


You are a passionate, dedicated, butt-busting Race Director. You’ll stop at 
nothing to make your event the experience of a lifetime for your Athletes. 
You’re a core member of your host community, and local officials love 
working with you. Your Sponsor partners return year after year, trusting 
in the quality of your work. 

Still, there’s an area where you might need help: getting more Athletes 
to your start line. Unless your event is guaranteed to sell out, you probably 
want to increase your numbers (and subsequently, your bottom line). The 
solution lies in Marketing. And before you panic about the fact that you lack a 
Marketing degree or the budget to contract a big name firm, relax. We’re here 
to help. Sure, Marketing takes effort. But armed with some solid advice and a 
well-planned strategy, you can be a successful Marketer, too.

Our How to Market Your Event guide was designed to help Race Directors like you 
increase your registration numbers. It’s meant to simplify Marketing concepts 
and explain them in ways that are accessible and valuable to you. We’ll teach 
you the basic tactics and tools you’ll need to successfully market your race, 
including:

 •  All About Marketing Campaigns (minus the fluff)
 •   Race Promotion Basics (starring Digital Marketing)
 •   The Race Pricing Strategy That’s a Sure Thing (it’s data time)
 •   10 Free Ways to Promote Your Race (free, for real)
 •   Why Your Event Needs Walking Billboards (exposure is everything)
 •   Indispensable and Occasionally Outside-the-Box Race Planning Advice 
  (go ahead, get creative)



ALL ABOUT MARKETING CAMPAIGNS
minus the fluff



What is a Marketing Campaign?
Simply put, a Marketing campaign is a program you create to promote your 
event or a specific offer or opportunity related to your event. A campaign 
involves using similar messaging (the look, feel, and “voice” of the campaign) 
across multiple Marketing channels. For example, you may use a combination 
of your website, your social media pages, online ads, and email outreach to 
your database, all within the same Marketing campaign.

Why Do Marketing Campaigns Matter?
The reason is simple: The average person sees a message eight times before 
reacting to it. EIGHT TIMES! Which is why you need to get your message out 
there, in a number of different formats, and for a decent length of time (at 
least a few weeks), to see a return. Consistency is key, so that when people 
see your message time and time again, it eventually sinks in and inspires 
them to take action.

What Goes Into a Marketing Campaign?
There are a few basic components to a successful Marketing campaign:

The Offer: What item, opportunity, or experience do you want 
to promote? For example, you can offer a flash sale with deeply 
discounted race entries for a 24-hour period. Or you can offer a 
special VIP experience for Athletes willing to pay a bit extra. Make 
sure your offer is something that people will truly appreciate—
the more appealing the offer, the more people will respond.

Consistent Content: Be sure to use the same or similar visual 
elements (images, videos, or graphics) across all channels. Keep 
your copy clear and consistent, with the same tone of voice and 
same call to action throughout your campaign. You don’t need to 
repeat the exact same words and visuals everywhere you share 
your message, but it should be similar enough to be immediately 
recognizable as part of the same Marketing effort. 
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RACE PROMOTION BASICS 
staring... digital marketing



Now that you understand the basics of a Marketing campaign, let’s talk 
about a few other Marketing fundamentals: The Four P’s. 
 
The 4 P’s of Marketing are Product, Price, Place, and Promotion. Each P is 
an important part of a successful Marketing strategy.
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Your product is your event. To market your product, you need to share its “story.” This includes the basic facts about your event, as well as what makes it stand apart. 
Why should someone choose your race over any other? Tell your product “story” through a mix of informational content, stunning images, and compelling videos. 

Your story should include the following elements—not necessarily all in a single Marketing message, but definitely over the course of a campaign: 

• Event name  
• Event logistics (date, time, distance, how to register, entry fees, etc.) 
• Description of the venue and course
• Any unique swag, medals, or awards  
• Any charitable affiliations, and ways for Athletes to get involved

• Stories/testimonials from previous events
• The overall feel, personality, or “vibe” of the event—Is it a family-friendly race? Are dogs welcome? Is it a perfect romantic getaway race? 

  A great way to kick off a girls’ weekend?

