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Executive Summary 
 

The Olympics are the ultimate goal for athletes all over the nation, and the 
Opening Ceremony marks the beginning of the experience of a lifetime. Not only do the 
athletes look forward to the day they get to walk out into the arena, but spectators 
worldwide bask in the glory of their most prized athletes. This marketing plan explains 
what we believe to be the most efficient way to promote sales of tickets to the Opening 
Ceremony and increase TV viewership of the Olympic Ceremony, all while sharing an 
experience rich in culture and national pride for all countries.  
  

While there are many factors that could affect the experience for all viewers of 
the Opening Ceremony, we have included plans for potential crises as we see fit. 
Whether it be an issue with inside employment, weather conditions, or sponsorships, 
you will see that we have explained the best methods to eliminate these threats. 
 

Our objectives aim to increase viewership in the US and increase sales of tickets 
to the Opening Ceremony while informing the public of the unique experience that is 
provided. Though all of the objectives are attainable, we do understand there are factors 
that could stand in our way of being successful. With ticket prices increasing every year, 
those that want to attend the Opening Ceremony may opt out. Consumers that choose 
to view the Opening Ceremony at home or restaurants may run into viewing 
malfunctions. Competition for the Opening Ceremony is limited, but there may be other 
events being televised that will draw attention away from it.  
 

Even though the Opening Ceremony is a recurring event, each ceremony is 
unique because it is based on the host country’s history and culture. All tactics that will 
be initiated will be focused on the diversity of the upcoming Opening Ceremony and the 
benefit the consumer will have from viewing or attending. With the help of these 
marketing tactics, we will be able to portray the Opening Ceremony in the light that we 
want.  
 

Following the objectives and tactics, we are including an evaluation plan that will 
allow the Olympics to evaluate the marketing plan and how well it worked at achieving 
its goals. We have created this marketing plan with the belief that it will best represent 
the Opening Ceremony and promote it accordingly. An implementation plan will also be 
included to show the best time frame for the objectives and tactics to be implemented 
out to the public.   
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Situation Analysis 

Internal Factors 

Communication, language and cultural barriers, and budgeting are three big 
internal factors that would make significant impacts on the marketing performance of the 
Opening Ceremony. Throughout the entire planning process, being able to 
communicate effectively with all entities involved — such as the Olympic organization, 
Japan’s Government, and all participating countries — will be crucial to the success of 
the event. Devising a schedule that can appropriately meet the needs of all parties can 
present a huge challenge. 

As we are made aware of the downfalls that can come from communication, 
barriers between language and the assemblage of cultures around the world can 
propose a threat to the marketing performance. Budgeting is an internal factor that can 
impact its performance. Currently, the organizers are already over budget. Because of 
this, they have had to cut funding for certain jobs. For example, interpreters will now be 
referred to as “field cast.” They will be hired on a volunteer basis, and likely won’t get 
paid for this highly skilled position [1]. However, a great strength Tokyo will bring to the 
table is their advances in technology. This could lead to endless opportunities in making 
the event entertaining. 

External Factors 

There are several important external threats including the weather, security, and 
health of the athletes and spectators that will affect the entertainment product and 
market. The weather could be a factor because of the extreme temperatures that Japan 
has experienced in recent years [2]. This will affect both the spectators and athletes 
participating. Japan is known for devastating tsunamis, therefore, there is a plan already 
in place for the games if one were to hit during the Olympics [3]. Security is an 
additional factor that will affect the external environment. 

The organizers will need to plan ahead for handling massive crowds in bad 
situations. Clean drinking water will be another factor that needs to be addressed ahead 
of time. This requires immediate action in order to ensure safety for the Opening 
Ceremony. Knowing these threats ahead of time, Japan can plan ahead for the worst-
case scenario. They will also have the flexibility to alter plans at the last minute. 

Competition 

         The Opening Ceremony event will still face competitors to various degrees. Our 
competition will come in the form of sponsorships, as well as same-day events/activities 
worth watching instead of the Olympics. Major events such as the FIFA World Cup, 
Paralympic Games, Super Bowl 2020, Summer X Games, and previous Olympic 
Opening Ceremonies will all serve as competition for sponsorships against the Summer 
2020 Olympics [4]. The same-day activities that will potentially interfere with the viewer-
count of the Olympics will mostly be TV Series, as no other major events are found to 
be taking place on the same day as the Opening Ceremony. The TV series found to be 
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the most widely watched that will likely still be airing next summer include Stranger 
Things, The Walking Dead, Vikings, The Big Bang Theory, and Grey’s Anatomy [5]. 

