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Select ONE real or realistic event (an event that exists, has previously taken place, or that you could realistically propose in Uganda or the East African region). Working individually, produce a written events marketing report for this event that applies all three topics covered in this block. To avoid duplication and to ensure it is a suitable case, prior to starting on this exercise, all students will have to register with the class representative the name of the event they intend to handle and a list of all the students and their respective events handed to the Professor.
Structure
Your report should be organised into three sections, corresponding to the three topics. 
Section A
Introduce your chosen event and set out the marketing foundations on which the rest of your plan will be built.
1. State your chosen event clearly on the first page of your report
2. Describe the event concept: what is it, who currently organises it (or would organise it), and what is its core purpose?
3. Conduct a brief situation analysis using an appropriate framework (e.g. SWOT or PESTLE) to identify the internal and external factors shaping the event's marketing environment.
4. Identify the event's key stakeholders (e.g. sponsors, venue, community, vendors, local authorities) and briefly explain their marketing-relevant interests.
5. State two or three clear, specific marketing objectives for the event (e.g. attendance targets, awareness goals, revenue targets).
Section B
Show how research and audience thinking would shape this event's marketing.
6. Propose a market research approach for this event: name at least one primary and one secondary method you would use, and state what decision each would inform.
7. Segment the potential market for this event using at least two of the four classic bases (geographic, demographic, psychographic, behavioural).
8. Select and justify ONE priority target segment, using the segment-quality criteria (measurable, accessible, substantial, actionable).
9. Develop one attendee persona for your chosen target segment.
10. Propose an audience-development direction (broaden, deepen, diversify or sustain) appropriate to this event, with two supporting tactics.
Section C
Translate your research and segmentation work into a clear brand and communication plan.
11. Describe the intended brand identity of the event (name, personality, visual/verbal tone) and how it should feel to your target segment.
12. Write a full positioning statement for the event using the For / Who / Our event is / That / Unlike framework.
13. Propose an integrated communication and promotion strategy: at least three channels, the core message for each, and a simple timeline (e.g. pre-event, during, post-event).
