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Part 1

Wales has a long history of hosting elite sporting events. Continuing this tradition, the proposed Welsh University Varsity in Cardiff is a viable and strategically important national multi-sport event. The event will bring together universities from all over Wales to play rugby, football, hockey, and netball to strengthen Welsh culture, encourage student sport, and increase community involvement. Cardiff, the top event city in Wales, has the infrastructure, transportation, and knowledge needed to plan such an event. This essay will look at the event's objectives, idea, feasibility, strategic fit, financial considerations, market position, and potential impacts to show how it can be a long-term and valuable addition to Wales's sporting calendar. The proposed Welsh Universities Varsity event is in line with current Welsh sport policy, as Bolton (2023) emphasizes the growing significance of major athletic events in fostering participation, national identity, and regional development throughout Wales.

The objectives for this event would be to unite Wales through sport, with our mission statement being “Bringing Welsh universities together in one city, one weekend, one Varsity - where rivalry meets unity.” We want to highlight youth talent in universities across Wales and promote pride across the country of Wales. We also want to increase student community involvement and engagement.  The event concept will feature competitions in four major sports. Cardiff Arms Park, a venue with a capacity of 12,000 people, will host the rugby competition. The football would be held at Leckwith Stadium, which has a capacity of 4000. The hockey competition will be held at the National Hockey Centre, Sophia Gardens, with a capacity of 1200. Finally, the netball would be held at the House of Sport with 1100 seats available, with standing available too. This event would take place on the weekend and would have fan zones, music, and food markets, as this would help the event a lot, as stated in “Journal of Marketing Management” (Ricard W. Jensen1, Richard E. Haskell Sr.2 Brian V. Larson). According to their findings, the quality of concession service has a favorable impact on fan happiness, loyalty, intent to return, word-of-mouth, and how "memorable" the game day is. 
I have chosen Cardiff due to its experience in hosting big sporting events, as Sport Wales (2019) states, “An assessment of the economic impact of the Principality Stadium showed its estimated value to the Welsh economy being £32.3m. In addition, Welsh economic activity/output.” This information implies that Cardiff is capable of organizing major sporting events that have a substantial economic impact. This is great for this event, as this event will not be as big as the events Cardiff has previously hosted, but this helps us know it's capable of hosting ours. Furthermore, because of this, we will have access to trained volunteers, staff, and the student workforce. “Frontiers” (Gareth Power 2022) has spoken about the positives of volunteering.  In Strategic Sports Event Management (2021), Masterman talks about how sporting events can impact the economy, society, and environment at all scales, from large-scale events to smaller local and regional gatherings. There could also be potential for sponsorship partnerships. Most likely there will be a big interest in this event from Cardiff Council and Sport Wales. The stakeholder model is based on event planning, where close relationships with stakeholders are huge to event success (Lu, 2021).
The idea for a Welsh Universities Varsity fits perfectly with the goals of the country and the region. Sport Wales wants to encourage more people to become involved in sports and promote sports that are open to everyone and focus on the community. They think the event will help them reach their long-term development goals (Sport Wales, 2020). The Welsh Government's National Events Strategy also puts events that add cultural and economic value and make Wales more well-known around the world at the top of its list. A university competition with more than one sport does both of these things (Welsh Government, 2022). Studies indicate that sports outside of school make students more interested, feel like they belong, and have a better overall experience at university (Forrester, 2015). This makes the event important for the universities that are taking part in it.
Cardiff is on its way to becoming a major sports hub, and the event fits in with that. The city is known for hosting big events and using sports to boost tourism and improve its image (Masterman, 2014). Masterman (2014) says that predictable events are beneficial for the economy, society, and reputation. This is why Varsity is a wonderful place for Cardiff's yearly events.
Varsity's financial framework includes the usual costs of sports events at Welsh universities, such as renting the venue, getting insurance, hiring officials, marketing, and managing the fan zone. According to common ways to make money from sports events (Westerbeek & Smith, 2005), the focus will be on getting sponsors, as student-focused events offer great chances for brands to connect Ticket sales, vendor fees, and sales of goods will also bring in money. You might be able to receive more money from Sport Wales's funding sources that focus on participation and the Welsh Government's event development grants. Medium-sized sporting events often bring in a lot of money (Lintumäki et al., 2020), which makes the event more sustainable in Wales.
The Welsh Universities Varsity aims at university students, consistent with research suggesting that student athletic events predominantly engage young adult audiences motivated by identification, belonging, and the social dimensions of campus life (Miller & Kerr, 2021). Events centered on rivalry among students demonstrate significant attraction, as evidenced by studies on the Oxford–Cambridge Varsity, where participation is fueled by enduring tradition and institutional pride (Andrews, 2019). Students also respond well to the wider event experience, with food stalls and social fan zones shown to enhance atmosphere and overall enjoyment (Jensen, Haskell & Larson, 2018; Parry & Richards, 2022). Maximizing turnout requires avoiding clashes with academic calendars and major university commitments, a point emphasized in event planning literature (Getz & Page, 2020). With Wales lacking major student-only sporting events, Varsity occupies a clear gap in the market, supporting findings that student engagement increases when universities offer visible, campus-focused sport events (Brown & Hoye, 2018).
The Welsh Universities Varsity fits wonderfully with the country's ambitions and Cardiff's capabilities to hold events. It meets a demand in Wales's sports scene by allowing university students the chance to participate and demonstrate their university pride and bragging rights. Varsity is a big commitment every year since it helps students' health, makes them proud of their university, and helps them learn important skills.  
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Part 2