         The major events that will be taking place before the Tokyo 2020 Olympics have 
an advantage because they may acquire sponsors before our event. These events 
occur more regularly and have more specialized audiences. However, none of these 
events will be as grand as the Opening Ceremony, nor carry as much exposure to the 
whole world in one setting. The basis of our same-day activity competitors’ marketing 
strategies relies on intermittent commercials on Hulu and cable TV and customer 
exposure to banners on Netflix. Most often, these competitors respond to their 
competitors in the form of creating a “spicier” episode with a more inviting plot twist to 
really draw in potential viewers. We can use this information to respond by letting the 
Olympic Opening Ceremony speak for itself: this event only happens every 4 years, 
therefore people will be more apt to watch out of the rarity of its occurrence. 

 

Market Segments 

Our first market segment is the attendees that will be traveling to watch the 
Opening Ceremony and sporting events live. The demographics of this segment is 
middle age people ranging from 30-60 years old. They are predominantly Caucasian 
and from the upper-class lifestyle. These individuals are more patriotic and loyal to the 
United States and their athletes. They have an interest in traveling abroad and being 
immersed in another culture. This market segment’s buying behavior involves higher 
spending on entertainment and travel. 

The second market segment includes those who will be viewing the Opening 
Ceremony on TV in a traditional way. Traditional viewers will watch on cable TV at 
home. The demographics of this market segment would include families and older 
adults, therefore, the age range is very diverse. Middle to upper-class Americans are 
also included in this demographic. They have a lifestyle that allows for time to catch the 
Olympics on TV at home. Their buying behavior is fairly consistent and reasonable, as 
they purchase cable each month. 

Our third market segment includes viewers who will be watching in a 
nontraditional way, either from a streaming source that is not cable, or going 
somewhere that does have cable. This segment’s demographic could be adult males 
and females 18-30 years old. They live a more active lifestyle. Most will be watching 
from their phones or computers, and have an interest in competitive sports and 
supporting the U.S. athletes. Their buying behavior isn’t usually strenuous because 
many don’t have a full-time income. It is common among this demographic to pay for 
streaming services to watch desired programs.  

 

 
Market Segment Barriers and Benefits 
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The biggest barrier for our first market segment, the attendees of the Opening 
Ceremony, will be the ticket cost to attend the ceremony. It is possible that some 
attendees will choose to opt out of the Opening Ceremony simply to save a few extra 
dollars and put that money towards souvenirs or other expenses. Our second market 
segment, those who will watch the ceremony on their TV at home, would have very few 
barriers. The only issue for them is if they are busy and cannot watch TV at the time of 
the ceremony. However, most TVs have recording capabilities. Other than being busy 
during that time, there are very few barriers to this segment. Our last segment, the 
younger generation who will stream the event or watch it outside their home, may 
experience a few barriers. These may include not having access to a computer to 
stream the event, or not having a place to go to watch, such as a friend’s house or a 
local bar. Bad wifi connection could also be a barrier to having streaming capabilities. 

The marketing segment of attendees will receive the largest benefit since they 
are the ones actually attending the live event. They will be able to enjoy every aspect 
and atmosphere of the event -- from the music and high volume of the crowd, to seeing 
all of the athletes walk out in unity. It will be quite a surreal event that cannot be 
recreated anywhere else, giving these fans interaction with one another and the 
athletes. Our second and third market segment, the viewers at home and those finding 
ways to watch the ceremony elsewhere, will be able to partake in this proud moment for 
their country and feel a sense of connection to the event as it is occurring. This will give 
the viewers a social interaction at home with the others they are watching with as well.  

 

Positioning Statement 

For those attending and viewing this event, the Olympic Opening Ceremony 
provides a unique experience to honor athletes around the world and inform those 
watching about each host country’s rich history, which is not encompassed on this scale 
in any other worldwide event.  

