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Task List

Part 1: Event Scoping and Feasibility (1000 words approx. / 50% Weighting)
Choose a significant sporting event that would be feasible for Wales to host, and describe it in full, including its goals, viability, strategic alignment, and possible influence. You should also take into account the costs, financing, competition, and pertinent policies.


Part 2: Strategic Marketing Overview (1000 words approx. / 50% Weighting)

A sporting event's organizers must concentrate on drawing in and keeping viewers by addressing market segmentation, targeting, positioning, and efficient use of the marketing mix. They must also set clear goals and strategies that are backed up by pertinent scholarly and professional references.
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Part 1
My event idea  
My event is the idea to unite sports lovers, families, and the community for a weekend filled with fun, fitness, and connection at our beachfront event. Saturday features the opening ceremony followed by thrilling Rugby and Football games, ending the first day with a vibrant BBQ and food stalls along the beach. Sunday offers swimming beach volleyball, and a 5k fun run, encouraging an active and healthy lifestyle. The weekend would conclude with a closing awards ceremony and another delightful selection of food and beverages from BBQ's and food / drink stalls, creating a memorable experience for everyone. We strive to build a spirit of togetherness, celebrate sports, and make the most of our amazing facilities of St Helens Rugby and Cricket Ground and or beautiful beachfront setting.

SWOT
Strengths


· Variety of sports: To cater to a wide range of interests and promote wider community engagement, the event includes a variety of sports, including rugby, football, volleyball, swimming, and a fun run. 

· Location: Having the event on the beach provides a special touch, elevating the mood and drawing attendees who appreciate outdoor activities and seaside locations. 

· Community Engagement: The combination of recreational activities (such as food vendors and barbecues) and sports promotes community meeting, creating a welcoming atmosphere and a feeling of community. 

· A family-friendly event where parents may spend the day with their kids, the activities are designed to accommodate a range of age groups and ability levels. 

· Promotion of a Healthy Lifestyle: The event supports fitness and well-being by including sports, physical activities, and healthier outdoor environments, which is in line with the values of many people.

Weaknesses


· Weather Dependency: Because it takes place outside on the beach, favourable weather is crucial. Strong winds or rain might cause schedule disruptions and lower turnout. 

· Logistics: Coordinating several events at various locations (sports on the beach, food vendors) may be challenging and need careful preparation to run efficiently. 

· High Costs: Setting up stalls, renting equipment, organising sporting activities, and overseeing safety precautions (particularly for swimming) can be expensive and may call for sponsorship or expensive admission costs. 

· Restricted Audience Reach: If the event is overly geared towards sports fans, it may fail to draw in those who aren't as interested in exercising, which would lower attendance overall. 

· Waste Management: With food vendors and big crowds, waste management may become difficult and may affect the beach environment if not handled appropriately. 
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Opportunities

· Partnerships and Sponsorship: Local companies, sports teams, and food vendors may sponsor the event, bringing in more money and assistance. 

· Tourism Boost: By drawing tourists from adjacent regions, a well-planned event might increase local tourism and help the hotels, eateries, and retail establishments in the vicinity. 

· Media Coverage: Because of its variety of activities and picturesque beach setting, it may receive media attention, which might raise the event's popularity and encourage more people to come in the future. 

· Future Growth: If this event is a success, it may be extended to include other sports or music acts, broadening its appeal, or possibly become an annual tradition. 

· Promoting the event as a community-driven effort to promote physical fitness and well-being might increase its appeal by collaborating with charities or health organisations.

Threat

· Competing Events: Potential players and viewers may be turned off by other sporting events or tournaments taking place nearby or on the same dates. 

· Safety Issues: Swimming and other water sports at the beach present safety hazards. Any mishaps or injuries can damage the event's reputation and perhaps result in legal problems. 

· Logistical Problems: If there are problems with food supply, crowd management, or cleanliness, it may have a negative impact on 

· Environmental Concerns: Environmental organisations or concerned residents may criticise the beach environment due to the enormous number of guests and food vendors. 

· Economic Downturn: When people are struggling financially, they may be less inclined to spend money on things that are not absolutely necessary. This might have an effect on the number of people who visit food booths and their sales.

The potential for a successful and captivating event is highlighted by this SWOT analysis, which also emphasises the significance of careful preparation to handle logistical, safety, and environmental factors. 
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Pest Analysis External Environmental 

Political Factors

· The local Guidelines: Organisers must make sure that local laws, particularly those pertaining to crowd management, event permits, and beach usage. Certain approvals may be needed by local authorities for holding sporting events and utilising the beach for business purposes, such as food vendors. 
· Health and Safety Regulations: The event must follow public health and safety regulations, including those dealing with swimming lifeguards, sports safety procedures, and COVID-19 requirements, if any. 

