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Student Resource 5.1
Reading: Marketing and Promotion for Events
Bianca Ramos is an AOHT student completing her internship at Celebration Events, Inc., an event planning company. One day she arrived at the office to find Paul Nishimura, one of the event planners, waiting for her.
“I need your help today,” Paul said. “I’ve got a big fundraising dinner and raffle that I’m planning for a local women’s group. They’re raising money to give scholarships to young women who will be the first ones in their family to attend college.”
“That would be great!” Bianca said. “How can I help?”
“We still need to figure out our marketing or promotion plans. Do you know what marketing is?”
“Yes, we learned about it in school. The teacher told us that marketing is the process of how a product is created, priced, promoted, and distributed to the customers. So, if you’re coming up with a new vacation package, you have to think of the package, figure out how much people will pay for it, figure out how to let people know about it, and figure out how to get the tickets or whatever to the customers.”
“Right. For us, it’s a little simpler. As a planner, you need to think about how people are going to find out about the event. This group won’t raise any scholarship money if nobody shows up, so we have to make sure they know about it.”
“How do we do that?”
“It depends on the event. Some events are very specialized or limited in terms of who is supposed to be there. If you’re having your wedding and you have to pay a lot of money to feed each of your guests, you don’t want to post a billboard and let anybody wander in off the street, right? We have to think about our target market, our audience—the people we want at the event. In this case, who do you think is the target market for this fundraiser?”
Bianca thought. “The women who belong to the club. Maybe their friends or family members?” 
“Yes,” Paul said. “Also, this group is pretty important in town. They can probably get some local politicians to stop by. And local businesses that have donated goods or services for the raffle might come.”
“That’s a lot of different audiences,” Bianca said.
“Yes, and we need to think about how to reach all those different audiences through the use of different marketing channels. A marketing channel is the method or methods that a company—or in our case, an event—uses to promote itself to customers. Here’s a list of the different marketing channels we can use.” Paul handed a list to Bianca.
“Advertising,” Bianca read aloud, “Print and media. You mean like TV commercials?”
“In some cases. If it’s a big event, we might run TV or radio ads, or we might put an ad in a magazine or the newspaper. With ads you reach a lot of people fast, but they’re pretty expensive. What do you think: should we run an ad for this event?”
“Probably not,” Bianca said. “If it’s expensive, we’ll spend a lot of the money they’re trying to raise. And I doubt a commercial would get that many people to come to this kind of event anyway.” She looked back at the list. “Print materials? Didn’t we just talk about print stuff?”
“We talked about print ads,” Paul explained. “These are other kinds of materials, like brochures or flyers that can be distributed to people. These aren’t personalized, like invitations. That’s a separate category. These are generic handouts that tell the specifics of the event.”
Bianca asked, “Like if people put up signs at school to promote a dance or something?” Paul nodded. Bianca said, “That could work for this event. We could make some flyers and give them to the group members to pass out. That makes it more personal.”
“If you want to be personal, you send invitations,” Paul said. “That’s what people do for an event like a wedding. It’s time consuming to create personalized invitations, but they are extremely effective because people feel that their attendance at the event matters. For this event, we could have the group’s president write out some personal invitations for the mayor and other local city officials, so those guests feel really special. By having people hand out flyers, you’re building word of mouth. People will talk about the event and that might get more people to come, so that’s a good idea.”
Bianca read the next item on the list: “Internet marketing.” She looked at Paul. “Like having a web page?”
“For some events, you will make a separate website. For ours, we might just put information on the organization’s website. But Internet marketing is a lot more than that. People create online ads, use Facebook or other social networking sites, post information on blogs or event calendars, or even create podcasts promoting the event.”
“Wow!” Bianca said. “Are we going to do all that?”
Paul smiled. “We’ll do a lot of it! Later today I have a meeting set up with our new social media marketing person. You can come along if you like. You might find it interesting. She has tons of ideas. She can also help us if we want to do some email blasts.”
“Email blasts?”
“It’s a type of direct marketing.” Paul pointed to the next thing on the list. “That’s more personal than a flyer or postcard, but less personal than an invitation. It’s usually a mail or email piece that uses the customer’s name, but isn’t personalized other than that. Like this email I got from the local bookstore.” Paul showed Bianca an email that started off “Dear Paul,” but then provided a generic list of upcoming events at the store. “Direct marketing is expensive because you need to get all the names of the people you’re contacting and you have to personalize the letters or emails, but it can be more effective because it is at least a little bit personalized.”
Bianca looked at the last item on the list. “Public relations? What’s that?”
“That’s trying to arrange for publicity with local media outlets, like a newspaper or TV station. It’s sort of like free publicity, because you’re not buying an ad, but it can take a lot of work, so it’s not really free. It could work for our event because it’s a fundraiser for a good cause, and news organizations might be more willing to cover it. So we’ll have to write a press release, a formal announcement about our event, and send it to the media. The potential problem with public relations is that you can get media coverage, but you can’t control whether it’s good or bad. So if you ask them to come and then your guest of honor doesn’t show up or everybody gets food poisoning or something, you can’t stop the press from writing about that, either.”
Bianca looked at her notes. “So we’re going to do flyers, some personal invitations, post the information on event calendars, and write a press release. I just remembered that these are all called marketing pieces: they’re for marketing channels that use text and often graphics. They could be invitations, flyers, web-based promotion, print ads, or brochures. Plus, we have the meeting to go over social media marketing! Phew. We’ve got a busy day!”

