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Abstract: The following article describes the problems concern-
ing marketing of mass events in the local market and potential
solutions. In the first part the barriers that occur in communica-
tion between the organizers and the participants are defined. In
the process of identifying problems the results of research con-
ducted for the needs article were used. In following sections the
solution with use of Smartphone app is shown. The features
that should characterize the discussed tool are listed. In the fi-
nal part of the presentation was discussed the possible ways of
transferring the application.

1. Introduction

This paper presents the problems, which occur while the promotion of public events
such as concerts, club events etc., and the proposed solutions. All analysis and the
conclusions were based on performed studies and the guidelines proposed in the liter-
ature. The article is a summary of the problems faced by the organizers of the events
are facing, which are not always properly identified. It contains ideas for innovative
ways to promote smaller events, as well as the solution for the cooperation between
the organizers.

2. Most frequently used methods of event promotion

Music concerts were very popular in the pastime. More and more young people choose
this particular sort of entertainment, due to the ever-expanding diverse range of music
proposed by the media. The organizers compete with each other in organizing more
and more events, therefore they will increase the interest. An additional impulse for
this market is the fact that in the past few years, the percentage of cd-sales strongly
decreased. Concerts are one of the main sources of income for the artists. The
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music industry is a very wide-oriented As an example the large number variety of
music types fitting the tastes of the most demanding customers can be introduced.
Nowadays, there are more and more artists who want to present their work to the
public.

It can be concluded that the best advertisement for the concert is the artist itself.
The high rank of performing artists ensures notoriety, even without additional ad-
vertising. Today, in the era of social networks and online entertainment sites it does
not take long to disseminate information about the large format concerts, especially
when the artist comes from abroad. The case becomes more complicated when we
deal with a lesser-known artist.

A similar phenomenon can be observed in case of music festivals and regular
events. Fame of the festival can sometimes provide more interest than the artists
who perform on it. It often happens that tickets for such events are being sold long
before the disclosure of the final list of invited artists. This move is very reasonable.
People who participate in such events frequently take part in them, not because of
the particular artist, but in general for the accompanying events and even because
of the sheer atmosphere of the festival. An example would be Qlimax, held in the
Netherlands - periodic event kept in a climate of heavy style music. Crowds are
attracted not only by well-known DJs and amazing lighting effects, the main reason
for participating is the rank of the event, a unique emotions that are carried by it, as
well as the climate prevailed among the participants and also a belief that they are
participating in something special. Similar emotions, but in a completely different
atmosphere accompany the participants of the Czech’s Hip Hop Kemp. During those
three days people can observe not only the legends of hip-hop, but also emerging
artists from the Czech Republic, Poland and neighbouring countries.

There is no doubt that the high rank of the event (or the artist) is sufficient
advertisement. Regardless that fact the organizers usually invest in larger or smaller
media promotion. Since people rarely participate in famous artists’ concerts, the
organization of such an event requires incredible financial, human and time resources.

Therefore people prefer to go to the concerts of lower rank, which are coordinated
by smaller promotion agencies and do not require much work and money. However,
this situation also has its disadvantages: how to encourage a large number of people
to join a particular concert?

How to achieve high ticket sales at a low investment cost? What should be em-
phasized in order to reach the biggest possible target group about a certain event.
The answer to these questions is shown in the following sections.

3. Creating an image of the issue on the basis of the conclusions

of the survey

A research in the form of the survey is a very useful tool to gather feedback. Philip
Kotler and Keller (2012) wrote that, they are used ”[. . . ] to know the level of knowl-
edge of the respondent, his beliefs, preferences, and satisfaction, and to make mea-
surements of these quantities”.

In accordance to these assumptions, two measurements have been carried out.
Their aim was to identify the specific promotion problems that arise in the commu-
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nication between the organizers and participants of events. It focuses on the study
of Three-city market. The study was conducted among random participants of two
different musical events that took place in Gdańsk. The first was held on 24th of
November 2012 – it was called the Hip-Hop Jam festival. Participants could see not
only performances of the five different artists but also watch dance competitions and
graffiti exhibition. Another event was the concert of a solo artist - Jamal. In order
to reflect a reliable result both surveys were carried out on a sample of more than
hundred people.

Analysis of the results on Fig. 1 shows that the majority of respondents see the
Three-city as an attractive area in terms of entertainment. However, a multitude
of events does not always go hand in hand with the general attendance at them.
Repeatedly the insufficient promotion may lead to low attendance at the concert,
which results in a low income for both the organizer and the artist. At the same time
an increase in expenditure for example: renting billboards and advertising in local
media reduce the profitability of the event. As evidence the response to question
number one can be viewed - cheap or even free source of communication should be
considered.

