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The beginning of university studies is for many young adults their first encounter with
adulthood, and for some, it is a step towards achieving long-held dreams. Student life
teaches us all a lot, whether about the field we study or life itself. Finnish student culture is
unique and offers student events to enhance in-class studying with more life studying and
social interaction.

This study investigates how to develop student event promoting by identifying challenges
perceived by students in a case student community. The thesis is a qualitative case study.
The data collection is based on interviews and a survey. The theoretical framework
explains the terminology and provides guidelines for the research.

The findings of this study indicate that to develop student associations’ event marketing
communications, associations should focus on more analytically scheduled planning and
executing of their event promoting. Additionally, they should utilize free social media
platforms and more innovative funding to incentivize people to engage with their
promotion.
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Opiskelemaan léhteminen on monille nuorille aikuisille ensimmdainen kosketus
aikuisuuteen, ja toisille se on askel kohti pitkdan haaveiltujen unelmien saavuttamista.
Opiskelijaelama opettaa poikkeuksetta paljon, olipa kyse sitten opiskelualasta tai elaméasté
itsestddn. Suomalainen opiskelijakulttuuri on ainutlaatuinen ja tarjoaa opiskelijoille
tapahtumia tasapainottamaan opiskeluarkea.

Tamén  tutkimuksen tavoitteena on  selvittdd, miten  opiskelijatapahtumien
markkinointiviestintdd tulisi kehittdd. Tutkielma on laadullinen tapaustutkimus, jonka
tarkoitus on selvittdd millaisia haasteita opiskelija-ainejarjestot kohtaavat tapahtumiensa
markkinointiviestinndssa ja miten niita kyetddn ratkomaan. Tutkielman aineistonkeruu on
toteutettu puolistrukturoituja haastatteluja, kyselya ja havaintoja apuna kéyttaen. Tutkielman
teoreettinen viitekehys pohjautuu aikaisempaan akateemiseen Kkirjallisuuteen, ohjaa
tutkimuksen kulkua ja selittaa tutkimuksessa kaytettya kasitteistoa.

Tutkimuksen  tulokset  osoittavat, ettd  kehittddkseen  opiskelijatapahtumien
markkinointiviestintdd, yhdistysten tulisi keskittyd analyyttisesti suunnitellun ja
aikataulutetun viestinnan toteuttamiseen. Liséksi heidén tulisi hyddyntda niin innovatiivista
rahoitusta kuin ilmaisia sosiaalisen median alustoja osallistaakseen kohderyhmaénsa ja/tai -
ryhmidnsa tehokkaasti markinnointiviestinnassaan.
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1. Introduction

This thesis analyses event marketing communications in Finnish student associations. An
enlarging event selection in student culture demands more professional promoting actions to
maintain the growth in the number of attendees. The thesis is a case study evaluating a certain
student community formed by students studying at a university in Eastern Finland. To
support the growth of the student event field, the thesis examines how student associations
in the case community could develop their event marketing communications and more
effectively select and reach the right target audiences. This thesis aims to solve the
challenges in event marketing communications and how to address them to support
operatives - the active members in charge of associations activities - in student associations

to achieve the best possible effect from their marketing activities.

Marketing communications (e.g. promoting) is a key factor for the success of an event (Hede
and Kellet, 2011). To facilitate success each event organizer needs to promote their events.
The form and the type of the event determine which kind of promotion activities are efficient
for each event. (Yeoman, 2006) It is not sufficient to promote a running event (i.e. Marathon)
the same way as a religious festival or a corporate conference because the target audiences,
natures, forms, and types of these events are different. For this reason, it is complicated to
create united marketing communication planning for a non-profit organization (NPO) that
may organize various types of events instead of only one and has very few resources to
utilize in promoting the events. This thesis then aims to describe the most crucial challenges
and provide helpful, concrete guidelines to utilize in multi-event, multi-channel, close-to-

zero-cost event promotion.

This thesis discusses registered Finnish NPOs ergo associations. In associations, one of the
biggest factors affecting event marketing communications is the operating principle which
differs strongly from profitable companies. Every Finnish association has a fundamental
principle or purpose defined in its regulations. The predetermined fundamental principle or
purpose of an association’s activities guides the association’s actions. Excluding profit-

seeking associations, most associations aim for close- - zero yearly revenue, as the main



purpose is to utilize the association's resources to fulfill its’ ideology, often providing its
members services and benefits. (Loimu 2013) As this study concentrates especially on
Finnish student associations, the case associations aim to provide student-life experiences
(i.e. student events, etc.), offer discounts, and promote interests shared by the members (i.e.
student rights and benefits in studies). In this thesis, the focus is on student-life experiences

ergo student events.

Despite all events facing marketing challenges (Hede & Kellet 2011), small-scale events
face problems with funding the marketing operations and finding professional employees.
(Mehmetoglu and Ellingsen 2005). When the complexity of event marketing is combined
with a lack of expertise and associations' challenges in allocating resources to marketing, the
event marketing of associations becomes a particularly interesting but complex field. To
develop the field this thesis will underscore the challenges and address them by utilizing
Kotler and Keller’s marketing communications development model introduced in the
theoretical framework. To tackle challenges in any size of event promoting management it
is important to develop shared guidelines to work sufficiently. For this reason, this thesis
utilizes a simple and applicable marketing communications development model to identify

and address the problems.

Some previous academic literature discusses marketing events and describes how to
successfully promote events, what are the characteristic challenges in marketing and
promoting events and the root causes. However, there is not any previous research that
provides information on promoting events from the association’s perspective. Evaluating
student associations’ performance in the field of event marketing communications is
beneficial for associations themselves but also for other event organizers who do not have a

big marketing budget available.



1.1 Research objective and questions

Based on the previous literature there is not any kind of research concerning both, event
marketing and associations. Hence, the objective of this thesis is to investigate how should
associations develop their event marketing as efficiently as possible. Therefore, the main

research question is stated as follows:

Q1: How can associations effectively develop their marketing communications strategies

concerning event marketing?

