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Open questions with answers

1	Introduction: Events as a Strategic Marketing Tool  

Question 1
For each number in figure 1.1 of the book, fill in at least one example of an event and explain, for each example, why you think it fits there.  

Answer to question 1 (to be supplemented with own examples)
1a	MarCom (marketing conference).
1b	VIP tent at Breda Hippique.
2a	Anniversary party for all franchisees of BrainWash (chain of hair salons).
2b	Team outing to national ice skating championships in Heerenveen.
3	Huishoudbeurs and Negenmaandenbeurs in RAI Amsterdam.
4a	Redhead Days.
4b	Lowlands with participation from Douwe Egberts.
4c	Prinsengracht concert in Amsterdam with all kinds of private side events for company staff.  

Question 2
Events are increasingly used for various purposes, such as relationship marketing or city marketing.  

a	What makes an event a suitable marketing tool these days? 

Answer to question 2a
· Marketers find themselves faced with increasingly elusive target groups and traditional marketing communication tools no longer suffice to reach these target groups.  
· Events are very suitable to create emotional added value. Visitors undergo the event, experience it and foster lasting memories of the event.  
· Thanks to their interactive character, events can be connectors as well as contributors to the working and living environment within a company, city or district.
· The event carries a message and is part of a strategy: a well-considered plan to achieve a certain goal.  
· Events are ideally suited to make something clear to a certain target group.  

b	In the professional literature on marketing, events and (live) communication, look for three articles that show that events are becoming increasingly important. 

Answer to question 2b
Students come up with good, appealing examples themselves.  
Question 3
In the professional literature, look for an existing event that was used strategically and fill in the EVENTS model for this purpose.  

Answer to question 3
· Plan: Let the students choose an example from one of the four angles (marketing communication, relationship marketing, city marketing or branding) and describe the strategic objectives, answering the following questions: 
· Which trends and developments (national or international) influence events? 
· Which trends and developments in the events sector (meso level) influence events? 
· How were the objectives translated into the event concept?  
· Do: How was this given substance to in the pre-exposure, direct exposure and post-exposure phase, with special attention for the design of touchpoints? 
· Check: How was the achievement of the objective measured and how was this incorporated into plans for the deployment of new events? If this is not described in the case study: have the students decide for themselves how they could deal with this.  
· Act: What would need to be done differently in the next edition of the event in order to achieve the objective or to achieve it again? What can be retained?

Question 4
Look at the definition of a strategically used event for marketing purposes in section 1.4 of the book and find an appealing example for this, such as the Red Bull Air Races. Work out the various components of the definition.  

Answer to question 4
The definition is as follows:  
Using an event as a strategic marketing tool involves planning a unique event or series of events for one or more target groups where people come together, either physically or virtually, at the invitation and initiation of a company/business, government body or non-profit organization. The client wishes to achieve an emotional added value by means of an experience, to support a predefined objective (communicative or otherwise) that has to be achieved among one or more of the target groups identified.
Example of Achlum Convention (Achmea)
· It is a planned, unique convention. 
· The target group is clearly described (opinion leaders).
· The invitation comes from Achmea. 
· Emotional added value has been created by inviting prominent people and discussing social issues. 
· The experience is rooted in the core values of Achmea.
· The objective has been formulated in advance.  

Question 5
We distinguish roughly two types of events: corporate events and public events. 

a	What are the differences and similarities between both types of events? 

Answer to question 5a
Both types of events can be used strategically, with the objective and the target group as the starting point for corporate events, and the content often as the starting point for public events.  

b	The dividing line between corporate and public events is becoming less clear. What does this mean? 

Answer to question 5b
[bookmark: _GoBack]Public events are mostly used as a platform for inviting business target groups. Moreover, public events are beginning to look like corporate events more and more because of their increasing commercial interests. Sponsoring revenues are increasing in importance, thus commercializing the character of side events, VIP and networking meetings during public events and appropriate brand activations.  
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