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(37% year-on-year decrease 
due to pandemic)

























Figure 11.2 Exchange relationship in event sponsorship
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1,530 Strava

guests attended 

to redeem their 

pints 

£1,120 was raised 

for charity on 

launch night  

Social media impressions hit 

5.1M and achieved 143K

engagements  

Over 120 Days…

PR buzz hit 45M

impacts  

211 NBRC runners 

started their club runs 

from the pub

1,100 guests attended 

our NB brand events 



London Marathon Budget

• 70% Sponsorship fee, gift of kit to all volunteers, royalty on licensed 
sales (London Marathon Logo Product), donation to London 
Marathon Charity. Pinnacle asset alongside NY marathon large 
investment.

• 25% Marketing Activation which would include Pub and Strava
Partnership, advertising and EXPO stand – deliver a brand 
experience, expand our reach and bring in new consumers

• 5% Staff / Travel / Hotels / Kit for staff and Hospitality – main 
retailers and influencers
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http://www.bing.com/videos/search?q=london+2012+olympic+sponsorship+levels&&view=detail&mid=6458CA65234766B5235E6458CA65234766B5235E&rvsmid=6458CA65234766B5235E6458CA65234766B5235E&fsscr=0&FORM=VDMCNL
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Part 1: Event Scoping and Feasibility (1000 words approx.)

Your task is to identify a major sport event that a location in Wales could feasibly

host. The event can be either: national or international; irregular or part of an annual

cycle of events; a major spectator event generating significant economic impact or a

major competitor event generating limited economic activity (e.g. Welsh athletics

championships).

Students must clarify the event’s objectives and concept, and make a robust case for

the event’s feasibility, strategic fit and potential impact. This requires students to

scope out the cost of the event and financing options, plus the market for the event

and its competition. Students will need to consider existing sports event calendars,

local and national policy agendas (Wales and UK) and the impact of recent major

sports events.

50% Weighting



Part 2: Strategic Marketing Overview (1000 words approx.)

The second part of the assignment requires students to consider how they

will attract and retain customers/spectators to the event. This section

should commence by addressing the market segmentation, targeting and

positioning of the event. It must also detail how the marketing mix can be

best manipulated to address the needs and wants of customers, and

conclude by specifying clear marketing objectives and specific tactics to

help fulfil the objectives.

Both parts must be underpinned with appropriate references to academic

theory, industry and government publications and empirical evidence.

50% weighting



Generic Assessment Criteria 
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1. Engagement with Literature Skills

25

2. Knowledge and Understanding Skills

20

3. Cognitive and Intellectual Skills

20

4. Practical Application Skills

20

5. Transferable Skills for Life and Professional Practice

15
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https://www.olympic.org/sponsors
http://www.sponsorship.com/Sponsorship-Consulting/Sochi-2014-Olympic-Sponsorship-Insights.aspx





