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Why market and promote?

When planning your project 
it is vital to consider
marketing and promotion. 

Marketing and promotion is more than just
creating a public perception of your organisation;
it can also have an impact on its long-term
viability and sustainability.

Effective marketing and promotion can help you to:
+ raise funds
+ recruit members
+ improve public awareness and perception about the organisation
+ maintain loyalty to your organisation
+ launch a new scheme or project.

This guidance note explains the concept of marketing and
promotion and gives you a framework for putting together an
effective strategy to prepare your plan.
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What is marketing and promotion?

Market research is essential for identifying the target audience for
your marketing and promotion strategy and should be one of the
first things that you do. 

Important research questions to ask are:
+ Who are your current customers and what is their motivation 

to use a product/service?
+ Who are the new customer groups that your organisation wishes 

to attract? What will make a product/service appeal to them, 
and how will your organisation communicate with them? 

Target groups often have certain characteristics in common such 
as age, gender, marital status, income or lifestyle – all of these
variables influence behaviour. 

What works for one group may not work for
another. It may help you to build partnerships
with non-sporting organisations or to find
different communication methods. Plan carefully
because you will be targeting groups who either
do not usually play sport or perceive barriers to
their participation.

Try to find out:
+ What motivates your target group or what will motivate them 

to use your product/service?
+ Is there anything that puts them off sport? For example 

standards of hygiene, availability of service or equipment?
+ Are there any peaks in demand?
+ Is there a regular pattern to their behaviour?
+ What are the complaints of existing customers?
+ What areas can be improved?

Understanding your target group

When you have identified 
your target group you need
to learn as much as you 
can about them to plan 
for their needs.

Marketing is about 
matching the product 
to customer needs.
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Starting your plan

When promoting your product/service your goal
is to communicate the right information about
the right product to the right customer in the
best possible way.

When you have identified 
your target group the next
step is to understand how
they relate to your product 
or service.

Step 1. Marketing preparation

+ Who is in your target group? 
Current users, new users, both? How can you learn more about this group in order to market to them?
Can you conduct customer surveys, interviews, analyse your own data or read journal reports?

+ Product
What are you trying to market? A new sports facility or a new sports course? Is there a proven
demand for the product? How is it marketable?

+ Pricing
How much will your product or service cost and is that appropriate for your target group?

+ Placement
Is the product/service accessible to people? Is it unique to the area or does it have direct
competition? How is it different or better than the competition?

Step 2. Reaching your audience

+ Which promotional methods will reach your target audience?
Advertising: notice boards, posters, free t-shirts, newsletters, website and local press?
Social events: coffee mornings and road show promotional days?

+ Costs
Can the organisation afford to pay for it? Can you launch it in partnership with a sponsor and share
costs? Will your promotional activities attract enough people to cover the costs?

+ Resources
Do you have enough people to work on the promotional campaign? Do they have the relevant 
skills, eg writers, designers, web developer?

+ Branding
Do the promotional materials reflect the correct image for your organisation? Is it consistent with
other advertising the organisation has produced?
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An effective promotional message will achieve four things,
which can be remembered by the simple acronym AIDA:

+ Gain Attention
+ Hold Interest
+ Arouse Desire
+ Elicit Action

Template A4 Marketing and
Promotional Plan is available
to download from our website
www.sportengland.org/funding
or by phoning 08458 508 508.

Step 3. Prepare key messages

+ What are the key messages that you want to promote as a result of your publicity?

+ Are your messages clear and concise?

+ Do the messages focus on the unique selling points of the organisation? For example, unique
sports, high quality/low cost coaching.

+ Will the key messages be strong enough to gain people’s attention and engage them?

Your Plan Example

What are your project Who is your target audience? What do you know about the target What promotional technique will What are the key messages to 
objectives? audience that will help you  be used? (posters, flyers, communicate to your target 

communicate with them? open day etc) audience?

Template A4

Marketing and Promotional Plan

Your marketing and promotional plan should be based on your market research and target audience. Any 
type of communication is more likely to succeed if you have a clear picture of your audience and how best 
to reach them. 

Use this information to draw up a marketing plan that will enable you to reach your audience in a meaningful, appropriate and effective way. Your key messages should be
clear and simple, with a specific purpose to call people to action or persuade them to support your project. Other key messages might include details about your project
activities or mission.
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Organisation 

+ Running Sport workshop and resource Sports
Facility Development by Sport England
This workshop will help you to plan a new
sports facility. A resource pack is also offered.

+ The Chartered Institute of Marketing (TCIM)
Provides detailed information about marketing
strategies, choosing and briefing agencies 
and conducting research.

Contact

Coachwise
Unit 2/3 Chelsea Close
off Amberley Road
Armley
Leeds
LS12 4HP

Running Sport: 08458 508 508
Fax: 0113 231 9606
Email: enquiries@coachwise.ltd.uk  
www.sportengland.org

The Chartered Institute of Marketing 
Moor Hall
Cookham
Maidenhead
Berkshire
SL6 9QH

Tel: 01628 427500
Fax: 01628 427499
www.cim.co.uk
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Further help

Make sure that your organisation can manage its publicity
effectively. Consider the following factors:
+ Keep accurate records and monitor success carefully. 

This will help you to improve the effectiveness of future 
promotional plans.

+ Gain the support and cooperation of those involved.

If you can follow these guidelines you should 
find yourself in a good position to start delivering
your marketing plan.

Monitoring your campaign
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Every effort has been made to ensure the accuracy of the information contained in the Funding Support Pack and supporting

guidance notes. Sport England, its servants and agents shall not at any time, in any circumstances, be held responsible or liable

to any party in respect of any loss, damage or costs of any nature arising directly or indirectly from reliance placed on the material

in this publication, or any other guidelines or policies issued by Sport England. This information has been prepared as a basic

guide only and should not be viewed as a substitute for obtaining comprehensive expert or professional advice.

This guidance and Sport England policies on Lottery funding applications are subject to change from time to time, including

variations required complying with governmental directions on the application of Lottery funds. Sport England reserves the right 

to amend, supplement and/or discontinue, at its absolute discretion for whatever reason, any or all of the guidelines set out in 

this publication.

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form 

or by any means, electronic, mechanical, photocopying, recording or otherwise without the permission of Sport England.
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