
 

Marketing Plan Overview 

1. Event Overview 

The Morgantown Marathon serves as a program under Get Fit WV, which is an initiative focused 
on increasing the health and wellness in West Virginia. The Morgantown Marathon will also 
raise awareness and support for the veteran population in West Virginia by supporting Operation 
Welcome Home, a program “For Veterans, By Veterans” located in Morgantown West Virginia. 

Schedule: 
Family Fun Run 

- What: Community Kick Off 
- When: TBA 
- Where: Monongalia Baseball Park  
- Why: To bring the local community together to encourage involvement 

Health & Wellness Expo 
- What: Advertisement for local businesses/event sponsors 
- When: TBA 
- Where: National Guard Readiness Center 
- Why: Packet pick-up and informational booths 

Mountain Mama 8K, Morgantown Thirteener, & Full Tour Marathon 
- What: 8K ($50), half ($85), and full marathons ($110) respectively 
- When: TBA 
- Where: Start and finish at the WVU Coliseum. Course throughout Morgantown. 
- Why: To promote health and wellness & to raise money for Operation Welcome Home  

 
Call to Action: 

- Register for the Marathon today to get 10% off your registration fee.  
- Include URL to registration landing page.  

- Go out, get fit and enjoy the beauty of West Virginia. 
- Include Instagram URL to promote the beauty of West Virginia. 

- Conquer the [final name of the last hill.] 
- Include URL to course map to show where the final hill is. 

 
Message Brand: 
Logo: 
The logo incorporates aspects of the West Virginia landscape that the Morgantown Marathon 
feels is crucial to the brand. 

- Two capital Ms (stands for Morgantown Marathon) are used to portray the hills of WV 
- A tagline of  “26.2 Almost Heavenly Miles” 

Theme: 



The theme is carried throughout all promotional products incorporated in the event.  
- Natural landscape of West Virginia 
- Color scheme of blue and white 

Channels: 
The main goal is to get the brand known to in- and out-of-state runners and their supporters. 
Promoting the event from traditional and online media channels helps the Morgantown Marathon 
achieve brand awareness. 

- Non-traditional media is used to reach a broad audience of in- and out-of-state runners 
- Social media (Facebook, Instagram, Twitter) 
- Email blasts 
- Blogs/Runner Interviews 

- Media buys used to reach more of the local community 
- Radio  
- Newspapers 
- Broadcast media 

 

2. Campaign Goals: 
 
Measurable Goals: 

- Raise over $85,000 for Operation Welcome Home 
- Increase Facebook page to 5,000 likes 
- Increase Instagram following to 500 
- Include 2,500-3,000 total runners in attendance for all events 
- Include 6,000-10,000 family members & friends join runners 

Immeasurable Goals: 
- Generate word of mouth among in and out of state runners 
- Eliminate concerns by connecting runners and staff  
- Encourage race hashtag usage  
- Increase veteran awareness 
- Encourage tourism in West Virginia 

 
 
3. Target Audience: 
 
In-State: 

- Possess a gym membership 
- Interested in health and wellness 
- West Virginia enthusiasts 
- Commutes on local roadways  
- Listens to radio  
- Working class, family oriented, runners 
- Possess a newspaper subscription 

Out-of-State: 
- Possess a gym membership 



- Interested in health and wellness 
- Interested in traveling to new places 
- Middle class, family oriented, runners 
- Curious about West Virginia Culture 
- Check emails regularly 
- Active on social media 

 
The first call to action “Register for the Marathon today to get 10% off your registration fee” will 
resonate with both audiences because both are interested in running this marathon. Out-of-state 
runners will be interested in the second call to action “Go out, get fit and enjoy the beauty of 
West Virginia” because this audience has never seen the beauty of West Virginia and the first 
audience has. Both audiences will want the challenge to “Conquer the [final name of the last 
hill.]” 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Strategic Plan 
 
1. Channels/Strategies 
 
Social Media:  
In order to reach our goals of increasing the Morgantown Marathon Facebook page to 5,000 likes 
and increasing the Marathon’s Instagram following to 500, it will be necessary to facilitate 
engagement with current followers and post consistent content throughout all social media 
platforms.  
 
Social Media Strategy: 
Task - To create an organized content-promotion plan - Using Hootsuite to outline and schedule 
each post and picture for Facebook, Twitter and Instagram will help to stay consistent through 
social media.  
 