To support the main question, it is necessary to examine how the current event marketing
communications within the case associations are perceived from the aspect of operatives and
the target audience. And how does the organization structure alter the event promotion? Two

sub-questions state as follows:

g2: What are the challenges faced by non-profit organizations in organizing and

implementing marketing communications for events?

g3: How to address the challenges perceived in organizing and implementing marketing

communications for events?

By exploring these sub-questions alongside the main research question, this study offers
insights and recommendations to aid non-profit associations, particularly student
associations. This research will offer concrete tools for associations to develop and highlight

the challenges that are important to acknowledge to operate and to develop.



1.2 Methodology and structure

This research is a case study. The form of research supports understanding the subject
thoroughly. The research utilizes qualitative methods, and the research approach is
inductive. The data collection methods for this thesis are interviews, observations, and an
online query. Consequently, the research utilizes methodological and data triangulation to
strengthen the research results and to support observations made before and during the

research process.

The main data collection objectives are to gain knowledge of associations promoting
activities, understand target groups’ perception of case associations’ event promoting, and
identify the challenges based on interviewees’ responses and survey results. The objective
of the survey data collection is to gain knowledge of the target group’s perception of case
associations’ event promotion and to use the data as a source to deepen the qualitative
analysis. For instance, the research will examine if the target group has seen any case
associations’ event promoting, when and where, and how the marketing has affected them.
The objective of interview data collection is to understand the actions of operatives in
associations part of the student community. For example, by getting to know the target
groups, channels, and budget but also how the operatives feel about exceptional communal

event promoting or what they have perceived as challenges in event promoting.

The target group for survey data collection is local students, and for interviews the students
who are participating actively in associations’ marketing or/and communications,
operatives. Students participating in the survey and interviews represent business,
technology, social science, and communications students at a university in Eastern Finland.
Semi-structured interviews were conducted individually. The query is distributed through
social media channels and the interview invites are carefully chosen to the association’s
operatives via social media communications channels. The interviews were held in Finnish
to lower the threshold to participate in an interview and the interviews will be recorded and

transcribed.



The thesis progresses from the introduction to a literature review which provides a
theoretical framework for the thesis. The theoretical framework presents material found in
previous academic literature and outlines the specific characteristics of marketing
communications and event promoting. The third chapter introduces the empirical section
which includes a qualitative analysis of the research data and the results. The final chapter,
conclusions, brings together the key findings of the study introduces limitations, and

proposes areas for further research.



2 Theoretical framework

This part includes a literature review that defines the theoretical framework for this thesis. It
defines the key terms and factors of the thesis and provides background knowledge that helps
the reader understand the limitations and the features of the chosen field of research. Firstly,
we will define what are events, what is the role of marketing communications as a part of
marketing, how to develop marketing communications, what are digital marketing
communications and social media, what are the general marketing communications
challenges in organizations and lastly what are the characteristics of event marketing and
event marketing communications. After the literature review, we will proceed to the

empirical part which will define the case operational environment more precisely.

2.1 From marketing to marketing communications

According to Kotler and Keller (2012), the core of marketing is meeting one’s needs
profitably. In other words, the marketing itself is not only selling a product but identifying a
customer’s need. The objective of marketing is to understand customers’ needs thoroughly
to design a product, service, etc. that suits the customer’s needs perfectly and thus sells itself.
Kotler and Keller have also determined 10 types of entities that marketers can market (Figure
1

)

Figure 1. What can be marketed? (Kotler and Keller, 2012)




Kotler and Keller’s (2012) approach to marketing events also supports the traditional time-
based perception of events but also considers the perception of event marketing abnormality
compared to traditional service and goods marketing. In addition to product, service, or event
marketing Kotler and Keller’s (2021) approach covers an irregularly discussed variety of

entities that can be marketed such as ideas, persons, or information.

One of the most fundamental models for analyzing organizational marketing is marketing
mix, which is generally known as the four P’s model that defines the key elements of
organizational marketing: product, prices, place, and promotion (McCarthy, 1960). There
are other definitions and extended approaches in addition to this traditional 4 P’s approach.
For example, Jackson (2013) suggests that an extended marketing mix known also as the 7
P’s should be utilized specifically in the event marketing context. The seven P’s model adds
to the Four existent P’s three more key factors which are people, process, and physical
evidence. The 7 P’s model is often utilized especially in services marketing. Differing from
Kotler and Keller’s approach to “what can be marketed” (Figure 2.1.), Jackson also suggests
that an event should be perceived more as a service kind of an activity and therefore the 7

P’s model should be utilized in the context of event marketing.

Marketing communication falls under the umbrella of marketing. Marketing communication
is known as promotion which is one of the four or seven P’s (Egan, 2023). Fill and Turnbull
(2019) emphasize that marketing communications does not have a universally shared
definition. Their approach stresses that the centric theme of marketing communication is
engagement either one-way, two-way, interactive, or dialogic engagement. The engagement
can be an advertisement that makes a consumer rethink the product features (e.g. generating
brand value) or guides a consumer to purchase a product (generates action). It can also be
personal selling or public relations, basically anything that engages the audience. Egan
(2023) again suggests that marketing communications are “the means by which a supplier
of goods, services, values and/or ideas represents itself to its target audience with the goal
of stimulating dialogue, leading to better commercial or other relationship”. On the other
hand, Kotler and Keller’s (2012) discussion of marketing communications concentrates

strongly on generating brand value and communicating the features of a product, service,



organization, etc. According to the marketing communications attempt to strengthen
customer loyalty by informing, persuading, and reminding about the product, service, event,
etc. Marketing communications create the brand image and offer customers additional
knowledge of the brand, aiming to simultaneously benefit their sales. (Kotler & Keller, 2012)
Despite the different stresses in different definitions, each approach emphasizes the role of
the target group and the importance of creating or maintaining a relationship or

stimuli/engagement with the customer to leverage sales.