Fig. 1. Percentage distribution of responses to question 8

Fig. 2. Percentage distribution of responses to question 2
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The answers to this question clearly indicate which solutions event’ organizers
should invest. Almost 70% of the participants, as indicated on the results shown on
Fig. 2 found out about the event from friends - either directly or through the call
on the social network. This is quite obvious situation. People often participate in
the concerts or the club events in groups, enjoying themselves together. It is unusual
to see a single, solitary person at such the events. It explains the distribution of
answers to the first question of the questionnaire. Potential participants inform their
friends about an event that may interest them enough to participate in it together.
However the concerts and club events attract not only those strictly interested in
events’ theme. There are many participants who come just to relax and have fun
with their friends (Le Bon, 2004). Organizers should take into account the fact that
as many acquaintances as possible should be informed about the event.

Looking at these facts the authors state that since the purpose of the effort is to
notify the largest groups of related people, investment in public advertising seems to
be pointless. The bonds between potential participants and word-of-mouth marketing
should considered. Currently, Facebook is the main carrier of this type of informa-
tion – Schivinski and Dąbrowski (2013) thinks similarly. It allows to spread the news
about the event just by clicking ”Invite friends” button. This is undoubtedly a great
form of completely free, yet effective promotion. However it has to be remembered
that Facebook is a social networking site - the piece of information will quickly disap-
pear among other news. We can read about social media communication in Poland
(Sotender, 2012). Perhaps some people - certainly those who are interested in the
events’ theme - will see the event’s page and invite some friends over. Although, most
people ignore this type of messages, considering them to be of little importance, there
is the need for a tool that will allow people to send each other up to date information
and invitations to events without having to compete for easily distracted attention
of recipients. The idea of such a tool that can fill this gap in the promotion will be
presented later in this article.

3.1. Defining the major gaps in the marketing space

What actions should be taken to provide more precise information directly to the
people interested in them? One should focus on two main issues: firstly, to reach the
widest possible audience, and secondly, to give them only the information that will be
attractive for them. Enabling the transfer of information between the event organizers
and the participants and also among the users, creates ideal conditions to solve the
first problem. The issue of selecting the information which should be delivered to
the particular person should be governed by the user of the tool himself. Providing
the opportunity to choose the events’ theme that users are informed in will result
in considering each notification. It is important not to send information that will
not be viewed. For example fans of rap music will not be interested in notifications
about the events which will take place in a particular theatre in the next few days
(although if a rap music fan wants to participate in a different kind of show, he should
get an easy access to the repertoire of the theatre). The information adapted to the
specific participant will meet with much more interest than variety of offers from
which none would stood out. An important advantage would be the wide availability.
The possibility to send notifications and invitations, regardless of the user’s location,
prevents from distracted attention and forgetfulness of received information. The
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Tab. 1. Mobile phone subscribers in European Union Member States (Gov, 2011)

Countries
2005 2006 2007 2008 2009 2008 2009

Thousand Per 100 inhabitants

Poland 29 166 36 758 42 520 44 086 44 989 116 118

answer to the above-mentioned problems can be a Smartphone application that allows
to generate a virtual announcement of the events, giving the users possibility to
participate. Report of the Central Statistical Office ”Communication - activity results
in 2011” is a source of a valuable information in the matter of mobile phones. It turns
out that in Poland for 100 people in 2008, there were 116 subscribers, and in 2009
this number increased to 118. It can also be seen that each year the number of
mobile subscribers increases. Additionally the ”Rzeczpospolita” newspaper informs
that in the 2012 there were more than ten million mobile phones sold in Poland, of
which five million were Smartphones. Their sales increases rapidly each year. They
slowly take the place of simple mobile phones offering their users wider range of
possibilities. Taking into account the relentless technological progress, this trend will
continue. These data confirm the validity of the investment in the mobile phone
market, particularly Smartphone’s and their components. Most of the young people
are currently using Android and iOS systems, which creates endless possibilities in
the field of creating applications. Due to their low price (or in many cases, even free
of charge), they are used by a large group of consumers. Therefore it is an ideal
promotional channel which is still undeveloped by event organizers.

