
Innovative Marketing
Communications

Strategies for the Events Industry

Guy Masterman
Assistant Professor in Sports Management

Tisch Center for Hospitality

Tourism and Sports Management

New York University, New York, USA

Emma H Wood
UK Centre for Events Management

Leeds Metropolitan University

Leeds, UK

AMSTERDAM ● BOSTON ● HEIDELBERG ● LONDON ● NEW YORK ● OXFORD
PARIS ● SAN DIEGO ● SAN FRANCISCO ● SINGAPORE ● SYDNEY ● TOKYO



Contents

List of Figures viii
List of Tables ix
Case Studies x
Series Editors xi
About the authors xii
Series Preface xiii
Introduction xv

Section One Integrated Marketing Communications 1

1 Marketing Communications Planning 3
2 Research and Analysis 17
3 Communication Objectives and Targeting 36
4 Communications Strategy 57

Section Two Communications Toolkit 83

5 Public Relations 85
6 E-Marketing Communications 108
7 Advertising 133
8 Event Sponsorship Programmes 159
9 Sales Promotion 177

10 Direct and Relationship Marketing 193

Section Three Events as Communications Tools 213

11 Promotional Events 215
12 Corporate Sponsorship of Events 234
13 Corporate Hospitality 256

Section Four Ensuring Future Success 271

14 Implementation, Evaluation and Control 273
15 Trends and Forecasts 295

Appendix 309
Author Index 312
Subject Index 315