2.2 Development of marketing communications

In addition to the universal marketing mix model, Kotler and Keller have also defined a
special marketing mix model for marketing communications. According to Kotler and Keller
(2012), it consists of eight modes that are: advertising, sales promotion, events and
experiences, public relations and publicity, direct marketing, interactive marketing, word-
of-mouth marketing, and personal selling. Based on sources there are multiple different sets
of mixes, modes, or tools for analyzing marketing communications. Regarding to especially
this thesis’ context Kotler and Keller’s model had strong touching points to the literature
concerning event marketing communications. For instance, word-of-mouth (WOM)
marketing is seen characteristic channel for event marketing communications. The role of

WOM will be discussed more thoroughly later in part 2.3.

In addition to marketing communications-oriented marketing mix Kotler and Keller (2012)
have also introduced a model for developing organizations’ marketing communications. The
step model proceeds from identifying the target audience to managing integrated marketing
communications (Figure 2.). As usual, the primary landmark of every marketing design
beginning is defining the target audience and determining the objectives. Designing
communications on the other hand defines how and where the message is sent. From
selecting the channels and establishing the budget, a company can move on to assessing how
to use the budget on chosen channels most effectively. Finally comes measuring the

outcomes of each action and activity and managing the whole entity.



9. Manage integrated markerting communications

Figure 2. Steps in developing effective marketing communications. (Kotler and Keller,
2012)

This marketing communications development model guides the analysis of the data in the
empirical part. The model helps identify the gaps in current event-promoting activities. The
model facilitates the logical progression of the research and helps the reader to follow

through the research as effortlessly as possible.

2.3 The digital marketing communications and social media

The role of marketing communications has significantly changed lately due to the digital
revolution. The revolution has increased the number of available channels in

communications and increased the number of message receivers, but it has also added a few
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new challenges. For example, social media has eased reaching specified target groups, and
it can be easily utilized for advertising, interactive marketing, word-of-mouth marketing, and
increasing organizations’ level of publicity. Again, simultaneously the amount of
communication has increased dramatically causing the overflow of messages from senders
to receivers. This has led to a situation where receivers are not able to internalize the amount
of communication they are facing in their day-to-day life. (Egan, 2023) The rapid increase
in the variety of different media has caused a phenomenon called media fragmentation,
which has led to a decreasing number of receivers in each media. Therefore, companies and

organizations face a bigger need to utilize multiple channels. (Fill and Turnbull, 2019)

The media fragmentation is global and there are many globally popular social media
channels that people use daily. 83.3 % of Finnish people use social media and the most
popular channels among Finnish people in 2023 were Facebook, YouTube, Instagram,
TikTok, and Snapchat (Suni, 2023; Statista, 2023) When we look at the global field, globally
in age group 15— 25 YouTube, WhatsApp and Instagram were the most popular channels in
2020 (Figure 3.). However, among over 26-year-olds, Facebook is more popular than
Instagram in the top three. It is important to note that even though Facebook isn’t in the top
three channels among 15-25 year’s user rate is still high. This is a cause of overall high user
rates in social media channels among 15-25-year-olds. (Statista 2020a; Statista 2020b;
Statista 2020c; Statista 2020d; Statista 2020e). However, it is important to note that
demographics may have changed in four years and that global and local environments may
differ a lot. Already in year 2018 before TikTok young people in the US and Great Britain
were reported switching the Facebook to other META’s (previously Facebook) channel
Instagram as well as to Snapchat (Kemppi, 2018). It is undeniable that especially Instagram,
Snapchat, and TikTok are platforms for young people (Figure 3.). In 2024 approximately 70
% of Instagram and TikTok users globally are under 34 years old. In Snapchat in 2024 the
same rate is over 80 %. (McLahlan, 2024; Statista, 2024a; Statista 2024b)
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Social media channel users by age groups
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Figure 3. Social media channel users by age groups (Statista, 2020a; Statista, 2020b; Statista,
2020c; Statista, 2020d; Statista 2020d)

The newcomer in the field of social media platforms, TikTok has recently grown rapidly. In
Finland, the number of users doubled during the year 2022 and it has developed into a
versatile platform that suits both paid advertisement and organic content creation (Dagmar,
2023). As stated before, younger audiences prefer TikTok, and globally almost 70 % of
TikTok users are under the age of 34. Besides TikTok, there are other growing platforms in
the market, one of them is the communications channel Telegram. From the beginning of
the year 2022 to 2023 communications platform Telegram has globally increased the number
of users by 60 %. (TechCrunch, 2023) has been widely criticized for its cyber security but
the user numbers have been growing since people started searching for substitutes after data
privacy policy changes in META’s (previously Facebook) services like WhatsApp.
(Lehtiniitty, 2021; Kailio 2021) Telegram also has additional features that have increased its
popularity in certain contexts such as student life but also criminal operations. The software
utilizes usernames along with phone numbers, so you can contact people based on either one
of them. Consequently, users can encrypt their phone numbers by offering their usernames
for interaction on the app. Telegram also has an open code and it offers bot API (application
programming interface), which makes it possible to code personalized integrated services on
the app. (Telegram, 2024)
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Social media platforms have different features. Facebook has a wide variety of features from
Facebook dating to games, stories, reels, pictures, videos, text content, news, etc. (Facebook,
2024) Instagram and TikTok as platforms are mainly limited to creating and consuming
visual content from videos (i.e. Instagram reels, TikTok’s) to pictures. In each of these
channels Facebook, Instagram, and TikTok it is possible to utilize paid advertising. It is way
more affordable to advertise nowadays than it was during the traditional media regime. The
price of advertising alters between the channels. In META platforms the knowledge on how
to rate their prices has developed over the years and the expertise has developed to the stage
where the prices fluctuate and depend on the demand. The prices for cost per click (CPC)
and cost per thousand views ergo, cost per mille (CPM) fluctuate intensively. Instagram has
the highest CPC price (0.20 $ - 2.00 $) but it also has the highest engagement rate measured
in time. Facebook’s average CPC is around 0,44 $ when TikTok’s CPC is approximately 1
$. To advertise on TikTok the campaign spend must be over 500$. (Tran, 2023)

