	
	
	



4. Event Marketing Plan 
Event overview
	Event Title
	

	Event Sponsor
	

	Event Director
	

	Event Project Coordinator
	

	Event Description
	

	Budget
	


Event Stakeholders
	Internal Stakeholders
	

	External Stakeholders
	



Event Project Team
	Project Coordinator 
	

	Marketing
	

	Finance
	

	Event Director
	

	Registration Coordinator
	



Event Marketing Budget
	Social media
	

	Printing
	

	Participants packs
	



Event Details
	Event Dates
	

	Location
	

	Target Markets
	

	Event cap
	

	Bike Type
	

	Meals
	



Event Partners and Sponsors
	Partners
	

	Sponsors
	

	Other potential stakeholders
	

	Bike Mechanic
	



Ticket Matrix
	Ticket Type
	Member
	Non-member
	Tickets
	M/NM split

	Early Bird
	$
	
	xx
	

	Regular
	$
	$
	xx
	xx/xx

	Child
	$
	$
	xx
	



Marketing Goals. List of actual marketing activities and dates
	Activity
	Date

	
	

	
	

	
	

	
	



Endorsement 
	Position 
	Approver 
	Date  
	Comments 

	 
	 
	 
	 

	 
	 
	 
	 




High-Level Marketing & Communications Plan (One-Page)
	Element
	Approach

	Purpose
	Promote awareness, participation and safe delivery of the bike riding event, while ensuring the local community is well informed and key stakeholders are acknowledged.

	Objectives
	• Drive registrations and attendance 
• Inform the community about event details and safety requirements 
• Support a positive participant experience 
• Acknowledge funding bodies, partners and supporters

	Target Audiences
	Primary: Local community members, families, recreational and beginner riders 
Secondary: Volunteers, partners, local councils, funders, local media

	Key Messages
	• Inclusive, welcoming and community-focused event 
• Safe, well-organised and suitable for local riders 
• Promotes healthy, active lifestyles 
• Supported by local partners and government

	Communication Channels
	• Organisation website or event webpage 
• Email newsletters and member databases 
• Social media (Facebook, Instagram, community groups) 
• Council and community event calendars 
• Posters and flyers in local venues 
• Local media listings (print, radio, online)

	Marketing Timeline
	8–10 weeks prior: Event webpage live, partners notified, calendar listings submitted 
4–6 weeks prior: Social media and email promotion begins, posters distributed 
1–2 weeks prior: Reminder posts, practical event information shared 
Event week: Final reminders and on-site signage 
Post-event: Thank-you communications and sharing outcomes

	Roles & Responsibilities
	• Event Lead: Overall coordination and approvals 
• Comms Lead (staff/volunteer): Social media, emails and media liaison 
• Partners: Cross-promotion through their channels 
• Volunteers: On-the-day signage and participant engagement

	Risk & Issue Management
	• Clear safety and logistics messaging 
• Weather contingency communications 
• Single spokesperson for media enquiries 
• Pre-prepared cancellation or change messages

	Evaluation & Measures
	• Registration and attendance numbers 
• Social media reach and engagement 
• Website or registration page traffic 
• Media coverage achieved 
• Participant feedback




	
	
	



