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MAKE THE NEXT ONE COUNT.
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A starting point for planning the marketing around your next venue launch, event or

campaign.

A CLEAR OFFER. A PRACTICAL PLAN.
Use the next three pages to decide who you want to reach, organise the work and review

what happened. Adapt the timing to your team, budget and event.

Preview draft: original sample content for the website concept. Review and tailor it

before using it as Triple Down's published guide.



TRIPLE DOWN GROUP

01 / DEFINE THE OFFER

START WITH THE NIGHT.

SAMPLE EDITION  /  Marketing guide for venues and events 2

WHO IS IT FOR?
Describe the person most likely to choose this experience. Think about their interests,

location, occasion and reason to go. Avoid trying to speak to everyone.

WHY THIS ONE?
Write one sentence that explains the experience and what makes it worth choosing. Lead

with something the guest can recognise: the line-up, food, setting or occasion.

WHAT SHOULD THEY DO?
Choose one main next step: book a table, buy a ticket or register interest. Check that the

destination works on a phone and shows the date, place and relevant details.

WRITE YOUR ONE-SENTENCE BRIEF
For [audience], this is [experience] at [place/date]. Come for [specific reason]. The next

step is [action].
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02 / ORGANISE THE WORK

BUILD A SIMPLE RUN-UP.
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This four-week outline is a starting point, not a fixed rule. Work backwards from your date

and adjust for the size of the launch.

FOUR WEEKS OUT
Set the offer and booking destination. Confirm who owns copy, imagery, publishing and

enquiries. Gather real photographs, video and the essential information.

THREE WEEKS OUT
Introduce the experience. Show the people, place or line-up behind it. Give partners and

collaborators a clear link and a small set of approved assets to share.

TWO WEEKS OUT
Answer practical questions. Show what a visit feels like and what is included. Check

whether people who reach the booking page can complete the next step.

FINAL WEEK
Repeat the details clearly. Share useful reminders with people who have chosen to hear

from you. Brief the team so online promises match the on-site experience.

Afterwards: capture useful feedback, thank the people involved and record what the

team would repeat or change.
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03 / REVIEW THE OUTCOME

MEASURE WHAT MATTERS.
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CHOOSE THE GOAL FIRST
Pick an outcome that matches the campaign: bookings, tickets, enquiries or attendance.

Write down a realistic target and the period you will measure.

KEEP THE NUMBERS DISTINCT
Reach, views and likes can describe attention. They do not by themselves prove sales or

profit. Review them alongside your booking, ticketing or enquiry records.

ASK THREE QUESTIONS
What brought the right people in? Where did people lose interest or struggle? What could

the team change for the next campaign?

YOUR REVIEW NOTES
Goal and actual outcome

One thing to repeat

One thing to improve

Want to talk through your next project?

nico@tripledown.group

mailto:nico@tripledown.group