2.4 The marketing communications challenges in organizations

Modern companies and organizations are networked, and representatives from different
departments are in contact with the customers. To create value for the customer and to
perform effectively companies need to agree on the central objectives of marketing internally
and serve customers in every situation where someone communicates externally.
Thoroughly integrated messages provide a clear, united, and consistent image that creates
the greatest impact. (Kotler & Keller 2012) In organizations where management has a deep
understanding of for example organization advertisement, it is easier to convert messages
from one platform to another. The more dynamic the advertising, the more efficient and
sufficient it is. Advertising is only a single field of marketing communications among others,
but it contains also another very fundamental issue; how to utilize efficiently and ethically
sales propositions and emotions in communications. (Fill & Turnbull, 2019) Theories for
marketing are inductively built to introduce the current competitive advantages in
organizations and develop new ones. To succeed in marketing an organization then must
succeed in several fields. In marketing communications, an organization may face challenges

in executing activities in any of the fields introduced in the marketing communications mix:
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advertising, sales promotion, events and experiences, public relations and publicity, direct
marketing, interactive marketing, word-of-mouth marketing, and personal selling. For
example, a central message in advertising may be too unclear or word-of-mouth marketing
might be unbeneficial. Trying to address the challenges an organization may utilize Kotler
and Keller’s marketing communications development model. To comprehensively address
the challenges each eight modes of the model - identifying target audience, determining
objectives, designing communications, selecting channels, establishing budget, deciding on
media mix, measuring results, and managing integrated marketing communications — must

be executed carefully.

2.5 Characteristics of events and event promoting

Itis essential to note that different types of events crave different kinds of event management.
The communications, marketing, and public relations should be managed concerning the
event type instead of trying to apply the same strategy to all. (Yeoman, 2006) As discussed
in part 2.1. Jackson’s approach suggests that event marketing is a sub-field of services
marketing, but many other sources disagree with that approach. It’s seen that event
marketing already merely differentiates from regular services and product marketing
because events themselves are marketing channels. They’re popular marketing platforms for
other marketers as well and the funding of the events is heavily based on sponsorships.
Stakeholders pay for visibility in events and therefore the organizer must take stakeholders’
needs profoundly into account. (Wood, 2009) Also, Hoyle (2002) states that event marketers
need to consider simultaneously their own and sponsors’ marketing aims and objectives. It
is important to note that the event-promoting target group is not only the event visitors but
volunteers, media, staff, and previously mentioned sponsors and partners. The marketing

activities aim to attain all the stakeholders’ interest and get them to join the event.

Another specialty in event promoting is the influence of word-of-mouth promoting. Hede
and Kellet’s study (2011) argues that word-of-mouth promoting plays a significant role in

successful events marketing communications. They claim that especially in event marketing
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communications effectiveness builds on its informativeness by creating trust for potential
attendees towards the event and its success. Often temporarily building infrastructure for
events may create insecurity among attendees, which may be tackled by more informative
marketing communications. Hearing positive experiences of events increases the

individual’s willingness to purchase a ticket.

2.6 Events

According to Getz (2005), an event is a gathering that mainly has two features: each event
IS unique and temporary. In addition to Getz’s perception, many other approaches share an
idea of events’ occasional nature suggesting that events have a start, middle, and end. On the
other hand, instead of the limited duration for example Van der Wagen (2007) emphasizes
the necessity of management in event organizing. Even though there are a few different
approaches and definitions, there are some repetitive themes in each of them. Events usually
have a predetermined agenda, they’re unique, the duration is limited and people participating
gather for a particular reason. Based on similar detections Jackson (2013) states as follows:
“Events are essentially happenings constructed to bring together people for a defined period

to achieve an identified purpose.”

According to Bowdin et al. (2011), there are four different types of events: local or
community events, major events, hallmark events, and mega-events. Local or community
events are generally smaller and linked to a certain place. Major events instead attract media
and a significant number of visitors as well as may offer positive economic benefits.
Hallmark events aren’t necessarily bigger than major events, but they are strongly linked to
a certain place. Mega-events on the other hand have symbolic value and they attain
international interest and can affect the host country’s economy. These definitions are based
primarily on the size of the events but also the events’ societal remarkability. Even though
hallmark events are not necessarily bigger by the number of participants than major events,

the influence on society is greater. (Jackson, 2013)
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In addition to analyzing the type of an event based on the size, Getz (2008) and Raj et al.
(2009) have altogether defined 10 different forms of events each. These two different sets of
definitions have similarities and shared touching points but also overlaps. The combined
model which mitigates overlaps defines 14 different forms of events (Table 1.). This model
provides a comprehensive definitive theoretical framework to identify different events.
Based on these definitions Jackson (2013) suggests that different forms of events have

different purposes and profiling the form the event organizers to execute more specifically

specialized marketing.

Forms of events

Reference

Cultural celebrations
Religious events
Political and state events
Arts and entertainment

Business and trade events

Education and scientific events
Sports events

Recreational events

Private events

Events at the margin

Musical events

Personal and private events

Getz (2008), Raj et al. (2009)
Getz (2008), Raj et al. (2009)
Getz (2008), Raj et al. (2009)
Getz (2008)
Getz (2008)
Getz (2008)

Getz (2008), Raj et al. (2009)

Getz (2008), Raj et al. (2009)

Getz (2008)

Getz (2008)

Raj et al. (2009)

Raj et al. (2009)
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Commercial and business events/ Getz (2008), Raj et al. (2009)

Corporate events

Special events Raj et al. (2009)

