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Course description
This course examines the principles and practice of marketing and promoting events in competitive and rapidly changing environments. Students explore how events can be positioned, branded, communicated and evaluated to attract audiences, sponsors, partners and media attention. Using examples from Uganda’s cultural, business, sport, tourism, community and entertainment sectors, the course develops practical skills in market research, audience development, integrated marketing communication, digital promotion, sponsorship activation and campaign evaluation.
Course objectives
By the end of the course, students should be able to:
1. Explain the role of marketing and promotion in successful event planning and delivery.
2. Analyse event markets, audiences and stakeholder needs.
3. Develop appropriate event branding, positioning and promotional strategies.
4. Apply traditional, digital and experiential communication tools to promote events.
5. Design realistic marketing plans, budgets and evaluation measures for events.
6. Demonstrate ethical, inclusive and culturally responsive event-promotion practice.

Course learning outcomes
On successful completion of this course, students should be able to:
1. Explain the role and contribution of marketing and promotion to the planning, delivery and success of events.
2. Conduct basic market and audience analysis to identify the needs, motivations and expectations of event stakeholders.
3. Develop an event brand, positioning statement and promotional strategy appropriate to a defined target audience.
4. Apply suitable traditional, digital and experiential communication tools to promote an event and engage its target audiences.
5. Prepare a realistic, costed event marketing plan with an implementation schedule and appropriate performance measures.
6. Apply ethical, inclusive and culturally responsive principles in the design and implementation of event marketing and promotional activities.

Detailed course content
	Topic
	Weeks / Mode
	Indicative content
	Learning outcomes
	Learning activities

	1. Foundations of events marketing and promotion
	Weeks 1–2: Online

Prof. Dawa
	· Meaning, purpose and scope of events marketing. 
· Types of events.
· Characteristics of events as services. 
· Event stakeholders Marketing mix for events
· Trends in Uganda and East Africa
· Ethical and sustainable promotion.
	Students should be able to: 
1. Explain key concepts in events marketing and promotion. 
2. Identify the role of marketing in event success. 
3. Describe key stakeholders and their marketing interests. 
4. Analyse basic trends affecting event promotion.
	Recorded lecture and readings; MUBSEP-based discussion of a local event; short quiz; analyse the marketing of a selected Ugandan event; reflective post on an event attended or observed.

	2. Market research, segmentation and audience development
	Weeks 3–4: Face-to-face

Prof. Dawa
	· Event-market research
· Primary and secondary data
· Audience needs and motivation
· Market segmentation Targeting
· Audience personas Accessibility, diversity and inclusion
· Customer journey
· Audience retention and loyalty.
	Students should be able to: 
1. Identify information required for event marketing decisions. 
2. Select appropriate basic market-research methods. 
3. Segment an event audience using relevant criteria. 
4. Develop audience personas and audience-development strategies.
	Design a short audience survey; conduct a class-based or campus observation exercise; group work to create audience personas; analyse the customer journey for a chosen event; group presentation of findings.

	3. Event branding, positioning and communication strategy
	Weeks 5–6: Online

Prof. Dawa
	· Event brand identity
· Brand values, personality and image
· Event naming and visual identity
· Value proposition
· Positioning; communication objectives
· Key messages
· Integrated marketing communication
· Campaign themes and timelines.
	Students should be able to: 
1. Develop an event value proposition. 
2. Create a positioning statement for a selected event. 
3. Design clear and consistent promotional messages. 
4. Propose an integrated communication strategy.
	Review and critique examples of event brands; create a digital mood board; develop a brand name, tagline and positioning statement; prepare a campaign message map; peer review via MUBSEP

	4. Promotional tools and digital marketing
	Weeks 7–8: Face-to-face

Ms. Nasaka
	· Promotional mix
· Advertising
· Public relations
· Publicity
· Sales promotion
· Direct marketing
· Digital and social-media marketing
· Content calendars
· Influencer engagement
· Websites, ticketing platforms, email and mobile marketing
· Media releases and media kits.
	Students should be able to: 
1. Select appropriate promotional tools for different event audiences. 
2. Develop a digital content plan for an event. 
3. Produce basic promotional materials, including social-media posts and a press release. 
4. Explain how media and digital channels support attendance and engagement.
	Social-media content-creation workshop; prepare a one-week promotional content calendar; press-release writing exercise; mock media briefing; critique promotional materials from real events; group pitch of a digital campaign.

	5. Sponsorship, partnerships and creative event activation
	Weeks 9–10: Online

Ms. Nasaka
	· Purpose and forms of sponsorship
· Identifying sponsors and partners
· Sponsor benefits and rights
· Sponsorship proposals
· Activation strategies
· Partnership management
· Community engagement
· Ambassador programmes
· Experiential marketing
· Handling promotional crises and reputational risks.
	Students should be able to: 
1. Identify suitable sponsors and partners for an event. 
2. Develop a sponsor value proposition and benefits package. 
3. Prepare a basic sponsorship proposal. 
4. Design a creative promotional activation that engages audiences. 
5. Recommend responses to common promotional risks.
	Analyse a sample sponsorship package; research potential sponsors; draft a sponsorship proposal; online brainstorming for an event activation; create a short campaign pitch/video; scenario discussion on a social-media or publicity crisis.

	6. Marketing planning, budgeting and evaluation
	Weeks 11–12: Face-to-face

Ms. Nasaka
	· Structure of an event marketing plan
· Objectives, strategies and tactics
· Action plans
· Marketing budgets
· Scheduling
· Roles and responsibilities
· Campaign monitoring
· Key performance indicators
· Ticket sales, attendance, reach, engagement, sponsor satisfaction and media coverage; post-event evaluation and reporting.
	Students should be able to: 
1. Prepare a practical, costed event marketing plan. 
2. Develop a promotional timetable and assign responsibilities. 
3. Select suitable performance indicators for an event campaign. 
4. Evaluate marketing results and recommend improvements. 
5. Present and defend an event marketing proposal.
	Group project: develop a complete marketing plan for a proposed event; budgeting exercise; develop a campaign implementation schedule; class presentations; peer evaluation; reflective discussion on lessons learned.
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