3.2. The most attractive options for customers

In order to interest a large group of users, the application must enable the most
fluent flow of information in both directions. The basic function of the program is
the ability of creating a virtual event. All the interested people could be immediately
informed about it. In the event’s dialogue menu the basic options should refer to the
possibility of declaring participation and sharing the information about the event with
the friends. However, the application should offer to its users many more possibilities.
For improvident and better adjustment of amusement offer, organizers should have
insight into the data concerning the users, that declare interest in individual sorts of
music or types of performances. This solution allows them constant monitoring of the
demand of the market. An easy data sharing can solve the problem of creating two
(or even more) similar events at the same time. The application will also enable the
rapid communication with those interested in participating in case of cancellation or
postponement the event. Timely notifications would help to avoid the dissatisfaction
and resigning from participating in the event and encourage to take part in another
time. The possibility of proposing the artists that users of the application would like
to see could be profitable both for them and for the organizers. Such interaction
would imply better selection of repertoire by the organizers, and thus the increasing
interest of the participants. In case charged events, the option that allows booking
tickets and paying via mobile phone would be very useful. By enabling an early ticket
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purchase at a lower price the organizer reduces the risk of a low attendance due to
reasons beyond. If the tickets were purchased a few days earlier, the people would
neither resign from participating in the particular event nor choose another one. In
order to cause more people report desire for the participation (and as a result more
people would read about the event), one can use various kinds of contests where the
prize would be a free tickets or small gadgets. A simple drawing from the people who
declare participation could be contenting. However in some cases, users might get
bored by that possibility and do not pay attention to it. If the organizer wants to
engage the participants he could propose a different kinds of contests (for example a
contest for the best slogan promoting the event). In such case, the organizer would
gain a catchy and interesting advertisement. A free ticket handed to the author
would be the only cost. In addition, involving the participants in the organization
of the event (even if their ideas would not be good enough) would make them more
connected with it. They would discuss the ideas with their friends and as a result the
chance of taking part in the event would increase. Of course, this solution requires
earlier notification about the event and the contest so that there is an extra time
to prepare all promotional materials with the winner’s slogan. The important thing,
often considered by organizers as less significant, is to gather opinions about the
event. The participants should be given the opportunity to express their opinion
about the concert, assessment of the organization, the adequacy of the ticket price
to the level of the event. Those information would be helpful in creating subsequent
events. Perhaps, they will help to avoid the repetition of mistakes and, over time,
will build the image of a responsible and fair organizer, providing a diverse range of
entertainment facilities with high quality.

4. Determination of benefits of the use of the proposed solution

The use of Smartphone applications in the promotion of local mass events could bring
many benefits to the organizers and users. Properly prepared tool would allow for
a smooth exchange of information between the both parties. Users gain a clearer
picture of what concerts will take place at a time in their area, whereas the organizers
will know what interests of their proposal could be expected.

As shown in Tab.2, is a completely new marketing solution, bringing many benefits
both to the event organizers and participants. Thanks to the focusing on the only
one subject - entertainment in a concrete area - customer attention is focused on
the proposed offer, which helps in making the decision about participating in the
event. This tool gives to its user the ability to plan his free time, not only in terms of
where, but also with whom and how to spend it. It also indicates directly the entire
entertainment offer, while creating the possibility of interaction between the user and
the organizer. More and more often consumers want to have an impact on how the
market looks. Proposed application as distinct from the traditional media (such as
advertisement in the newspaper, on the billboard and even the information on the
website) provides the ability to communicate in both directions.
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Tab. 2. The benefits obtained by the introduction of the proposed application

For users For organizers

• fast, constant access to the infor-
mation about the current entertain-
ment offer in the city;

• the possibility of selection of the in-
formation obtained;

• simple form of sending invitations
to friends;

• expressed opinions going directly to
the event organizers;

• proposing their own solutions and
ideas to diversify entertainment;

• a chance to win free tickets for paid
events;

• new, free event promotion channels
based on relationships;

• detailed information about the de-
mand for the specific types of en-
tertainment;

• ongoing monitoring of interest of a
specific event;

• gathering opinions and suggestions
from the participants;

• a new distribution channel for tick-
ets;

• quick way to notify about the
changes of planned event;

• possibility of quick reaching the
large audiences;

• advertisement flowing directly to
users interested in the subject;

5. Considered ways of providing application to users

The main goal for the introduction of the application on the market is to increase the
profits from the events. In this case one should consider possible ways of generating
them. The analysis of the situation in the market of Smartphone apps provides
information about the different options for charging for use of them. In Tab. 3 some
ways to charge from are presented and discussed.

Each option mentioned in the Tab. 3 has both advantages and disadvantages. It
is difficult to choose clearly the best solution, because each generates benefits, but
it is also vitiated by defects. In view of this situation, it is important to find an
intermediate option, which would be the sum of the benefits of all solutions, while
minimizing their negative effects.

