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Case for Sports Event and Marketing Planning Document
Part 1: Event Scoping and Feasibility
The event type for this will be a walking football event to take place on an annual basis across South Wales ranging from Carmarthenshire up to Neath Port Talbot, with the final of it being hosted in Swansea in the Swansea.com stadium. It will be a community style event, and according to Gratton et al (2000) a non-mega, domestic style event. It would likely fall into a type D category as it is a major sporting event which generates limited economic activity as that is not the objective of the event. However, it does fall into an annual cycle and will involve as many participants as possible. 
The idea is to create a competition to be played out in line with the normal football season, starting off with qualifying rounds played at all weather facilities such as ‘PureFootball’ in Swasnea, Graig College 4G pitch in Llanelli and Llandarcy Academy of Sport in Neath. The competition will be 7 a side walking football competition for adults over 40 years old, both male and female. This is in order to get more people in the older age brackets more active in a fun environment. According to AgeUK (2022), 1 in 3 adults in the UK have a high blood pressure and 1 in 2 adults aged over 65. It is also stated that 1 in 5 adults experience depression, which for older people can create more physical issues such as ‘tiredness, weight loss and problems sleeping.’ The NHS states that exercise can help deal with symptoms of depression and states that for over 65’s a lighter exercise is suitable. Light exercise can also help to improve general health and fitness which will help to reduce pressure on the NHS as it will ensure that more people can be healthier than they were before, and will help to create a healthier Wales, which lines up with the goals of the Future Generations Act (2015). 
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As seen in the data, the number of visits to the GP per year generally goes up with age. This highlights the importance to get more people in these age groups more active to improve health. 
Qualifying rounds will take place from September to May at the all-weather venues mentioned previously. The semi finals and final will then commence in June once the professional football season has come to an end so that the stadium is free. On this day it will finish off with a celebrity match in order to draw as big of a crowd to the event as possible, featuring some ex professional players, some from Swansea City which will attract more Swansea fans. This will also allow members of the general public to play football in the same facility as some ex-stars and celebrities, which is quite unique in itself and will bring a sense of warmth and community spirit. 
The objective of this event is to get more people more active in order to create more fit and healthy people, which in theory will help to reduce the strain on the NHS. It will be a not for profit event and any moneys made which do create a profit will be directed to the NHS, making them a key partner. As seen throughout the Covid 19 pandemic, the British Public came together in support of the NHS and according to the NHS Devon Partnership (2022) the British Public raised over £150 million, with £15 million having been raised in the first 5 days. This was also highlighted throughout Wales from sporting clubs of a large variety with rugby, football and cricket clubs coming out and showing support by getting tops made with the ‘Diolch NHS’ slogan on the front with all proceeds going to the NHS charity, illustrating that it is something close to a lot of local sports peoples hearts, and by combining that with a sporting tournament in which they can compete/spectate it creates a link by which they can get enjoyment out of watching sport, without having concerns about where their money is going once they have paid for a ticket. 
This makes the events potential for success high as there is a large target market for people who would want to participate, and if participants do not make it through to the next round it is likely they would be intrigued to watch the next rounds, creating more spectators. 
The fact it is being done in order to raise money for the NHS should also make it easier to attract celebrities and ex footballers to participate and get involved with the marketing campaign in order to improve their public image, the same can also be said with the FAW and Welsh Government. All this being said this can be an event which can have a big impact on the people living in these communities, and if successful could expand to the whole of Wales. 
Looking at some costs of the event, the cost of creating infrastructure and locations for games to be played is none, with them all being set up already. The only costs incurred here would be to hire the facility every weekend for roughly the length of the football season, depending on the number of entries to the tournament. The entry fee paid by a team will go towards covering the cost of this, along with moneys from partners, one of which would be the Welsh Government, who in their 2002 framework for action towards healthy and active lifestyles named middle aged men and older people as priority target groups to get more active. Their goals are also to increase opportunities for people to be active, reduce the proportion undertaking no physical activity and to increase the proportion of people achieving the recommended levels of activity. (Welsh Assembly Government, 2002). This means that they will be likely to help out greatly with this event. Also the FAW will be looked at as a partner, in terms of funding and providing the equipment and volunteers required. The FA in England provided the public with the peoples FA cup, so it is about time the FAW commit towards something of a similar level. However, this does also mean that within Wales there is no competition with this event. 