Table 1. Forms of Events

Bowdin et al. (2011) suggest that there are different types of events, Getz’s (2008) and Raj’s
(2009) approaches describe different forms of events and additionally, Jackson (2013)
suggests that the last factor affecting event marketing is the nature of events. According to
Jackson (2013), the nature of the event depicts the communication and interaction between
the organizers, stakeholders, and attendees. Based on Jackson’s approach the event can
originate from either top-down or bottom-up communications. In top-down communication,
managers can introduce an event idea, or in bottom-up communications, the event idea may
stem from a lower level in an organization or even from outside of the organization. The role
of the audience determines if the audience of an event is passive or active. Passive audiences
may for example be attendees at a concert and active attendees the runners at the running
event. Lastly, the direction of the communications can within the stakeholders be either
horizontal or vertical. In horizontal communications, the stakeholders communicate as peers
and in vertical from top to bottom or from down to top. In conclusion, identifying the nature
of the event contributes to how to communicate with the stakeholders and challenges the

event organizers to reflect their organization’s existing policies.
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3 Empirical part

The empirical part introduces the case study’s operational environment thoroughly. This part
highlights the challenges in events marketing communications and suggests solutions how
to address those. First by analyzing the interview discussions with operatives and then
moving on to analyzing survey results lastly presenting the analysis results in the results and

findings section.

3.1 Analysis of student associations’ operatives

The first part of this qualitative analysis is based on the locally conducted seven semi-
structured interviews Appendix 1. and observations. Interviewees were all active in target
associations’ communications and understood the field. This part thoroughly explains and
illustrates the main practises and principles in the case student community. The student
community discussed in this thesis is formed by technology, business, social, and
communications sciences in a certain city in Eastern Finland. Later in this part, a new term
guild is introduced. Shortly: each student participating in the student life in the target city is
a member of a guild, which is a Finnish denomination for technology student associations.
The denomination is generally used in the target city to nominate all the student associations
despite the field of degree.

3.1.1 Characteristics of student events

Student associations organize different events which can be categorized into four categories
based on the interview response: big and small events, open for all students and only for
members events. Based on the interviews the size and audience of events are often
interdependent and seen as the main factors defining the event-promoting activities and
processes. Usually, small events (e.g. movie night or sports games) are targeted only at

members, and big events (e.g. May Days Eve celebration) to all students locally.
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“...The smaller events, if we have some kyykkd ftraditional Finnish outdoor game
resembling Skittles/ event or movie night..., and then if we had some bigger events like May

Day’s eve...”

“Our events’ target audience is of course our members...we don 't have that many that big
inter-guild events.... but when we have those bigger events..., then the whole concern’s

students are our target audience.”

It is important to note that the events are often but not always only for local students or
organized locally. Bowdin’s et al. (2011) approach supports the idea that events are defined
by their size. The student events are small, and the goals of the events are primally to provide
entertainment for the local student community (i.e. associations’ members’ or other
association’s members). The type of events is local or community events. As depicted
above, the form of the events organized by student associations varies strongly. Student
organizations arrange events from sporting events, leisure events, cultural events, musical
events, arts and entertainment, private events, and special events to events at the margin. The
variety of events is a significant feature when defining communications strategies in
associations because different events require different promoting actions (Yeoman, 2006).
Based on observations the student community events nature is unique. The role of the
audience is often very active in student events even though the event form would allow
passive attending. The event organizing is dynamic because most of the stakeholders are
near and can respond to a changing need ad hoc. The event may originate from the audience,
other operatives, or management and the communications are very horizontal. Based on
Bowdin et al. (2011), Raj (2009), Getz (2008), and Jackson (2013) definitions concerning
the type, form, and nature of events, student events are community or local events with

varying form and nature.
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3.1.2 Channels for promoting events

Local student associations share similar procedures in their event-promoting activities.
Associations often apply and develop their communications especially based on other guilds’
channel decisions to reach greater, positive network effects. Many student associations share
promotional material “only for members” via Telegram mobile instant messenger. Several
student associations stated that they have an information channel on Telegram for all their
members. Some also mentioned they have class-specific smaller groups or channels for
class-specific communications (e.g. class-specific events or courses). In addition to internal
marketing and communications for members, many associations stated that they utilize in
the student community locally widely utilized bot (an automated bot available on Telegram)
for inter-guild communications. The bot automatically lists all the student community’s

inter-guild events in a shared calendar, and it is available for all the local students.

“...before we had individual WhatsApp groups for all classes..., but when you want to inform
all members, it is easier that way (on Telegram), and Instagram may be that way so it’s

easier to reach other people than only own members and there’s the visual side also”

“It feels that most of us have Telegram nowadays and to there it is easy to put things and

Instagram is probably most popular of all of these, Facebook is a little dead (platform)

Guilds utilize Instagram and Telegram as well as other channels such as Facebook and
LinkedIn. Facebook is seen as a yielding platform. The user group is older than the target
group and it doesn’t offer any useful additional services as Telegram (i.e. bots) yet is not as
simple as Instagram. Facebook isn’t the most favorable channel among young people.
(Statista 2020a) Also, TikTok is a rising platform, and it is authentically for young users
only as we can see in Figure 3 in part 3, but it is significant as a promotion tool isn’t yet

identified or the process is just in the beginning.

“And if now sometimes something is put up to TikTok, but it’s only that kind of an extra fun
thing”

’

“For now Instagram and Telegram, but I guess that TikTok will become a channel soon’



20

In addition to the unfavorable target group in the case of Facebook, the operatives also want
to give up on multiple channels for other reasons. Multi-channel communications seem

confusing to receivers and employs operatives.

“We have experienced that three channels are maybe even too much and we receive every
year (negative) feedback about that, that even we have tried to develop communications we

always hear that it is confusing because there are so many channels”

Bigger and inter-guild events are more commonly marketed through Instagram. On
Instagram, events have event-specific graphics and visuals. The platform is seen as a more
favorable channel to reach all students instead of only one guild’s members. People in charge
of guilds’ communications see especially Instagram stories as the best way to promote
events. Instagram stories are easy to share, have a good reach, and must not necessarily obey
visual guidelines because of their temporariness. The student community feels positive about
helping each other to boost their peers’ content. Some hope for more open communication

to benefit more from the student community.