· Local Authorities' Assistance: The event's appeal and reach can be increased with assistance or collaboration from the local government or tourism boards. 
· Additionally, it could ease logistical difficulties like waste disposal or road closures during the 5K race services.


Economic Factors

· Local Economy Boost: By drawing competitors, spectators, and visitors, the event may generate a sizable amount of economic activity, which will help the area's lodging facilities, dining options, and merchants. 

· Event Costs & Sponsorships: Money is needed for marketing, setup, security, and logistics in order to organise the event. Getting sponsors, such nearby companies or sports brands, might help defray some of these expenses and offer potential for mutual advertising. 

· Ticket Sales and Pricing: To maximise attendance without discouraging participation, the price of any entry fees or tickets should be established with the target demographic's budget in mind. 

· Vendor Income: Local vendors have the chance to make money from food booths and barbecue stands. Event expenses may also be covered by a share of the sales.

Social Factors

· Community Engagement: Gatherings such as this encourage a sense of togetherness among locals by giving them a chance to take part in and enjoy a variety of activities. 

· Physical activity and Recreation Trends: A wide range of people looking for active and healthy weekend plans may be drawn to the popularity of outdoor exercise activities like jogging, beach sports, and get-togethers like barbecues. 

· Family-Friendly Ambience: By providing a range of activities, such as sports, food vendors, and social gatherings, the event appeals to families and individuals of all ages, guaranteeing a larger turnout. 

· Cultural Considerations: In order to prevent offending community people, the event should be inclusive and considerate of local cultural standards, particularly if it includes pouring alcohol at the BBQs or playing loud music.
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Technological Factors

· Digital marketing: Promoting the event, interacting with the community, and increasing attendance all depend on the efficient use of social media and internet platforms. Websites for local events as well as social media platforms like Facebook and Instagram can be utilised for advertising. 

· Online Registration: Facilitating online registration for the sporting events and fun run could speed up the process and provide convenience for both organisers and participants. 

· Event Management Software: Organising a multi-day event may be made more efficient by using event management software for scheduling, volunteer coordination, and vendor contact. 

· Safety Technology: Wearable technology, such as participant wristbands or apps, can improve participant safety by tracking runner stats during a 5K run or by sending out emergency notifications during swimming competitions.

The main external elements that potentially affect the organisation and outcome of this multi-sport beach event are included in this PEST study, ranging from technology assistance to economic opportunities and safety concerns.


Strategic Partners and Stakeholders and Objectives

Financial Strategy Partners 

Sponsors: 
· Local companies, beverage manufacturers, and sports brands like Adidas and Nike. 
· Funds for economic development from local governments and tourism boards. 
Institutions of Finance: 
· Banks for loans or event finance. 
· Payment systems (like Square and Stripe) enabling easy vendor payments and ticket sales. 
Accounting Companies: 
· To support budgeting, break-even analysis, and cash flow forecasts.


HR Strategy Partners 

Volunteer Associations: 
· Universities, sports teams, and local community organisations can recruit volunteers. 
· Preparing partners for the deployment and onboarding of volunteers. 
Staffing Agencies for Events: 
· For qualified personnel such as event managers, lifeguards, and referees.
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Partnerships (Strategic and Delivery) 

Associations and Clubs for Sports: 
· Collaborations with nearby football, rugby, and volleyball teams to recruit players and publicise events. 

Organisations for Health and Wellbeing: 
· Cooperation to promote healthy living with fitness facilities, dietitians, and wellness companies. 

Boards for Tourism and Recreation: 
· To advertise nearby attractions and draw guests.

Suppliers 

Serving food: 

· Local food trucks, barbecue sellers, and beverage providers (sports drinks, soft drinks, etc.). 

Rentals and Logistics: 
· Companies that rent out tents and other equipment for erecting sports fields, stages, and booths. 
· Local vendors for food packaging and environmentally friendly disposable cutlery.

Services
Safety: 
· For crowd control, local police and private security companies are used. 
· First aid teams and lifeguards for the safety of water sports. 

Management of Waste: 
· Environmental services for recycling and rubbish removal to keep the beach clean.
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Facilities 
Locations of Events: 
· The coastal area and the St. Helens Rugby and Cricket Ground. 

Services for Sanitation: 
· Attendees will have access to portable toilets and hygiene stations.
· We could also use the toilets in the Secret Bar and Kitchen

Equipment
Providers of Sports Equipment: 
· For markers, nets, balls, and other athletic equipment. 

IT Hardware: 
· Wi-Fi routers, digital panels, and PA systems enabling real-time communication and updates. 

Tools for Digital Registration: 
· Platforms for online ticketing and event management (like Eventbrite).

Sales and Marketing 

Marketing Firms: 
· Digital marketing companies for online advertisements, email campaigns, and social media promotion. 

Partners in the Media: 
· Newspapers, TV stations, and local radio stations for coverage of events. 