 

Marketing Goal 

The ultimate goal for the Opening Ceremony of the 2020 Olympics in Tokyo, 
Japan, is to welcome and unite countries from all over the world while recognizing their 
best athletes. This event will provide an opportunity for all of the countries involved, 
especially the host city Tokyo, to display and appreciate their unique cultural elements. 
From a more logistical standpoint, the main goal will be to sell out the arena and have 
little to no errors occur throughout the event. We want our spectators to come excited, 
feel safe, and remain entertained throughout the event, only to leave with memories that 
are sure to last a lifetime.  

 

Marketing Objectives and Tactics 
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1. To have the middle-age individuals, those 30-60 years of age, who will be attending 
the event purchase tickets early, generating at least 10% in sales per month the first 
three months tickets are available. 

a. Create an advertising platform with complementary graphics for social media 
posts, signage, posters, etc. starting Fall 2019. 

b. Promote paid advertisements for ticket sales on Facebook starting Fall 2019 to 
reach middle-age individuals. 

c. Promote the Opening Ceremony using commercials during evening prime-time 
shows, focusing on the Opening Ceremony being an event for the whole family 
from October 2019 until the event. 

d. Run paid pop-up ads in Fall of 2019 on Instagram and Facebook feeds for those 
30-60 years of age, showing off both the Olympic events and tourist activities. 

e. Create and run paid Facebook ads to start Spring 2019, including a video of 
families traveling to Japan together while being immersed in the Japanese 
culture, learning more about the Olympic events, and most importantly bonding 
over this unforgettable family experience. 

f. Offer prices of tickets at a discounted price for the first three months of ticket 
sales, and will then increase 10% every month.  

2. To provide entertainment incentives for all market segments to increase TV viewer 
count by at least 7% from the 2018 Olympics in South Korea [6].  

a. Create hashtags that are displayed at the venues and on the corner of the TV 
screen for viewers to tweet and post on Facebook, to keep engagement during 
the event and remind others of the Olympics as they scroll through their feed. 
Release these hashtags a month before the Opening Ceremony on our social 
media platforms.  

b. Encourage restaurants such as Old Chicago, Buffalo Wild Wings, Dave and 
Buster’s, Chili’s, and Applebee’s to offer food and drink specials the day of the 
Opening Ceremony to incentivize guests to come to watch.  

c. Market all the different entertainment, performers, and different aspects in a 
commercial as a “You Don’t Want To Miss Out!” three months in advance of the 
Opening Ceremony.   

d. Ensure that the Opening Ceremony will be aired on cable TV such as Dish 
Network or At&t as well as Youtube Live, and then run commercial ads starting 
early May 2020 that advertise the Opening Ceremony and the Olympic events.  

e. Negotiate with talk show hosts such as Ellen Degeneres and Jimmy Fallon to 
interview a few American Olympic athletes on their shows. 

f. Display small footage clips on social media platforms of the Talk Show Host 
interviews to increase viewership.  

g. Plan with city officials in Tokyo and in major cities across the U.S. where 
billboards will be posted in order to reach a high volume of people at least seven 
months before the Opening Ceremony. 

h. Plan with major news and prime time channels such as ABC and NBC to run 
commercials, starting October 2019, created by the Olympics that encourages 
viewers to tune into the Opening Ceremony. 
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3. To inform all market segments of the culturally diverse Opening Ceremony by 
tracking ad activity on Facebook, Instagram, and Twitter starting eight months prior to 
the event. 

a. Create personalized messages that will pop-up on Facebook, Instagram, and 
Twitter by tracking the activity of those who are 18-60 years of age starting 
November 2019. 

b. Create paid advertisements utilizing teasers of unique Japanese cultural 
elements that will be in the Opening Ceremony, that will pop-up on Instagram 
and Twitter targeted at those who are 18-30 years of age, and then on Facebook 
targeted at those who are 30-60 years of age, starting September 2019. 

c. Collaborate with the digital media team for the Opening Ceremony to share the 
hashtags created across all screens throughout the Olympic Stadium while 
people are filing into their seats and during the show. 

d. Create a short video that captures the diversity and uniqueness of the Opening 
Ceremony by including footage of previous Opening Ceremonies that will be 
shared on Facebook starting October 2019 to encourage those who are 30-60 
years of age to watch/participate.  