Part 2: Strategic Marketing Overview
According to Parent and Smith-Swan (2013, p.118) it is important to establish the ‘5 p’s’. First of all, who is the events target market? This event is quite unique because in a way it will have two target markets. The target markets for participants are people trying become more active, and those who want to help to support the NHS, of which there is likely to be some overlap. The target market for participants of the final event is also people looking to provide support to the NHS, but also football fans and the general public. This means that the celebrities chosen need to feature some variety, for example younger, YouTube or TikTok style entertainers to bring more young people in. 
What does the customer want from the event? From the initial rounds, the participants are looking to get fitter and healthier, by being provided with good facilities to have enjoyable games. This can be easily provided, and referees will be provided also to ensure the rules are adhered to. From the finale games in the stadium, the customers will want some entertainment, so perhaps in the celebrity game the rules could be bent slightly in order to make it more amusing and keep it light-hearted. This will bring a good balance between the competition in the games from general public teams, and the entertainment value brought by celebrities trying to play against ex pros. Something which has been very successful in SoccerAid. 
Where does the consumer learn more about the event? A website and social media page will be set up to provide information about the event. People looking to participate can then be emailed further information, and people looking to purchase tickets can do so from there. It can also be advertised via FAW and Welsh Government advertisements to attract even more people to the event, and to learn about the benefits of it. 
When is it most accessible? The event is most accessible to viewers when the games in the stadium are on. This is because it can host a large number of spectators, and also a youtube channel live stream can be set up to make it more accessible for people who may not live in the area. 
Why are my consumers interested? People will be interested in this event because of the mixture between the public and celebrity names, joining up for a good cause. It will provide a feel-good feeling to both those who are participating and watching along.  
A marketing mix according to (Pitts and Stotlar, 1996) involves the 4P’s. Price, product, promotion and place. 
The price of this event will not be a very high one, around £15 for an adult and £5 for under 16’s. This is in order to attract as many people are possible in order to make a much money. These prices are fair, but if the stadium is full will enable the event to still raise a large amount of money. 
In terms of promotion, it is vital for this event to first promote the benefits it can promote to both physical and mental health, as outlined by the NHS. This will aim to encourage as many teams to participate as possible which will help to bring in more revenue. In order to advertise the ‘main event’ it is important to let people know that it is a not-for-profit event as that all profit will go towards the NHS charities. From this we can let people know that by getting more spectators into the stadium, the more money will be raised. Also a number to donate can be linked to the live stream of the final day, helping to generate more revenue. 
The product of this event is mainly going to be the finale, as this is what the spectator will remember. It is important to provide everything as would be expected on a normal match day, such as music, food and beverages, pre match entertainment and also with this event it is possible to provide interviews live to the stadium from participants, celebrities or just players from the general public. This will help spectators gain more understanding of what the event means to different people, and the difference it can make, which will hopefully mean that it can be even more successful the next year. 
Place. With the finale being hosted at the Swansea.com stadium this can make a good day out for a family, and could even provide a child with their first experience of a live football match. Also there is parking available and amenities are already in place there, reducing costs. It has been selected to host the event partly because of location, with the qualifiers inviting people from Neath Port Talbort and Carmarthenshire, this location is roughly in the middle of them both meaning that travel distance is roughly the same, in order to attract participants and spectators from both locations.  
In terms of sponsorship for this event, a tiered structure will be selected (Masterman, 2014, ch.11). The name sponsor will be the NHS, however technically they are not a sponsor, they will have the naming rights of the tournament, and it will be titled The NHS Trophy as such. Other sponsors of this event include the FAW, who’s badge can be on the arm of team kits. Also a ball sponsor will be found, such as Mitre as it was founded in the UK. Sponsors on the advertising boards can be from any company who offers the most money, except for companies that could be to do with things that could influence health negatively, such as alcohol sponsors, fizzy drinks and food companies such as McDonalds and Pukka Pies to name some more popular ones. This is to ensure that the sponsors do not undermine the objectives and authenticity of the event. 
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