Student Resource 5.2
Notes: Social Media Marketing for Events
Student Name:							 Date:			
Directions: Use this organizer to take notes as you view the presentation Social Media Marketing for Events.
	Category
	Tools
	How to Use It

	Networking
	Facebook/Instagram




LinkedIn





Google+




	









	Tweeting or Chatting
	Twitter




Snapchat
	











	Sharing Visuals
	Instagram


Vine


Pinterest


YouTube



	









	Crowdsourcing
	Yelp







TripAdvisor






	



Student Resource 5.3
Reading: Social Media Marketing for Events
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You have already considered traditional methods of promoting an event, like putting an ad in the newspaper or running a commercial on TV. Now we are going to look more closely at how to use social media to spread the word about an event.
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There are many different ways to use social media, but one thing is true: nowadays, people expect to use social media to hear about events, and they expect to use social media at events.
Networking sites and apps like Facebook, LinkedIn, or Google+ are ideal for providing a lot of information about events to a targeted audience: the people in a particular network.
Twitter, Snapchat, and TripAdvisor offer chunks of information that, in Snapchat’s case, disappear quickly. Using these tools, as well as text messages, can provide details to people who are already signed up for an event. They can also be a way to answer people’s questions about an event or to offer special sneak preview or limited time offers.
The Internet today is a visual place, full of videos and photos. What better way to promote your event than with some interesting visuals? Sites and tools like Instagram, YouTube, and Pinterest provide many different ways to share the visuals related to your event.
Crowdsourcing, in this context, means gleaning critical information about an event or event planner from what people are communicating online. On Yelp, people can respond to an invitation for an event and then discuss how the event went. On TripAdvisor, people can read reviews, book tours, get deals, and write reviews.
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Venues have Facebook pages where they post information about scheduled events. They also include information about the venue itself, such as photos, menus, the phone number, and directions. 
The Facebook page functions like a bulletin board for the community of people who like a particular venue and the events that it holds. Photos of past events are posted along with comments by people who are following the venue. The page also indicates its popularity by posting statistics, such as how many people like the venue. And this “like” is also posted on the Facebook page of the person who clicked “like,” which is another way of getting the venue to be noticed.
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You can click on an event on the venue’s Facebook page and arrive at a new Facebook page just for that event. Here you get all of the information you need for coming to the event, and you can click that you’re attending. You can also invite friends; Facebook makes suggestions for you and you can add names too.
Update the information on this page regularly, also called drip feeding. Change the photos, post teaser details, and encourage social sharing.
There may also be more pages related to your event. For example, businesses often have their own profile pages on these networks. If your event will feature a speaker or performer, that person may also have a presence on these social networks. You can cross-promote your event on these other pages as well.
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Some networking sites may be a better fit for certain events. For example, some business conferences will be more successful when promoted on LinkedIn, which is for professional contacts rather than personal ones. For a small event―or for a small number of key attendees at a large event―direct contact through LinkedIn may also be helpful.
LinkedIn encourages interactivity by helping the user to make business connections and find job leads. For example, if you do a LinkedIn search for the name of a business event, you receive a list of people attending the event who have LinkedIn profiles. You also learn of job opportunities associated with the event. You can contact anyone in the list and apply for the job as well.
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Google+ offers email invitations and reminder emails, which can be especially useful for events that were scheduled a long time in advance. The event can also be synced to Gmail users’ calendars. 
Google+ has community pages that cater to very specific interests or commonalities. Members post information that would be useful or interesting to the group on a shared wall. If you do it with care so that it doesn’t look spammy, you can post information about an event on the wall if it would appeal to that community.
Google+ has also launched Google+ Events. You create an events page just for a specific event. Then you design an invitation, which you send to guests’ email addresses. Guests can post on the event page and turn on Party Mode on their smartphones. Then photos that they take at the event instantly post to Google+.  
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Use Twitter to spread the word about your event. If the event is large enough, create an event-specific Twitter account. Twitter is a key medium for event planners.