Hashtags: 

- #RunMotown 
- #HeavenlyHills 
- #WestVirginia 
- #SundayRunday 
- #MotivationMonday 

 
Components: 
Facebook, Twitter, Instagram: 

- Morgantown Marathon 2017 Event 
- Event Information  

- Release information about location, schedule, parking, etc. 
- Provide access to course map. 
- Announce finish line festivities and expected entertainment or ask for 

requests from runners.  
- Emphasis on Weekend Dates 

- Create “save the date” posts and incorporate hashtags. 
- Create a countdown to excite runners. 
- Share pre-race/training tips including date of the event to anticipate 

runners. 
- Incentives to Attend 

- Many Things to See and Do (Beauty of WV) 
- Post pictures of scenic locations in West Virginia: Coopers Rock, Cheat 

Lake, Raven’s Rock etc. 
- Inform about other local events happening around the same time of the 

Marathon (Wine and Jazz Fest). 
- Promote the unique culture of West Virginia, emphasizing on craft beer, 

food, and music. 
- An Opportunity to Make a Difference 

- Share inspiring stories of runners and people making a positive personal 
change through fitness. 



- Inform about Operation Welcome Home and their relation to the 
marathon.  

- Share stories from veterans about how Operation Welcome Home and the 
Marathon funds raised made a difference in their lives. 

- Share how much money was raised from the event last year and encourage 
readers to help reach new goal for 2017. 

- Reflection of the Past 
- Tie the Past to the Present and Future 

- Create contest for previous runners to share a photo of their most 
memorable moment from last year for a chance to win free registration for 
this year. 

- Share funds raised from the event in previous years and encourage 
followers to help reach new fundraising goal for this year. 

- Use hashtags and links to the Morgantown Marathon main website. 
- Congratulate past runners on current achievements to increase 

engagement. 
 
Task List: 

1. Create every Facebook post, Tweet, and Instagram photo in advance through Hootsuite 
and schedule each post to be released on a specific date.  

2. Post once on every social media platform on the same day every week year-round. 
3. Monitor results and feedback (visits, views, likes, retweets) on a weekly basis from each 

social media platform. 
4. Interact with followers regularly. (respond to comments, like relatable content, etc.) 
5. Use hashtags appropriately in posts and link to the Morgantown Marathon main website. 

 
 
E-marketing: 
In order to reach our goal of increasing event participation, the Morgantown Marathon wants to 
reach out to previous runners to encourage another year of attendance. Applying the cohesive 
theme and logo to the layout of the e-blasts will allow for brand recognition when reading and 
forwarding the email.  
 
E-marketing Strategy: 
Task - To send four email blasts to previous runners and one to past volunteers via MailChimp - 
Designing and sending e-blasts to past participants helps to create a group of people that will 
return every year.  
 
Components: 
Volunteer MailChimp Email: 

- One time email going out to volunteers from past events 
- Provides date, time and place 
- Informs on where help is needed 
- Gives first priority volunteer hours to previous help 

Runner MailChimp Email: 
- First e-blast: Save the date/schedule of events 
- Second e-blast: Link to registration and early bird specials 



- Third e-blast: Detailed information on the course and training recommendations 
- Fourth e-blast: Final reminder and last chance for pre-registration 

Other MailChimp Email: 
- Holiday e-blasts 
- WVU Medicine hosted events 
- Events around West Virginia 

 
Task List: 

1. Create all five email blasts on MailChimp. 
2. Plan for the runner e-blasts to send every other Thursday starting two months out. 
3. Plan for volunteer e-blast to send once four weeks prior to the event. 
4. Track the registration rates after each e-blast goes out. 

 
 
Media and Public Relations: 
In order to reach the public audience the Morgantown Marathon aims to create a relationship 
with the media. Through an increase of brand awareness, an increase in social media engagement 
and word of mouth, the Morgantown Marathon’s events will have an increased attendance rate. 
 
Media and Public Relations Strategy: 
Task - To utilize press releases, media releases and live remote coverage - Strengthening the 
relationship between the Morgantown Marathon and the media will help increase awareness and 
participation for the various events. 
 