4. To acquire at least eight effective sponsorships from athletic-based companies and 
some popular food chains to increase consumer awareness of both the 2020 Opening 
Ceremony and sponsors in order to create a win-win situation for both.  

a. Reach out in attempt to gaining sponsors from companies such as Nike, Under 
Armour, Dick’s Sporting Goods, Academy Sports, Reebok, McDonald’s, Chipotle, 
Burger King, and KFC starting June 2019. 

b. Negotiate a deal for McDonald’s, Chipotle, Burger King, and KFC to perform 
giveaways where customers had a chance to win tickets to the entire Olympic 
Event, not just the Opening Ceremony October 2019.  

c. Design billboards to display in major cities such as Chicago and New York City 
along major highways for promoting to all market segments with American 
Olympic Athletes wearing the logo of paid sponsors, and have these up eight 
months out from the event. 

d. Plan and film 30-second commercials to air on evening TV channels that capture 
the American athletes interacting with the particular product/service of the 
sponsor.  

e. Display banners and signs acknowledging our sponsors and their products 
around the arena for the Opening Ceremony and throughout the duration of the 
Olympic Games.    

 

Evaluation Plan 

Impressions are key to meeting our plan’s objectives. The more people are 
aware of the opening ceremonies the more likely they are to buy tickets. Through our 
tactics of promoting paid advertisements for ticket sales on Facebook starting Fall 2019 
as well as running paid pop-up ads on Instagram feeds, this will allow us to maintain a 
high quantity of impressions. Making more people aware of the Opening Ceremony is 
the first step in increasing ticket sales.  
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Through the tactics of using billboards and posters along highways and other 
popular areas, we will be able to increase awareness about the Opening Ceremony. We 
will use TV commercials to increase potential customer awareness about the Opening 
Ceremony. By playing commercials during prime-time TV across the nation, we will be 
able to increase our impressions as well as our awareness. Both impressions and 
awareness will increase our ticket sales. 

 The KPI Net Reach is also a large factor in the marketing plan because we need 
a large net reach in order to have a successful Opening Ceremony. We can use the 
power of social media platforms to assess how far our net reach has gone across the 
nation by tracking hashtags used and photos posted relating to the Opening Ceremony. 
Net reach will also help us to determine if we are reaching the demographics that we 
aimed to reach in our marketing objectives.  

 Percent sales on deal is a KPI that will show sales with temporary discounts as a 
percentage of total sales. One of our tactics is to offer prices of tickets at a discounted 
price for the first three months of ticket sales, and then increase 10% every month up 
until the event. Using this KPI we will be able to see the percentage of total ticket sales 
that were made during these promotional efforts, and therefore showing the success of 
our promotional efforts. 

 

Implementation 

We will plan to launch the beginning round of marketing tactics for our marketing 
plan in June of 2019. The overall idea behind our tactics is to break down this plan into 
practical steps to accomplish our end goal. By organizing these steps into a timeline of 
events, we are able to know when each task needs to begin and be completed in order 
to keep this plan on track. 

The first set of tactics will begin in June of 2019 by diving into promoting this 
event, keeping our market segments in mind the whole time. We intend to use skilled 
graphic designers to create graphics, as well our production team to create 
advertisements to boost consumer awareness right away. We will plan on putting 
billboard signage and pop-up ads up as soon as we have fine-tuned the content. This 
set of tactics will run through September of 2019, as it will be a larger section of tactics 
to give us a jumpstart. 

The next set of tactics will begin in October of 2019 by increasing the momentum 
of our promotion. We will broaden our advertising into prime-time show commercials, 
small footage clips of interviews, as well as major news channels such as ABC and 
NBC. We will begin offering discounted tickets at this point and continue this discount 
through the end of December. In January, we will begin increasing ticket prices by 10% 
each month until the day of the Opening Ceremony event. 

The third set of tactics will begin November of 2019 by personalizing messages 
to track ad activity of the different market segments, as well as devising creative ways to 
spark that inner patriot within Americans to evoke a sense of nationalism. With the help 
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of paid sponsors, we will display Olympic Athletes wearing and advocating for their 
logos in areas where high traffic is guaranteed. To end 2019 with a few tactics, we will 
then move into contacting city officials in Tokyo, Japan as well as major cities in the 
U.S. to make this move on the billboards happen. 

To kick off 2020, we will begin going into restaurants to ask that they incentivize 
customers to come and watch the Opening Ceremony by offering deals on both food 
and drinks. We are going to make this a “You do not want to miss this” event by 
ensuring that it be aired on cable TV and even YouTube Live. By the time June hits, we 
will be fine-tuning our marketing strategies through creating hashtags to get the shared 
content rolling. Our plan is to collaborate with the digital media team to share these 
hashtags across all screens throughout the entire Opening Ceremony. 