The solution to this problem could be dividing the application into a free and
paid version. Basic features, like receiving notifications about events, sending them
to friends or selection of information should be free, to ensure the greatest possible
range of users. Some features, however, would be available only after paying the fee
(or after declaration of temporary license fee). In this group could be for example
possibility to add reviews to the event or take part in competitions. Such a solution
would generate revenue while still attracting users. To ensure greater profit, there
could be ads placed in free version, which would not be in the paid option.
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Tab. 3. Analysis of the potential benefits and disadvantages associated with the
method of paying the application

Application paid by the user when
downloaded

Application paid in the form of
subscription

Advantages Disadvantages Advantages Disadvantages

Ability to make a
profit shortly after

distributing
application;
An easy way to

make application
available to users;

Creating
possibilities for

fraudulent users to
skip payments;
One-time fee for

access to the
application will

generate relatively
little long-term

profit;
The problem of
determination of

the appropriate fee
for access to
applications;

Regular, long-term
incomes created by

regular users;
Using applications

with greater
commitment;

Difficulty in
attracting new

users;
The risk of

departing from the
use of the

application in
relation to the costs
incurred regularly;

The need for
continuous

improvement of the
application, the
creation of new

solutions;

Applications available to users for free, profit generated from the
additional services

Advantages Disadvantages

Ability to hit a wider audience
Transfer fees on companies interested in

advertising;
An opportunity to achieve higher

revenues from fees for advertising;

The inconvenience associated with the
use of the program because of the

presence of ads;
The problem with finding companies

interested in using the offered forms of
advertising;

6. Dissemination of application – suggested ways

The key element in successful promotion of events by using Smartphone app is the
amount of its users. It is therefore necessary to try to make as many people not only
known about it, but be interested enough to download and test it. Assuming the
lowest possible costs generated by the use of the application, one needs to consider
how it can be promoted most effectively.

Perhaps there are other not generating high cost means that should be used.
During last few years public interest in creating short films and sharing them on
the Internet (mostly on the site youtube.com) increases. The films of such types
often have a multi-million audience – thanks to sending them among colleagues or
sharing through the social networks. Taking advantage of this situation skilfully, one
can create a marketing strategy based on virtual marketing. Therefore, it is worth
considering the creation of an interesting spot which will advertise the application.
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The movie by itself should attract attention enough to make the receiver recommend
it to the another person. It is important when producing such ad to create an idea,
which the receivers should identify with – catchy slogan, interesting character or
even specific, easy to remember melody. The basis of the application is the same as
the basis of its promotion – use of the bounds between friends, making them pass
the information by themselves. This kind of marketing solution is hard to prepare,
but also very effective – it goes to the huge number of recipients in the short time.
Because it is viewed on purpose - the viewer clicks on the link, he turns the ad – it
is memorable. This is why it is worth to take the time to prepare such a promotion
– if it turns out successful, the interest in the application will be rising almost day to
day.

7. The solution for both the organizers and users

The use of the proposed application in the Three-city would allow for synchronization
of information about entertainment offers. This is the solution unapplied so far, but
careful preparation will permit to gain a completely new tool to promote events or
concerts and communicate between the organizers and users. Selection will allow
particular offers to hit only the persons concerned, and the possibility to suggest
the participation to acquaintance provides greater exposure and attract to the event
whole groups of friends. Thanks to the interaction users will be aware that they have
an impact on the appearance of cultural and entertainment offer, while the organizers
will be able to use the feedback to improve the quality of generated events.

8. Summary

Promotion of the small events and concerts in the local market is sometimes difficult.
The organizer does not have a large financial outlay, which could be invest in adver-
tising, and often rank of events may be insufficient incentive to participate. Offer on
the market is diversed, but the event not always corresponds to the demand.

The proposed application is a tool for direct, two-way contact with potential par-
ticipants. It is a solution to the problem of insufficient promotion of entertainment
parties by using the relations to each user. It allows the rapid spread of information
about the various types of artistic events and create an image of interest that they
arouse at the same time. Thanks to the replies from the participants the organizer
knows opinions about events created and can improve their quality according to con-
sumer expectations. The application can also benefit for users – they can quickly
inform their friends about plans and together form a group going to the parties, while
gaining, among others, opportunity to assess any event or organizer or win free tickets.

Solution described in this paper bases on the human relations. It means that
spreading application, as well as its subsequent functioning depends largely on the
people who will hear about it. However, if carefully prepared, it can become a very
important marketing tool, using new technology planes.
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