
Step 8: Develop and Implement Promotions 

and Marketing Plans 

BECOMING AN ACTIVE CITY 

 

1. Pre-requisites 

  
R A G 

1. 

Assign a dedicated Promotions and Marketing Lead - this might 

be an existing officer.  Subject to scale of the programme consider 

sub brand leads. 

      

2. 
Agreed brand with guidelines for use to ensure consistency 

across all marketing and promotions activity. 

      

3. Agreed slogans and messaging for brand and sub brands. 

4. Completed Step 7 

This step outlines the key tasks and considerations when 

developing and implementing robust and effective 

promotions and marketing plans that will engage the 

target audience 

  
R A G  

1. 

Develop a promotion and marketing plan and agree detailed and 

coordinated timeline for implementation of agreed activity. Utilise 

Insight and Social Marketing approaches to ensure that the 

messages around participation are communicated effectively to 

the population, including appropriate messages and styles for 

different target groups ie. women, disabled people, young people, 
inactive people 

 
2. Objectives 

 



  
R A G  

2. Design and develop Active City website 

3. 

Design and Produce marketing collateral incorporating key 

brands, key messages , sub brands, stakeholder and associated 

sponsor logos.  Obtain agreement from all partners to use the 

branding on all of their promotional material around sport/physical 

activity. 

      

4. 

Develop media partnerships - consider local TV, radio, written 

press or other as appropriate to the local landscape. Make use of 

positive press releases and ‘good news’ stories such as case 
studies. 

      

5. 
Identify sites for billboards, banners, posters. Consider leaflet 

drops within areas of high footfall or door to door posting within 
targeted communities. 

6. 
Develop a social media strategy to include the full use of the 

different social media platforms. 

7. Co ordinate sharing of all stakeholder databases. 

8. 
Develop an ambassador programme for brand and sub brands. 
Consider politicians, celebrities, sportsmen and women or other. 

3. Outcomes 

 
 A clear strategic co-ordinated and targeted promotions and marketing plan in 

place that delivers strong messages at the right times within the project 

 Connectivity and engagement of the intended audience whilst maximising profile 

of brand, sub brands 

 Strong media partnerships that will build and sustain positive project profile and 

build momentum 

 Clear signposting of citizens to programs and engagement opportunities within 

their locality/neighbourhood 

  
4. Appendices 

 
 Appendix 17 – Liverpool LAC Promotion and Marketing Campaign Plan Aug-Dec 

2008 

 Appendix 18 – Liverpool LAC Promotion and Marketing Plan 2 



 

 Appendices 19 to 23 – Liverpool Active City Branding Examples 

 LAC Let‘s Swim 

 LAC Let‘s Walk 

 LAC Let‘s Cycle 

 LAC Let‘s Play 

 LAC Let‘s Dance 

 Appendices 24 to 28 – Liverpool Active City Advertisement Examples 

 Appendices 29 & 30– Liverpool Active City Newsletter Example 