Components: 
Press Release: 

- Send two press releases to local media - one will be sent on September 5 and one on 
September 12 

- Include West Virginia’s theme, date, details, social media channels, and hashtags  
Live Remote:  

- Send advertisements to local radio/news stations 
- WCLG, U92, WBOY 

- Invite radio/news stations to cover all Marathon events 
Feature Story: 

- Send feature story to local newspapers 
 
Task List: 

1. Create press releases, media releases, and live remote coverages 
2. Send press and media releases to designated media outlets 
3. Ask WCLG, U92, and WBOY to send live coverages to event 
4. Invite all other local media to all events 

 
 
Community Relations 
In order for the Morgantown Marathon to maintain a good reputation, it is important to create a 
personal relationship with the community, as well as, reach out to neighboring publics. By 



directly connecting with the target audience, awareness and participation of the Morgantown 
Marathon will increase substantially. 
 
Community Relations Strategy 
Task - To use book signings and school assemblies to connect with the community - By directly 
connecting with all community platforms in the local and regional locations, the Morgantown 
Marathon will be able to spread a positive message about their events.   
 
Components 
Book Signing:  

- Jamie Summerlin will hold a book signing in a bookstore or coffee shop to interact with 
the community. He will: 

- Greet guests and socialize over coffee and snacks 
- Speak aloud about his experience running across the country, Operation Welcome 

Home, and the Marathon 
- Sign books throughout social hour 

School Assembly:  
- Jamie Summerlin will attend local schools (Middle, High and College) to advocate health 

and wellness. He will: 
- Share his story about running across country, the Morgantown Marathon and it’s 

benefits towards Operation Welcome Home.  
- Create incentives for students to get involved by incorporating swag bags 
- Pass out coupons to students that will allow the youth the compete in any of the 

Morgantown Marathon events at a discounted rate 
Group Runs/Races: 

- Jamie Summerlin will attend Morgantown Running Club and other local running club 
practices to spread the word about the Morgantown Marathon. He will: 

- Build relationships with the running community 
- Hand out coupons to loyal Morgantown Running customers 

  
 
Task List:  

1. Monitor and attend upcoming events in Morgantown and neighboring locations  
2. Connect with Morgantown Running and other local group organizations 
3. Utilize emarketing to stay connected with target audience 
4. Reconnect with loyal patrons throughout the year  

 
  
Advertisement: 



In order for the Morgantown Marathon to increase awareness of the event, advertisment is 
essential. By strategically using advertisement, the Morgantown Marathon will be able to reach a 
larger audience and continue to grow its attendees from the previous years. 
  
Advertisement Strategy: 
Task: To advertise through posters, flyers, newspapers, the Morgantown Marathon RV, radio, 
live broadcasts and Pandora ads. Promoting the Marathon through advertisements will increase 
awareness and participation of the event.  
 
Components: 
All advertisement components must include: 

- The Morgantown Marathon logo 
- The slogan, “26.2 Almost Heavenly Miles” 
- The Operation Welcome Home logo 
- The theme colors: blue and white 
- The 5 W’s 
- The Morgantown Marathon website  

 
Posters and Flyers 

- Make posters and flyers that incorporate West Virginia culture. 
- Release posters and flyers six months prior to the event. 
- Give posters and flyers to supporting businesses to hand out. 
- Make an abundance of posters and flyers to ensure public awareness. 

 
Newspaper: 

- Release newspaper advertisement once a month six months prior to the event. 
- Release newspaper advertisement weekly one month prior to the event. 

 
Morgantown Marathon RV 

- Place advertisement cover on both sides of the RV with the required information. 
- Use advertisement similar to posters and flyers to create brand recognition. 

 
Radio, Live Broadcast, Pandora 

- Create messages that attract the audience desired. 
- Have Jamie Summerlin be the main voice for all advertisement. 
- Interview a veteran to increase Operation Welcome Home awareness for the event. 
- Use outlets inside and outside the Morgantown area to increase outreach. 

 
  
Task List: 

1. Design and produce poster, flyer, and newspaper advertisements. 



2. Place posters and flyers in relevant, high traffic areas. 
3. Release newspaper advertisements weekly starting two months prior to the event. 
4. Park the Marathon RV at designated tailgate areas at WVU home football games. 
5. Create a script for a radio advertisement to reach the target audience. 
6. Establish a time for a live broadcast to create hype about the event. 
7. Create and use location settings for Pandora advertisement to reach listeners within a 

certain distance. 
 
Evaluation: When runners sign up for the Mountain Mama 8k, Morgantown Thirteener or the 
Full Tour Morgantown Marathon, they will be asked how they heard about the event. Options 
will include, e-blast, flyer, feature story, word of mouth and other. This will give the Marathon 
the ability to see which marketing strategy worked best.   
 