As the person in charge of planning and promoting the Welsh Universities Varsity, I need to think carefully about how to get and keep university students excited about going. The only people who can attend are university students, so Varsity won't be as big as big national or foreign events. We can tailor the experience and promotion to meet the needs of students because of this focus. This essay will look at how market segmentation, targeting, and positioning, as well as the marketing mix (product, price, place, and promotion), could help make a successful event for university students.
To attract attendees, Varsity must first segment the market. Varsity's main audience is university students between the ages of 18 and 25. Competition, school pride, and the desire to make friends drive these highly active students on campus (Hoye et al., 2007). Most attendees will be from Welsh universities, especially Cardiff, Swansea, and Bangor. Cardiff, Wales, was picked as the main site because it has many active students and the right facilities for smaller events. University students are psychologically driven by their loyalty to their school and the competition between colleges, which makes them perfect for a varsity-style game. The Varsity wants to build community and pride through fair competition and social interactions (Bodet, 2017). This drive fits in with those goals.
Varsity will tailor a marketing effort specifically for university students to meet their needs. Pride in their university and a desire to be active in their community motivate those involved in this plan. This plan makes sure that all marketing efforts are in line with their goals. Students are more likely to attend events that help them feel like they fit and show off their school identity (Crabtree & Zhang, 2022). Varsity will be the best student sports event in Wales. Our efforts will make it feel unique and bring in students who want to have fun with their friends and cheer on their university teams. We will show the rivalry between schools and the student experience, not just the battle. This feature will make Varsity stand out from other sporting events (Jensen, Larson & Haskell, 2016).
To make The Varsity's marketing mix work for university students, it needs to achieve a balance between being affordable and captivating. The product blends a social experience with a sporting one. Rugby, football, hockey, and netball are all parts of it. These sports are huge in Wales, which suggests that many play them outside or even at university. Varsity will have more than just sports. There will be fan zones, food booths, and live entertainment. The extras will make the game more than just a competition. University students want this kind of social setting because they often look for events that are both fun and competitive (Bodet, 2017). These extracurricular events will improve the whole experience, which will make students happier and more likely to come back every year.
The pricing plan must be judicious, as university students typically possess little disposable income.  Varsity will implement a penetration pricing approach, selling tickets at a reduced price to maximize student attendance at the event.  University sports teams, student organizations, and clubs may obtain group discounts to promote collective attendance and enhance school spirit.  Premium ticket options will include VIP access to exclusive seats or fan zones, providing students with an enhanced experience and increased revenue potential (Masterman, 2021). 
The location is a crucial element in ensuring that Varsity reaches the appropriate audience.  Varsity will sell the majority of tickets online due to students' proficiency with technology.  However, students with limited engagement on digital platforms still can purchase tickets on campus from student unions, sports clubs, and societies.  Employing both digital and campus-based dissemination ensures universal accessibility (Getz & Page, 2019).
A lot of university students who use Instagram, Facebook, and Twitter will be responsible for telling everyone about the event. People will be interested in these sites for weeks before the event to get them excited about it. We'll mostly discuss the universities' competitions, sports events, and the event's social aspects.  Social media sites that college students use a lot make them more likely to connect with content (Crabtree & Zhang, 2022). Ads and signs online, handouts, posters, and pop-up shops on campus will all help spread the word and get people excited for this event. To reach more people, they work with well-known students and businesses in the area. Varsity aims to generate revenue, enhance its visibility, and attract more young individuals to participate. Before the event, 80% of Welsh university students should know the company. We will accomplish these objectives through the utilization of polls, ticket sales, and active engagement on social media platforms. The secondary objective is to sell a minimum of 5,000 tickets within the inaugural year. The majority will originate from university sport teams, student organizations, and prominent individuals residing in the vicinity. The third objective is to generate £25,000 through sales, ticket acquisition, and soliciting donations. Ultimately, Varsity believes that fifty percent of the students will attend by informing their peers at university, sharing on social media, and participating.
There will be several ways to reach these goals. To encourage people to talk, a social media campaign will have countdowns, contests, and content that isn't available anywhere else. Student ambassadors from sports teams and clubs will help spread the word about the event. They will be trusted voices in their university communities. Pop-up booths before the event and events on campus will be used to spread the word, hand out promotional materials, and provide people with discounts on tickets. Email marketing aimed at university clubs and societies will help with these efforts by offering group ticket deals and highlighting the social aspects of Varsity.
Varsity will dispatch emails to students' post-events, with discounts on tickets for the subsequent year. Students will be instructed to compose a narrative regarding the event on social media.  These measures will facilitate greater awareness among individuals in the future. Students will remain engaged through these methods, ensuring their return each year (Masterman, 2021). 
To conclude, the Welsh Universities Varsity could evolve into a prominent and enduring event if it modifies its marketing strategies to align more effectively with the preferences of university students. Varsity will attract several individuals because of its promotion of school spirit, affordable costs, and community service initiatives. If Varsity organizes the event, it has the potential to become a significant annual occasion for students throughout Wales.
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