Brand ambassadors and influencers: 
· Partnering with regional personalities to draw in a varied audience.
· Collaboration with local influencers to attract a diverse audience.
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Event Objectives (SMART Goals)
Increase Participation in Sports:
a. Objective: Over the course of the weekend, draw at least 2,000 people to all sporting events and fun runs. 

b. Measurement: Use internet platforms to keep tabs on the number of registrations and participations. 

c. Achievable: Work with nearby schools and sports organisations to recruit players. 

d. Relevant: Encourages a healthy lifestyle and supports community involvement. 

e. Time-bound: Reach the desired level of participation by the weekend of the event.

Economic Boost to Local Community:
a. Objective: During the event, generate a fair amount for nearby companies (restaurants, hotels, and vendors). 

b. Measurement: Survey nearby companies after the event.
 
c. Achievable: Use alliances with regional travel bureaus to advertise.
 
d. Relevant: Supports increasing tourism and the local economy. 

e. Time-bound: Effects are assessed two weeks after the incident.

Strengthen Community Engagement:
a. Objective: Attract enough volunteers that will come from nearby colleges and institutions, and staff from sporting boards.

b. Measurement: Feedback and data on volunteer registration. 

c. Achievable: Arrange volunteer drives in collaboration with nearby educational institutions. 

d. Relevant: Promotes civic engagement and societal cohesiveness. 

e. Time-bound: Before the event, recruit and train volunteers. 
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Environmental Sustainability:
a. Objective: Utilise environmentally friendly suppliers and recycling facilities to reach zero waste to landfill. 

b. Measurement: Post-event waste audit reports. 

c. Achievable: For waste management, collaborate with environmental NGOs (non-profit organization) e.g. The National Trust. 

d. Relevant: Encourages the objectives of environmental sustainability.

e. Time-bound: Complete reports within a week and keep an eye on waste levels during the event.


3. Expected Benefits
	Benefit Type
	Who Will Benefit
	Description
	Duration

	Social
	Local families, sports enthusiasts
	Fosters communal cohesion, social engagement, and a healthy way of living.
	Short to Long Term

	Economic
	Local businesses, vendors
	An increase in hotel, restaurant, and retail purchases during the event
	Short Term

	Sports
	Local athletes, sports clubs
	Offers a stage for displaying skill and boosting involvement in sports.
	Medium to Long Term

	Cultural
	Community at large
	Uses family-friendly, inclusive events to honour local culture.
	Long Term

	Environmental
	Local environmental NGOs
	Focus on beach conservation and sustainable methods
	Medium to Long Term

	Political
	Local authorities, councils
	Beneficial effects on local government through community-oriented activities
	Short Term




4. Strategic Considerations for Bidding and Staging the Event

Rationale for Hosting:

· Encourage active living, increase travel, and build links within the community. 

· Promote St. Helens as a lively, family-friendly venue.
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Bidding Process:

· Create a plan that explains the cultural, social, and economic effects. 

· Get assistance and authorisation from the local authorities as soon as possible. 

· Ask for endorsements from wellness and sports groups. 

Mission Statement

Our mission is to bring families, the community, and sports fans together for a lively celebration of sports, health, and friendship at our beachside event. By providing a varied weekend program that includes Rugby, Football, Swimming, Beach volleyball, and a 5K Fun-run against the picturesque background of St. Helens Rugby and Cricket Ground and it's stunning shoreline, we want to encourage an active lifestyle. 
The goal is to provide an unforgettable experience that encourages physical fitness, builds community, and helps out local companies. Our festival aims to foster relationships, promote local tourism, and strengthen the social cohesion of our community by combining exciting sporting events with family-friendly events, food vendors, and barbecues.
Community involvement, sustainability, and diversity are among this event's key values. The aim is to organise an event that benefits the local economy and environment while being accessible, safe, and ecologically responsible. We hope to establish a lasting event that honours the beauty of our coastal city and the thrill of sports for many years to come by working with volunteers, sponsors, and local organisations.
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Part 2 
Market Segmentation, Targeting, and Positioning (STP)
Market Segmentation
One of the most important steps in planning a successful athletic event is market segmentation. Kotler and Keller (2016) define segmentation as the process of breaking down a large market into discrete customer groups with varying demands, traits, or habits. The following factors can be used to segment our beachside multisport event:
1. Demographic Segmentation: This comprises age, gender, family status, and income. The event hopes to draw a wide range of people, including visitors, sports fans, and families with kids. The variety of activities available, including kid-friendly games, family-friendly food vendors, and the general joyous environment, appeals especially to families. 

2. Geographic Segmentation: Targeting both coastal visitors and locals in St. Helens and the neighbouring areas. Quinn (2013) asserts that by concentrating on a particular area, in this case the picturesque seaside backdrop, geographic segmentation aids in the optimisation of marketing resources.