The hashtag is a Twitter phenomenon that has also been adopted by other social media tools, such as Instagram. It is a word, phrase, or abbreviation with the # symbol in front of it. For example, if you were coordinating the World Junior Bakers Competition in 2015, you might use #WJBC2015, #juniorbakers, or even something more creative like #jrbakersyummy. Users tag their posts with one or more hashtags, and people can search for specific hashtags on Twitter.
Choose a hashtag for your event and promote it thoroughly. Make sure people know the hashtag and that attendees use it when tweeting about the event. This is particularly important if you have high-profile guests or performers with lots of Twitter followers.
Snapchat is a relatively new tool for marketers, but it is growing in popularity, especially because it reaches a younger audience. Snapchat’s messages disappear quickly after you receive them, but marketers are already experimenting with ways to use Snapchat to send “sneak peeks” for events or to offer special coupons or contests.[image: C:\Users\Mika\Documents\Pearson\2015\June\9\EventPlanning_Lesson5_Presentation_SocialMediaEventMarketing_ROOT_060215,pw\Slide8.JPG]
Snapchat reaches a younger audience. You send a text, photo, or video, which disappears after a certain amount of time that you set, such as 10 seconds. You can add captions, handwrite text, or even draw on the image first. After you send it, you can tell if the recipient saw it. 
Event planners can use Snapchat to tell the story of an event. You gather a group of images and send them all at once; they self-destruct after 24 hours. Snapchat is also a good way to send sneak peeks for events or to offer special coupons or contests to generate buzz.  
Instagram is also a photo and video app. You can follow friends the way you do on Twitter. Event planners use Instagram because you can add a hashtag and publish photos to the public instead of just to friends. 
You can also use the six-second video app Vine to capture a key moment of an event or create a promotional instant. If the video is clever or funny, it will trend—it also uses hashtags—as people share and watch it over and over. Event planners also use Vine to give clients a behind-the-scenes moment as their event is coming together. 
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Not every event needs its own Pinterest board, but for some events, it’s a natural choice. You can post your event’s promotional materials, of course, but think bigger: maybe include pins that lead to the websites of your featured speakers or performers. If you’re planning ahead enough, you could even use Pinterest to let attendees vote on something like the centerpieces at a banquet or the color scheme for an event.
YouTube is another great way to build interest in an event. Consider doing a behind-the-scenes video, a trailer to promote your event, an interview with a key person involved in the event planning, a tour of the location, or anything else that you think will capture a potential attendee’s attention!
Pin shots of the event in action and videos of the event on YouTube. Place links on your Facebook and LinkedIn pages. Prospective clients will be able to see what you can do, and new clients can find you as they are searching for, say, party favors on Pinterest or ideas for speakers at conferences on YouTube.
[image: C:\Users\Mika\Documents\Pearson\2015\June\9\EventPlanning_Lesson5_Presentation_SocialMediaEventMarketing_ROOT_060215,pw\Slide10.JPG]
As is true across all industries, crowdsourcing is changing the way we work. It gives event planners a way to tap into their client base in a very powerful way, and it provides a new avenue for promoting events as well.
On Yelp, for example, an event planner works with a chef to plan parties where the guests learn how to make different ethnic foods. The event planner posts an invitation to learn how to make Tuscan pizza from scratch. Not only does the Yelp page allow guests to sign up, but they can start a conversation around what interests them most before the event, and then talk about the pizza-making party afterward. Guests can then rate the chef and post reviews about the parties this chef holds. The chef and the event planner can adjust the parties according to this feedback. Guests also post reviews on their own Yelp pages. You can review all of the event planners in a region. 
On TripAdvisor, people buy tickets for events as well as trips. They write reviews of event planners who work at restaurants, hotels, and resorts. They also review the events they attend. So a resort can get a great review, but the event planner working at the resort can get a lousy one.
Event planners must constantly monitor crowdsourcing sites like these. They need to be aware of bad reviews at least as much as good ones. 
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Most events have some interesting visuals. It might be what things look like behind the scenes. It might be a candid photo or video of a guest speaker or performer before they take the stage. It might be products being promoted at the event or decorations or the clothes people wear at the event. All of these things could be shared with the world using social media.
Many events are repeated on a regular basis: sports events, concerts and entertainment events, business conferences, charity fundraisers, and so on. Use social media posts to share the experience with everyone who couldn’t make it to the event this time, and you are already promoting next year’s event!
For very large events, it can be difficult to know if guests are having a good experience or not. Follow guests’ social media posts and you will quickly learn if the bathrooms are too crowded, the food is too expensive, or the room is too hot.
Social media is a powerful way to connect people and promote events simultaneously. It is a tool for bringing people together around shared interests and for keeping them interested and informed in the events that matter to them.