“It’s so a nice idea that we all share each other’s posts equally and it’s a nice feeling when
I share something and next someone else shares our post, and the posts are usually very

appealing and nice to put in stories (on Instagram)”

“That kind of guild’s like organizing operators like communicating is very important...”

3.1.3 Resource challenges in marketing communications

Based on several observations the operating group’s changing frequency in guilds causes
inconsistency and decreases the amount of tacit knowledge and consequently loss of
efficiency. Guilds’ boards that implement activities change yearly, so the loss of
accumulating tacit knowledge is rather extensive. The short operating periods do not ease
finding the dysfunctional practices in associations’ operations. In addition, the
communicational expertise, and the analyticity among the guilds’ operatives differentiates
widely. Some operatives in guilds might have a greater tendency to more analytical behavior
or even study university-level communication sciences, when in another guild the operative

could rehearse maybe previously utilized practices, or the practices shared in the community.
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“I represent ... social sciences and communication sciences students. ”

“Idon’t really know (why they have chosen these certain channels). Those have been chosen
back in the days™

In addition to weaker human resources student associations suffer from a lack of financial
resources. The association’s activities are built to provide value to members and in that
context, the role of promoting is often small. Associations are rarely willing to sponsor

marketing activities financially.

“No, we don’t have anything. Some posters can be printed for free and were trying to get

the Canva pro (for free)”

“We don’t really have marketing costs... in special occasions marketing needs budget.”

3.2 Analysis of the target audience

This section delves deeper into examining the target group’s perceptions and preferences in
the case community. The survey (Appendix 2.) results depict the influence of student events
promoting to the target audience. It explains if the promotion worsens or improves the image
of events, and whether will it decrease or increase the willingness to attend a certain event.
The survey data include the demographic factors (age, gender, and field of degree). In
addition, respondents were given an open-box opportunity to answer which channels they
prefer and how they would develop the event promotion. The analysis of the survey (i.e.
target group responses) then mixes both quantitative and qualitative data and deepens the

understanding of the target group.

3.2.1 Demographics

The survey received altogether 55 responses representing a population of around 6000
students in the case university (The case university’s financial statement, 2023). 69 % of the

respondents were female and 31 % were male. 87 % of respondents were from 18 to 24 years
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old and 8 % were from 25 to 30 years old almost half of the respondents were business
students, and the second biggest share of respondents were social and communications
science students (Figure 4.) The number of business students in the target university explains
the high response rate among business students. (The case university’s newsletter, 2023)

Survey respondents' degree programmes

_\2%

2%

2% .
2% ? = Business

m [ndustrial engineering

= Chemical engineering

m Energy technonolgy

® Social and communications sciences

= Software and systems

® Mechanical engineering

= Computational engineering
m Other

m Electrical engineering

m Environmental engineering

Figure 4. Survey respondents’ degree programs

3.2.2 Perceived challenges by target audience

Only two respondents stated that they hadn’t seen student events promoted anywhere. One
respondent is not using social media, and another has not seen any student event promotion
online. Controversially, the individual who wasn’t on social media still would prefer to learn
about the events on the social media channel Telegra and the other one who hasn’t seen any
marketing would prefer the anonymous social media platform Jodel. The first respondent
may have misunderstood what are social media channels and what not. Based on

observations people tend to think that instant messenger applications are not social media
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platforms. Facebook, Instagram, X (previously Twitter), TikTok, and Snapchat are often
seen as more social media channels than WhatsApp or Telegram for instance. This may be
connected to the content available on platforms. Maybe some people falsely understand
public content creation as a social media usage despite its main idea being to share content
(i.e. text, pictures, videos, etc.) with anyone, publicly or privately. Another reason could be
that the respondent has a friend who has recommended the platform. The second respondent
may not use platforms (e.g. Instagram and Telegram) utilized locally in student events
promoting, or they like using a platform that allows interaction anonymously. Even though
the problem is not wide because only two of 55 respondents ergo four percent hadn’t seen
events promoting, utilizing other channels than social media channels (e.g. personal selling

or events) could help tackle this problem.

People who had seen student event marketing mainly seemed satisfied with the content they
had seen with a few exceptions. The questions discussing the amount of student event
marketing in social media channels and the posting schedule caused the biggest dispersion
in answers. The biggest share of respondents agreed that there should be fewer channels for
student events promotion, events should be promoted more frequently and earlier but also
that there is too much material on different channels (Figure 4.). Both the operatives and the
target group share the multichannel challenge. When the promotion is available in many
channels it can cause the feeling of over-promotion but also employs operatives. In open
boxes, a respondent noted that the information is sometimes scattered across many channels.
The information isn’t the same in all channels and a viewer must collect bits of information
from different sources. This is one example of a lack of expertise and communications

process design.
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Event promoting development
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Figure 5. Event promoting development

The open box section in the survey collected various innovative responses. The unity of
messages in different channels is repeated in responses. People hoped that they would find
all the necessary information on the same channel they learned about the events in the first

place.

“Sometimes if the event is announced on one channel (for example local Wappu (May Day)
account or local student events channel) you still must go search the organizing party’s
Instagram/other channel to get the basic information such as the exact time the event is held.

Iwould like the basic information to be on the same channel where I learn about the event.”
“Have a core channel for the university community where all the updates take place .

Some respondents wish for more audio-visual, face-to-face, and TikTok promoting.
According to respondents Instagram and Telegram were their favorite channels to learn
about the events. 31 respondents want to learn about events on Instagram and 25 on
Telegram. Also, TikTok received four votes, and ticket selling app Kide received three votes.
Websites and Facebook were the best promotion channels according to two respondents.

Most respondents proposed two channels, Instagram and Facebook for promotion.
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3.3 Results and findings

This part discusses the analyses conducted in part 3.1. and 3.2 on both operatives and target
audience. This part utilizes Kotler and Keller’s marketing communications development
model introduced in part 2.2 to describe the challenges and to suggest solutions to central

challenges in student associations’ marketing communications.

