Code-Breakers Rugby Game

Introduction
The CodeBreakers Charity Rugby Game is a unique blend of all 3 codes of rugby into one major event in support of research into Motor Neurons Disease. The aim of the event is to unite the diverse codes of rugby into a single dynamic contest that celebrates rugby’s heritage, while raising money and awareness for MND. We have chosen a rugby-based event is due to its popularity in the UK, in fact rugby ranks as the second most valuable sport in terms of sponsorship in the UK. (Mintel, 2019) 
The objectives of the event organiser would be to:
· Showcase all 3 brands of rugby to the 3 different fan bases.
· Create a marketable, broadcast-friendly event with strong sponsorship potential.
· Introduce the different styles of rugby to children around the country.
· Generate income benefit for Cardiff and surrounding areas through visitor spending. 

Event Identification, Objectives, and Concept
The CodeBreakers Charity Rugby Game will follow 30 minutes of 15 a-side traditional union rules, a 15-minute break, then 30 minutes of 13 a-side 6 tackle rule traditional league rules, another 15-minute break, and finally 20 minutes of 7 a-side traditional 7’s series rules. This event is designed as a spectacle that blends sporting innovation with entertainment. The event will have plans to be run annually as part of strategic approach to lead to “successful outcomes over the short and long term.” (Masterman et. Al, 2014) By planning to make this an annual event, we can promote event legacy and build long term value.  
The participants within the game will be a mixture of players from all 3 codes, with a focus on recruiting a mixture of players ending their careers and younger players trying to break into semi-professional or professional rugby. By recruiting younger players, it allows them to have a stage to perform on and show the talent they have. By giving the players a stage to “show off”, it could create a legacy for the event as a space that younger players can be picked up by desired clubs. (Masterman et.al, 2014) Moreover, by recruiting older players it allows for more established names in the rugby space to drive ticket sales due to their “legend” like status. 

Strategic Fit with Local & National Policy
The CodeBreakers Charity Rugby Game supports the Well-Being of Future Generations (Wales) Act as it supports a Wales of cohesive communities through uniting all 3 codes of rugby, a Wales of vibrant culture as it aims at celebrating the history of rugby In Wales, and a healthier Wales as the event support physical activity through the promotion of rugby. (Future Generations Wales, 2025)
The event also aligns with Sport Wales’s strategy of emphasising inclusive participation and “unleashing the benefits of sport for everyone”. (Sport Wales, no date) The event does this by highlighting the different styles of rugby and how each one could be played differently. By showcasing these different styles children may, for example, see the open fast paced style of 7’s rugby and want to try it even though they may not have been fond of rugby union due to its more technical and slower pace. 

Feasibility Analysis
Venue and Infrastructure 
The event has been chosen to take place at the Cardiff City Stadium due to its 33,280 capacity. This stadium was chosen as the estimated number of attendees was around 18,125, after considering the attendance numbers of the Cardiff Arms Park 12,125 (AwayDay, 2025), WRL attendance 2,000 (WRL,2024), and Heart of Wales 7’s attendance figures of 4,000 (Grosvenor, 2022). The difference in capacity to estimated attendance allows for compensation if there are more attendees than expected. By planning ahead, we can allow for effective planning and minimise the risk of negative impacts such as failure to provide enough seating and maximise positive impact by allowing for overflow seating. (Masterman et.al, 2014) The stadium has lots of space for parking due to its location next to a shopping district along with its easy access train station next to the stadium, and its location in the capital city of Cardiff being near many hotels. (Google Maps) Moreover, the stadium has hosted rugby in the past as Cardiff Rugby, formerly Cardiff Blues, used the stadium as their home ground during the construction of the Cardiff Arms Park. (Cardiff Rugby, 2012) As a result, the stadium has all the facilities needed to host a rugby game for all 3 codes. 



Operational Feasibility
By partnering with the WRU, WRL, and World Rugby, we can make use of operational teams that the three organisations have access too. For example, we could use the same stewarding staff that the WRU use in their regional games alongside some top us stewarding from staff sent by world rugby. Moreover, by using these partnerships we can use facilities from the organisations such as balls, corner flags, post protectors, and the existing camera equipment at the stadium. Medical staff from all three codes can work in shifts throughout the day. The three organisations can collaborate to train officials on each codes different rules. 

Calendar Considerations
The CodeBreakers Game can take place in the early summer window. This window is post rugby league season and pre autumn internationals. Moreover, this window does not clash with Six Nations, URC, Challenge/Champions cup, and domestic league fixtures. The summer timing also gives maximum opportunity to have sporting tourism in the country for the game, as the event takes place in the summer holidays with no work. 

Advertisement
The events main target audiences are: 
· Welsh rugby fans across Union, League, and Sevens.
· UK-wide rugby supporters interested in rare cross-code events.
· Families seeking entertainment-driven sports events.
We will advertise to these groups through direct marketing through the WRU email service and Principality Ticking app, along with advertisement boards around rugby union, league, and sevens games and tournaments. To advertise to families, we will post social media adds on both Facebook and Instagram as they are the two most used applications. 
The only competitors to this type of event are pre-season games from other clubs, however they don’t have the USP of the 3 codes in one game.

The overall cost for advertising this event would be around £4,000 for advertisement.

