EVENT MARKETING PLANNER

EVENT PLANNING CHECKLIST
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This template has been designed to assist you in preparing 
a functional Marketing Plan.[image: ]Event Marketing 
Planner

This information must be tailored to suit your event

	Step 1: Event Details

	Event Name
	

	Event Date

	Make sure your event does not clash with others. You can check on-line event calendars or with council


	Time(s)
	

	Location
	

	Background

	How did this event start? Is it a one-off or regular occurrence? Does it have a community, charity or commercial focus?

	Event Description

	Briefly describe what will be happening – keep it to about 200 words.

	Objectives
Identify the primary objectives of your event. What are you trying to achieve? 
	Objectives should be measurable. Examples might be “to raise at least $X towards a project; “to establish a world class event that attracts recreational and elite sport people to East Gippsland”:

	

	Step 2: Marketing Development 

	Target Audience
	People:

	
	Males
	Females
	Singles
	Families
	Couples
	N/A

	
	Groups: 

	
	Under 18
	18-24 years
	25-44 years
	45-64 years
	65+
	N/A

	Target Audience
	Describe the type of people who will attend your event and who you will be targeting. Consider their general interests (the sort of thing that will appeal to them, what activities will be available to keep them there.) 

	Target Audience
	Other audience information:

	Branding
	Identify the features that make your event unique or special  

	Branding: Event Name
	Does it clearly identify what the event is about? Is it easy to say and read? Is there a slogan attached to the event name? Describe:




	Branding: Logo
	Does the event have a strong logo design or a specific brand? Consider a theme to vary its concept from year to year?




	Market Research
Market Research is an important part of your event planning, especially if this is the first time the event has been held.  

Key areas of research:
Event sustainability
Competitor research
SWOT analysis
	Before any event promotion, it is advised that the event conducts market research into the effects on 3 key areas of event sustainability:
Economic
Social 
Environment

Research into these areas will tell you if your event will be viable, equitable and bearable, enabling your event to run more easily.




	Market Research: Environmental Impact:


	Will the event have any impact on the environment?  Is your event a Waste Wise Event?  Have you considered energy usage at the event?  


	Market Research: Competitor Research
	Who else are doing events similar? What do you like about the event? What could be improved? What would you do differently?

	Market Research: SWOT Analysis
S-trenths
W-eaknesses
O-pportunities 
T-hreats
	Do a SWOT matrix to learn more about your event:

	Event Promotion Strategies
Identify 3-5 strategies that will be used to achieve event promotion. 
For Example: advertising, community involvement or event appeal
	   1.

   2.

   3.

   4.

   5. 


	Event Promotion Measurable Outcomes
Your success should be measured by outcomes from your promotion strategies. 

	What can you measure marketing success against?
Ticket sales?
Social media engagement?
Total event revenue?

	Event Promotion
Provide an overview of the measures you will use to implement your marketing strategies. 
	Industry and attendee survey, advertising, public relations (PR), event appeal, what promotion will you use?




	Event Promotion: Australian Tourism Data Warehouse (ATDW)
	All major events should register event with the ATDW to be included in state and nationwide media opportunities, be listed with Visit Gippsland and Visit East Gippsland Events Calendar


	Event Promotion: Communications Plan
	Develop a communications plan calendar that outlines each marketing action, who is responsible and what the message is (e.g. media release informing of ticket sale prices).

What are your key messages? 
Who is your audience and where do they get information?
When is the right time to get those messages across? Too early and your audience won’t retain information. Too late and your audience won’t be prepared in time for your event


	Budget: Estimating Budget
	Research the costs of things such as printing, signage, paid advertising, photography and other promotional material, etc.

	Budget: Estimated Income
	Consider income from all likely sources – eg: grants, sponsorship, ticket sales, donations, sales of food and beverages, in kind.

	Budget: Estimated Marketing Expenditure 
	Evaluate how much money you need to get the event up and running. How much has been allocated towards marketing? Do you already have sufficient funding; do you expect to pay out of profits – or do you need to seek grants, sponsorship and/or in-kind support?

Create a tiered model of most to least important marketing tools
Consider cost and effectiveness (audience reach and outcomes met such as ticket purchases or social media sharing)


	Step 3: Marketing Evaluation

	Monitoring
Identify the steps you will undertake to evaluate the success of your event.

	Consider doing a Post-Event Evaluation or debrief to consider what went well what could be improved what don’t we do?

1. What was the most effective marketing tool, and why?
2. What was the least effective marketing tool, and why?
3. Was the marketing budget spent well?
4. What other resources were not utilised and could be considered next time?
5. Using your Marketing Measurable Outcomes, did you achieve marketing success? If not, what do you think went wrong?
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