Student Resource 5.4
Evaluation: Online Marketing 
Student Names:							 Date:			
Directions: Work with a partner to research how an upcoming local event is being promoted online. Summarize what you find and make recommendations for other ways the event organizers or promoters could use the Internet and social media to promote their event. Before you begin, read through all of the instructions, and read the assessment criteria at the end of this resource to make sure you understand how your work will be assessed. 
Step One: Choose an Event
With your partner, use the event listing source your teacher provides and choose a local event that is happening soon. Write down your event choice and its website below.




Step Two: Analyze Your Event
What do you think is the target market for your event? Why do you think so?




What is currently being done online to promote your event? Write a brief description of what you can find. Do you think it’s effective? Why or why not? Include a link to each thing you find.












Step 3: Take Screenshots
Take screenshots to illustrate some of the currently existing digital promotion for your event. You could take screenshots of really effective elements, or you can take screenshots to illustrate mistakes you think are being made. Take at least three to five screenshots. In the space provided below, list the screenshots you took and why you took each one.

1.

2.

3.

4.

5.

Step 4: Make Recommendations
Now that you have explored what is currently being done to promote this event, what else do you think the promoters could or should be doing? Remember to look back at your notes and the reading on social media (Student Resources 5.2 and 5.3) to get ideas.













Step 5: Integrate Digital and Nondigital Marketing
Remember the first reading you did in this lesson? There are a lot of ways to promote an event that don’t involve the Internet. If you really want your event to be successful, you need to integrate your digital and nondigital marketing so that it all works together. One easy example (to get you started): make sure to put your event website address in your ads and on your print materials.
What other ways can you think of to integrate digital and nondigital marketing? List them below.





















Make sure your assignment meets or exceeds the following assessment criteria:
The assignment includes a detailed description of the digital marketing used for this event.
The assignment includes accurate links or web addresses to support the description of digital marketing.
The assignment makes logical and appropriate recommendations for additional ways to market the event online.
The assignment offers reasonable suggestions for integrating digital and nondigital marketing.
The assignment is neat, legible, and presentable, and uses proper spelling and grammar.
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Facebook is an interactive way to promote an event
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The Facebook venue page has a link to the event
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Linkedin is good for business events
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Google+ now has Google+ Events
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Attendees and event promoters use Twitter
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Snapchat, Instagram, and Vine promote events via
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Pinterest and YouTube can be promotional tools
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Feedback on crowdsourcing sites needs monitoring
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Social media tracks guests’ experience
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People use social media in many ways
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