TACTICS.



SO DOES
EVERYONE 

ELSE!

SO DOES
EVERYONE 

ELSE!

GREAT 
FOOD & 

BEVERAG
E

ENTERTAINMEN
T

STUFF 
FOR
KIDS

EXHIBITS



CREATIVE THEMECREATIVE THEME

What is your story?
How do you emotionally 

connect with your target?
Do you look FUN!?!?!?

What is your story?
How do you emotionally 

connect with your target?
Do you look FUN!?!?!?



MARKETING TOOLSMARKETING TOOLS

Word of Mouth
Databases
Loyalty Programs
Ticketing 
General branding (stationary, 

email signatures, taglines, etc.)
Printed Collateral
Signage
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PUBLICITYPUBLICITY

Media Relations
Media Kit
Content Creation
Promotional Events
On-site media hosting

Media Relations
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TRADITIONAL ADVERTISINGTRADITIONAL ADVERTISING

Television
Radio
Newspapers
Magazines/Periodicals
Direct Mail
Outdoor

Television
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DIGITAL MEDIADIGITAL MEDIA

Website
Social Media
Electronic Newsletter
Blog
Event Apps
Mobile
Social Influencers
Online Calendars

Website
Social Media
Electronic Newsletter
Blog
Event Apps
Mobile
Social Influencers
Online Calendars



STEP 7:
ALIGNING RESOURCES
WITH STRATEGY



DOES MY
OUTFIT 
MATCH?

DOES MY
OUTFIT 
MATCH?



STEP 8:
IF YOU DON’T MEASURE
IT, YOU CANNOT
CHANGE IT.



ARE WE 
MEASURING THE 
RIGHT THINGS?

ARE WE 
MEASURING THE 
RIGHT THINGS?



SETTING MEANINFUL METRICSSETTING MEANINFUL METRICS

Is the data actionable?
Will it indicate ROI?
Can it be benchmarked?
Could it be a leading indicator?
Is it useful to other stakeholders?
Can it be leveraged for resource procurement?

Is the data actionable?
Will it indicate ROI?
Can it be benchmarked?
Could it be a leading indicator?
Is it useful to other stakeholders?
Can it be leveraged for resource procurement?



THANK YOU!THANK YOU!
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