3.3.1 Development of student event marketing communications

Kotler and Keller’s (2012) marketing communications model suggests first identifying the
target audience. The operatives in different associations had identified one or two different
target audiences. The first target group was all the students in the case area and the second
identified target group was narrower, the guilds the own members. To develop the event
promotion each association should focus on defining their target audience more specifically
for different concepts. A more detailed target group helps to profile the customer and answer
their needs more successfully. The guild’s members share different interests. Part 2.3
depicts, that if there are too many engaging messages, the message may lose its power
rapidly. If a member receives ten messages a week concerning their guild’s sporting event
they are not interested in, they may lose interest in following the communications as
comprehensively because they are facing too many unnecessary stimuli. Maintaining a
decreased interest in following the communications channels they stop receiving also all the
other messages. Clear segmentation helps to target the message to the right receiver. That
also reduces the number of sent and received digital messages and makes communications

and promotion more successful.

Next comes determining objectives. Based on the interview’s operatives’ main objective is
to leverage ticket sales to their events. In addition to leveraging sales, operatives see it
important to integrate their members more comprehensively into the association by getting
them to attend events to exhibit what happens in the community by sharing other
associations’ content. The friendliness of the competition was finely illustrated in the
interviewees’ answers. Any of the guilds didn’t seem to reach leveraging their popularity

among the community by promoting the events but authentically entertained the community
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by offering fun festivities to all to attend. That differentiates associations’ event promotion
from profitable organizations’ event promotion. Profitable organizations aim to increase
their familiarity and associations aim to benefit their member which also defines the

promotion objectives.

Associations struggle most in designing communications. None of the interviewees said they
would follow an event-promoting schedule or plan. Even though the events size varies from
tens to hundreds or even thousand person and the budgets for those events were remarkable,
no one followed a structured plan. Based on the survey the target audience also felt there
should be more coherence and structure. They hope for fewer channels utilized in promotion,
more frequent promotion, and promotion that starts earlier. To develop the event promotion
each association should focus on managing the promotion more thoughtfully and
analytically. Problems as frequency and timing of promotion could be tackled by scheduling
and planning the promotion earlier. The lack of expertise and the short tenures of operatives
together make it difficult to tackle this challenge. By utilizing basic organizational skills
many operatives could address the challenges by planning and designing the

communications.

In channel selection, the operatives had benchmarked other community operatives. The
student associations utilize the same channels in their promotion which helps to gain positive
network effects. Despite that the operatives were mainly satisfied with the channel choices;
the target audience wasn’t satisfied with the number of channels based on the survey. This
phenomenon had also been identified from the earlier feedback, because of this for example
Facebook isn’t in active use or there is a strong will to relinquish the c if there are too many
active messages trying to engage the receiver. Even though few survey respondents hoped
for more events promoted on Facebook, reflecting on the direction of development depicted
in part 2.3 in the long term it is a better choice to relinquish the channel as the future students
are at least not going to be older than the current students. The outcome seems to be that
associations manage to attract enough participants to their events without paid
advertisement. In the future associations could utilize Instagram advertisements in bigger-

scale events to attract awareness. TikTok pricing is rather high and therefore not optimal for
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starting paid advertisement. Altogether, associations should instead focus on Instagram and
Telegram and consider utilizing TikTok and face-to-face communications. The next

paragraph will discuss face-to-face channels more profoundly.

All the associations stated that they don’t have an established budget for promoting events.
Graphical software forms the only cost in event promotion. Most associations also utilize
the free version of graphical software. Only two operatives said that they have expenses on
promoting. One of the interviewees stated that they have expenses on photo editing software,
and another said that they have editorial expenses on a member’s magazine, in both
scenarios, the expenses weren’t ongoing. The rest of the interviewees said they utilize
software, why is free for non-profit organizations. The case associations have multiple free
ways to execute promoting in social media. Organic social media promotion is free and paid
advertising is much cheaper than traditional media advertising. (Tran, 2023) Especially when
other operatives in the student community share the promotional material completely free
for the common good. To develop the promotion, the operatives should think about
incentives for the target audience to engage with them during the promotion. This may not
necessarily mean heavy investments but for instance, partnerships that could enable the
sharing of goods to draw attention and increase awareness of the event. Kotler and Keller
define events, publicity, and personal selling as a few of the key factors of the marketing
communications mix. Creating an event to promote an event, is a great way to engage

audiences to achieve publicity and execute personal selling.

Currently, decisions on marketing communications mix rely strongly on advertising and
word-of-mouth marketing in associations. As Hede and Kellet (2011) argue word-of-
mouth marketing has a significant role in event promoting as attendees search for positive
experiences to support their decision to participate. The positive experiences of others
increase confidence in the success of the event in the future as well and encourage
participation in the event. As suggested in the paragraph above, associations’ operatives
should consider utilizing a marketing communication mix to find innovative ways to

engage the target group and increase their willingness to buy a ticket and attend.
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Results are mainly measured with the number of sold tickets. One operative mentioned that
they have a yearly feedback survey that offers information on communications performance
every year. The student community events are unique because of the nature of the events as
depicted in part 3.1.2. “The event may originate from audience, other operatives or
management, and the communications is horizontal.” This causes an open atmosphere where
different opinions are wanted and allowed. The feedback from the event promotion is in that
kind of environment often immediate. The lack of paid promotion also makes it harder to
measure results. Platforms like Instagram offer only information on impressions and the
number of clicks on certain elements like links but don’t provide as analytical information
on organic content as on advertisements or not nearly as much information as many analytic
tools available for different websites. To develop the promotion operatives should conduct

surveys on events including part assessing promoting.

The last step in Kotler and Keller’s model is managing integrated marketing
communications. To manage integrated marketing communications, it is crucial to unify the
core message of each event in each association. It is insignificant in how many channels
associations promote, when the communications are integrated and well managed the
message stays the same in all channels. The more resources and the fewer channels the easier
it is to coordinate the event promotion. In conclusion, to guarantee success each association
should facilitate the event organizing so that each of the steps depicted above becomes

covered.