3. Psychographic Segmentation: This includes the audience's values and way of life. The event caters to people who enjoy social events, wellness, and active lifestyles because of its emphasis on fitness, health, and community involvement. Incorporating beach volleyball and a fun run appeals to health-conscious customers and is consistent with their ideals. 

4. Segmenting customers according to their behaviour, such as how often they attend events or participate in social activities, is known as behavioural segmentation. Regular attendees, social groups, and those looking for novel and unforgettable experiences will all find this event appealing. The main goals are sports enthusiasts and families searching for a fun day out.
Targeting Strategy
The event is planned to appeal to a variety of demographics using a diversified targeting approach. Different interests and age groups are catered to by the beachside location, varied sports offerings, and family-friendly ambiance. Chaffey and Smith (2017) assert that by catering to the distinct requirements of different audience segments, a varied approach helps optimise reach.
Positioning
Presenting this event as a "family-friendly, community-centered sports festival by the beach" highlights its special selling point. The event is marketed as more than just a sporting event; it is a holistic experience that blends leisure, social contact, and physical activity, making use of the picturesque beaches and sense of community.
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Marketing Mix (4Ps)

1. Product
A weekend full of sporting events, fun runs, swimming, and beach volleyball, enhanced by food vendors and social events, is the main offering. From competitive sports to family-friendly entertainment, the event aims to create a memorable experience for all attendees. The seaside setting, which offers a picturesque backdrop that elevates the overall ambiance, is the event's distinctive selling point.
2. Price

A pricing plan is essential for drawing people in. The cost of an event should be competitive and commensurate with its value, claim Lovelock and Wirtz (2016). One such pricing technique is to use a tiered approach: 

a. General Admission is free of charge in order to maximise foot traffic. 

b. Paid Registration for Sporting Events: There is a little cost to enter competitive sports, such as rugby games or 5K fun runs. 

c. VIP Passes: Designed for wealthy families or business groups, these passes grant special access to areas with first-rate amenities. 

d. Providing group discounts or family packages might draw bigger crowds and increase ticket sales.


3. Place
An advantage of having two locations is provided by the St. Helens Rugby and Cricket Ground, which is located next to the shore. The beach provides a sense of leisure and relaxation, and the event makes use of the large outdoor area for sporting events. To improve the experience of attendees, it is crucial to guarantee accessibility through parking spaces, visible signage, and public transportation choices (Baker, 2014).
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4. Promotion
A thorough marketing plan is essential to the success of any event. A wider reach is ensured by utilising a combination of traditional and digital channels: 

a. Digital marketing: generating buzz using local event listing websites and social media sites like Facebook and Instagram. Social media can effectively reach local communities and engage them with interactive content such as countdowns, event teasers, and live updates, claims Hootsuite (2021). 

b. Partnerships with Local Influencers: Increasing the event's awareness can be achieved by collaborating with local community leaders and fitness influencers. 

c. Traditional Media: Reaching out to local newspapers, radio stations, and posters in busy places guarantees exposure to less tech-savvy audiences. 

d. Relationships with Local Schools and Sports Clubs: You can reach a younger audience by holding events like participation drives or ticket giveaways..

Marketing Objectives and Tactics
Objective 1: Increase Event Attendance
· SMART Objective: Attract a good amount of attendees over the weekend. 

· Tactics: Use Facebook and Instagram ads to launch a focused digital marketing campaign two months before the event. Collaborate with nearby companies and educational institutions to offer discounts and promotional tie-ins.

Objective 2: Boost Local Economic Activity
· SMART Objective: During the event, make enough money for nearby companies and vendors. 

· Tactics: Work together with local food vendors by providing profit-sharing incentives and discounted stall fees. Launch a "Shop Local" initiative to entice guests to check out local eateries and shops.
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Objective 3: Promote Community Engagement and Volunteerism
· SMART Objective: Find enough volunteers from nearby athletic organisations and universities. 

· Tactics: Start a volunteer recruitment campaign on college campuses and on social media. Provide volunteers with benefits like certificates, event memorabilia, and first dibs on networking opportunities.

Objective 4: Achieve a Zero Waste Event
· SMART Objective: Use recycling facilities and environmentally friendly packaging to divert trash from landfills. 

· Tactics: For waste management solutions, collaborate with environmental NGOs. Use social media and signs to inform guests about sustainable practices. 

Conclusion
By effectively segmenting the market and targeting diverse audience groups, our event aims to create a memorable experience that promotes community spirit, healthy lifestyles, and economic growth. The strategic use of the marketing mix ensures that we meet the needs and preferences of our audience while maximizing engagement and revenue.
Furthermore, the set marketing objectives, supported by specific tactics, aim to establish this event as a flagship sports and community gathering in St. Helens. Our holistic approach leverages partnerships, strategic promotions, and sustainable practices to ensure long-term success and impact.
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