Cost Breakdown
· T-Shirts: 3,000 units
· Hoodies: 1,000 units
· Caps: 1,500 units
· Scarves: 1,000 units
· Rugby Balls (mini): 1,500 units 
· Rugby Balls (full-size): 500 units
· Programmes: 5,000 copies
· Smaller items (lanyards/wristbands): 3,000 units

Total Manufacturing Cost Estimate
· T-shirts: £15,000
· Hoodies: £10,000
· Caps: £6,000
· Scarves: £3,000
· Subtotal Clothing: ~£34,000
· Mini balls: £7,500
· Full-size balls: £5,000
· Programmes: £6,000
· Posters/prints: £1,500
· Wristbands: £600
· Lanyards: £3,000

Overall Merchandise Manufacturing Budget
Total Estimated Cost Range
£57,000 
Most of the funding for this event will come from partnerships with the WRU, WRL, and World Rugby.
Marketing Strategy
Introduction
A marketing strategy is defined as a business's comprehensive plan for attracting potential clients and turning them into customers. It describes the long-term targets and high-level objectives, such as identifying the target market, identifying their requirements, and expressing the unique selling proposition of the good or service. (Park University, 2025) Within this section of the assignment we will cover market segmentation, targeting strategy, event positioning, marketing mix strategy, marketing plan, and tactical plan to achieve objectives. 

Market Segmentation
According to a recent case study conducted by Expedia Group (2025) 56% fans of sport between the ages of 16-34 said that they travelled for their last sporting event. This suggests that one target demographic for our event would be international rugby fans from the ages of 16-34 as they are more likely to travel to watch sporting events. 
Moreover, there could be a strong student fan base for an event like this. For the Hong Kong sevens, organisers planned to host 5,000 students for the Friday. (Bishop et.al, 2025) With sevens rugby being a big part of the event, we believe we could also expect the same amount of attendance and therefore would like to advertise towards that demographic. 
Along with these demographics, we would also like to target a large demographic of families and the older generation of rugby enthusiasts and retired players. We want to target these demographics in a group as many rugby clubs and establishments have around 3 generations of players of the same family involved, from siblings, parents, and even grandparents. (Open University, 2015) This suggests that by targeting these group in one, we can find attendees for the event from at least 3 different age groups. 

Targeting Strategy
In order to attract international attendees aged 16-34, we will offer package deals that include accommodation, travel, and game tickets. Bundles often feel like a better deal for the customer’s perspective as the services are combined so customers believe they are getting more for their money. (Smartness, 2025) By giving the customer the feeling of saving money on what could be a beneficial experience for them, they are more likely to attend. 
To attract Students to the event, we will offer student tickets that include a free drink with purchase. We will also offer a tier system that allows students to get another ticket free if they can sell an extra 7. For example, if a student buys a ticket for themselves, they have the option of a referral code and if 5 other people use the students referral code to buy tickets, the student will receive a second ticket for free. Dan Ariely’s (2023) research on the zero-price effect shows that freebies strongly influence behaviour as “FREE” delivers a disproportionate psychological impact. 
To target the 3 generations of families and the older generation, we will place physical advertisements in rugby clubs from grassroots to professional. We will do this as often there are 3 generations of involvement in rugby clubs. (Open University, 2015) By placing advertisements in rugby club, kids will see them before and after training along with their parents, and older generations will see them when they attend local grassroots games. 

Event Positioning
This events position in the sports entertainment market would be one of a unique blend of 3 different styles of the same game. The event is unique with its culture as it is the only event that blends all types of rugby into one game. Moreover, by hosting this event in Cardiff, we can really show the rugby culture of Wales and paint the country as the “spiritual home of rugby”. The three different styles of rugby being in one game allow for it to appeal to different types of fans. The union section appeals to the more traditional tactical rugby fans, the league section appeals to the fan who like the physicality of rugby, and the sevens section appeals to the fans who like the fast-paced style of rugby. 

Marketing Mix Strategy
Product
The 3 coded rugby game will include refreshments and merchandise for all attendees to enjoy at the event. The festival like atmosphere will be like bridging a gap between the 3 different codes of rugby. By creating a positive stadium atmosphere, we can increase spectators’ satisfaction which often leads to repeat attendance. (Çevik, 2020) 

Price
Child Tickets - £10
Student Tickets - £15
Standard Tickets - £20
Package Deals (Travel, Accommodation, Game ticket) - £450
Tickets can be purchased from the WRU Website, Ticketmaster, and the Cardiff City store/app.

Promotion 
We will have a very apparent social media presence, with short form content with player announcements and game information being advertised on Facebook, Instagram, TikTok, and Twitter. There will also be televised advertisement on S4C as that is the channel that will be showing the event. 
Our partnerships with the WRU, WRL, and World Rugby will allow us to advertise the event through their channels. We will take advantage of this, by using influencers and current players to participate in the marketing for this event through content creation. 

People
The staff involved in this event will be provided by the WRU through their regular matchday administrative team. This includes officials, stewards and security, confectionary staff, groundsmen, and ball retrievers. 

Process
We will keep the ticketing and customer service before, during and after the event smooth and controlled by taking a digitally competent approach. All staff will be trained effectively to ensure the upmost outstanding customer service. (jumpsox2, 2022)

Physical Evidence
The branding of this event will be focused on Welsh heritage and history with merchandise and stadium decoration following the theme. 
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