By the time July hits, our plan is not yet concluded, but it is on the downhill slope. 
We will be sure to display banners and signs around the Opening Ceremony event, 
accrediting our sponsors for being a major part of the success of this event. From July 
24th until August 9th, we will be primarily monitoring the social media activity, ad activity, 
viewer count of Americans watching the televised version, and the attendance count of 
Americans. 

Constraints 

The constraints that would hinder implementing this plan would be the possibility 
of sponsors backing out before promotional material is designed and carried out. There 
is also a chance that they may be difficult to work with and be one-sided in how their 
brand be presented. 

An additional constraint is the time difference that will have to be considered of 
Japan, in order to air the whole event on TV at the proper time for Americans. If there 
aren’t many billboards available in places with high traffic or if the graphics aren’t 
effective, this would hinder the exposure of the message to the public. 

There is the chance that social media platforms won’t be easy to work with, 
placing a limitation on what content may be advertised and the availability of the content 
on newsfeeds. For those people that do not have social media or do not use it very 
often, our marketing team has to ensure that we utilize other forms of marketing. 

Because Talk Show Hosts are so popular, it may be difficult to get them to 
interview Olympic athletes on their show. An additional constraint will be the simple fact 
that we are working with another country and not our own. Therefore, we will have to 
ensure that we portray their culture in an appropriately respectful fashion, sparking 
positive emotions within the viewer, as opposed to negative ones. 
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Appendix 
 

Timeline Tactics 

June 2019 1e - Create and run Facebook ads to show the Tokyo Olympic 
Experience. 

 4a - Attempt to gain sponsorships from companies. 
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September 
2019 

1a - Create an advertising platform with complementary graphics for 
social media posts, signage, posters, etc. 

 1b - Promote paid advertisements for ticket sales on Facebook. 

 1d - Run paid pop-up ads on Instagram and Facebook feeds to show 
off both the Olympic events and tourist activities. 

 3b - Create pop-up ads utilizing teasers of unique Japanese cultural 
elements that will be on Instagram, Twitter, and Facebook targeted at 
their specific market. 

October 
2019 

1c - Begin promoting the Opening Ceremony through commercials 
during evening prime-time shows. 

 1f - Offer discounted tickets for the first three months of ticket sales.  

 2e - Negotiate with talk show hosts to interview American Olympic 
athletes on their shows. 

 2f - Display small footage clips on social media platforms of the Talk 
Show Host interviews to increase viewership. 

 2h - Create and plan with major channels to run commercials that 
encourages viewers to tune into the Opening Ceremony. 

 3d - Create a short video that captures the diversity and uniqueness of 
the Opening Ceremony shared on Facebook to encourage those who 
are 30-60 years of age to watch/participate. 

 4b - Negotiate a deal for food chains to have giveaways, giving 
customers a chance to win tickets. 

November 
2019 

3a - Create personalized messages that will pop-up on Instagram and 
Twitter by tracking activity of those who are 18-30 years of age, and 
then on Facebook for those who are 30-60 years of age. 

 4c - Design billboards to display in major cities promoting to all market 
segments with American Olympic Athletes wearing the logo of 
sponsors. 
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 4d - Plan and film 30-second commercials to air on evening TV 
channels that capture the American athletes interacting with the 
particular product/service of the sponsor. 

December 
2019 

2g - Plan with city officials in Tokyo and in major cities across the U.S. 
where billboards will be posted in order to reach a high volume of 
people.  

April 2020 2b - Encourage restaurants to offer food and drink specials the day of 
the Opening Ceremony to incentivize guests to come to watch. 

 2c - Market all the different entertainment, performers, and different 
aspects in a commercial as a “You Don’t Want To Miss Out!”.  

 2d - Ensure that the Opening Ceremony will be aired on cable and 
Youtube Live, and then run commercial ads. 

June 2020 2a - Create hashtags that are displayed at the venues and on the 
corner of the TV screen for viewers to tweet and post on Facebook. 

July 2020 3c - Collaborate with the digital media team for the Opening Ceremony 
to share the hashtags created. 

 4e - Display banners and signs acknowledging our sponsors and their 
products around the arena. 
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