29

4. Conclusion

The theoretical framework offered insightful knowledge, resilient guidelines, and good
facilities for conducting this research. Empirical investigation into the operational
environment of the case study provides a comprehensive understanding of the challenges
faced in student event promotion. Both, qualitative interviews with operatives and
quantitative survey results provided outcomes combining multiple aspects which guaranteed

that the research considers the research field diversely.

The key findings concern managing event promoting in student associations. To develop
student associations event promoting, associations should address the following three
challenges. First, associations should define target groups individually to different concepts.
Second, they should create clear schedules as a part of promoting strategy. Last they should
find more innovative solutions to solve and balance recourse challenges. The diversity of
events, ranging from small gatherings to large-scale celebrations, needs tailored marketing
strategies instead of working on gut feeling. Human and financial resource challenges, play
a significant role in the marketing communications challenges in student associations.
Operatives’ short tenures in communications lead to a loss of tacit knowledge and
consistency in promotional activities. A poor understanding of the tasks does not support
making, let alone starting, more strategically scheduled event promoting. Limited financial
resources constrain the ability to invest in sophisticated marketing campaigns. The
challenges underscore the importance of utilizing cost-effective communication channels,

searching for alternative funding, and balancing what is reasonable and beneficial.

Furthermore, the study highlights the benefits of communication channels evolution. The
channels are shifting from traditional media towards digital platforms such as Instagram,
TikTok, and Telegram, offering cheaper and completely free options to interact with
audiences. However, the proliferation of channels poses multiple challenges, including
audience fragmentation and operational complexity. Striking a balance between channel

diversity and coherence emerges as a critical consideration for effective communication
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strategies. Moreover, the research suggests relying on word-of-mouth marketing and
incentivizing audience engagement in real life to amplify the reach and impact of event

promotions.

Ultimately, the findings of this study underscore the persistent development of event
promotion management by brainstorming and discussing with peers and others involved in
associations’ activities. Ultimately, student associations can enhance their promotional
efforts through analytical planning and integrated messages. To manage the event promotion
in students’ associations operatives, need to define the target audiences and forward coherent
integrated messages in carefully selected channels with a scheduled timing to address the

biggest problems in event promoting.

4.1. Limitations

This research was conducted as a local case study, and examined student volunteer activities
Therefore, the results are influenced by local culture. Interviewees were not experts in
marketing communications generally but have learned in practice and are current experts in
student event promoting. Also, the lack of professionals in the field of marketing may have
caused some misunderstood along the way. In many contexts, event marketing
communication and traditional communications (information dissemination) go hand in
hand in case associations. Quickly distinguishing them without a strategic basis can be
challenging in an interview or survey situation. Also, the survey respondents aren’t
necessarily familiar with the marketing terminology. For instance, one of the respondents
hoped for more event promoting on Telegram even though they claimed that they haven’t

seen student event promoting because they are not on social media.
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4.2. Further research

Further research is suggested when there is information if associations adapt their behavior
according to the propositions made in this thesis and have the changes made the event
promotion more efficient. Further research could gain a better understanding of the student
event marketing communications sector, by taking along more various student organizations
nationally Also, a comparative study comparing both non-profit and profitable fields would
offer competitive strategical implications for NPOs to succeed in their event-promoting
activities. Additionally, opportunities for TikTok in associations’ event marketing should be

researched more profoundly.
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Appendix 1

Interview Questions:

Which guild are you representing?

What gender do you represent?

How old are you?

What is your position on the board of your guild?

Which platforms does your guild utilize in marketing events? Why have these platforms
been chosen?

How does your guild execute event marketing? How frequently, when, and in which ways?

What is the target group of your guild’s event marketing? How was this target group chosen?

What is your opinion on distributing locally other event organizers’ (Student associations)
marketing?

How do you distribute the content concerning the community’s other event organizers’
events?

What do you consider challenging in inter-guild event marketing? How do you think these
challenges could be addressed?

What development ideas do you have for your guild’s event marketing?

Which ideas do you have on developing the whole student community’s event marketing?



Appendix 2.
Survey structure

What gender do you represent?

O Male
O Female
O Non-binary / third gender

O Prefer not to say

How old are you?

O under 18
Q18-24
O 25-30

O 30+

Which guild's member are you?
O Armatuuri

O cluster

) Dominus

O Enklaavi

O kaplaaki

O Ketek

(O Koneenrakennuskilta
O Lateksii

O Ppelletti

O satky

O Tesseract

O other

O I'm not a member of student association
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Have you seen student events marketing?

O Yes
O No

O Im not sure

If answer is "yes”:

Recall your recent perceptions of student events marketing and
evaluate the statements below:

Strongly Somewhat Neither agree Somewhat Strongly
disagree disagree nor disagree agree agree

There is enough

student events

marketing on different O O O O O
channels

The student events

marketing offers me

all the necessary O O O O O
information

There is too much

student events

marketing on different O O O O O
channels

Student events

marketing | have

perceived is clear and O O O O O
informative

Recall your recent perceptions of student events marketing and
evaluate the statements below:

Strongly Somewhat Neither agree Somewhat Strongly
disagree disagree nor disagree agree agree

There is enough

student events

marketing on different O O O O O
channels

The student events

marketing offers me

all the necessary O O O O O
information

There is too much

student events

marketing on different O O O O O
channels

Student events

marketing | have

perceived is clear and O O O O O
informative



What are your opinions on recent student events marketing?
Evaluate the statements below:

Strongly Somewhat Neither agree Somewhat Strongly
disagree disagree nor disagree agree agree

Student events

marketing should be O O O O O

available on more
various channels

Student events should

be marketed more O O O O O
frequently

Student events

marketing should be e} o) o) o) o)

started earlier before

the event

Do you have any improvement ideas on student event
marketing?

Through which channels would you prefer to learn about the
students events?

If answer is “No” or “I’'m not sure”:

Through which channels would you prefer to learn about the
students events?
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