The price tag for your product is your race entry fee. You’ll need to choose a price that makes good business sense for your event, and one that Athletes will be 
willing to pay. You’ll use your Marketing campaigns to communicate the value of your event to your participants. Be sure they understand what they will receive 
and what type of experience they can expect to enjoy in exchange for the entry fee.

We’ll dig deeper into pricing strategy in the section titled The Race Pricing Strategy That’s a Sure Thing. For now, just keep in mind that a budget is critical 
for running a successful event, and one that you plan to sustain year after year. Creating a budget should be one of the first priorities of your event planning. 
Be honest in your assessment of your expenses, the finances at your disposal, and the competitive landscape for your event (i.e. what other races in your 

area charge). The Athlinks Services Race Management Cost Calculator is designed to help you identify and estimate your event costs, and set your race fees 
accordingly. 

Place is all about finding your audience. Where can you reach the people that are most likely to respond to your Marketing efforts by registering for your event? 
Physical settings are one avenue—like local running stores, gyms, schools, corporations, restaurants, and farmer’s markets. You may even want to market your 
event at other local events. After all, many Athletes like to race more than once. Join forces with other area Race Directors and help drive interest in one another’s 
events—and grow the local endurance community at the same time.

Virtual locations—like social media sites, endurance sports media websites, well-trafficked blogs, and online forums—are another important way to reach your 
audience. Digital Marketing is one of those buzzwords that we simply can’t avoid, because love it or not, a majority of interactions happen online. If you’re not 

participating in Digital Marketing, you’re missing out. The good news is, it’s relatively easy to get on board, as well as to access some basic analytics that will help 
you understand the impact of your Digital Marketing campaigns. 

Once you have a handle on your story, your price, and where you can best reach your target audience, it’s time to promote your event. Consider the tactics on 
the following page as a part of your Marketing campaign.
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Social Media
It’s a must these days, and you’ll want to try a mix of organic (free) and promoted (paid) 
social posts. Paid posts on social media are far less expensive and arguably more effective than 
traditional media. Plus, you can easily tweak campaigns based on what’s working and what’s not, 
so don’t be afraid to experiment a bit with social media advertising. For in-depth tips and tricks 
to help tackle all your social media needs—plus extensive information on the free analytics 
tools available to you—download the Athlinks Services beginner and/or advanced social media 
guidebooks for Race Directors.

Email Marketing
Email outreach is an obvious, low-budget way to grow your race. 
But if you don’t have a mailing list, what do you do? 
 • Ask your Timer if he/she sends regular emails promoting local events. 
 •  Connect with other race organizers to create mutually beneficial promotions, pooling     
  your strengths and resources. 
 • Check with government and community organizations that may be more than happy to   
  help spread the news of your exciting local event.

Grassroots Methods
Some of the most effective Marketing happens through grassroots efforts.  
 • Work with local ambassadors, clubs, companies, and organizations to help      
  spread the word in authentic ways. 
 • Encourage others to promote your event by offering appealing group      
  discounts or other incentives. 
 • Host training groups that start and end at your local running store, and   
  in turn ask the store to keep event flyers near their registers. 
 • Engage with your community partners on social media, sharing their  
  important news and asking that they do the same in return. 
 • Create a referral program to reward Ambassador Athletes who inspire    
  other Athletes to register for your race.

Got the basics down? Great! Now it’s time to take a deep dive into a few topics that 
can have a major impact on your event. 
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WAYS TO PROMOTE YOUR RACE 
10 FREE

free, for real



Is your Marketing budget smaller than you’d hoped? 
Do the words “Marketing budget” cause you to 
break out in a cold sweat? Fear not. There are plenty 
of ways you can promote your race for no cost at 
all. Here are 10 free strategies that every Race 
Director should use, whether you invest money in 
your Marketing plan or not.



v

Use your email database. We’re willing to bet you 
have a collection of email addresses. Maybe they’re 
the addresses of past participants in your event. If 
you’re just starting out, maybe they’re your friends 
and business associates. Alert all these people about 
your race and invite them to join in the fun. Send an 
email announcement, and be sure to include a link 
to registration.

Go social. Share details about your event on your 
social media channels, including Facebook, Twitter 
and Instagram. Include a direct link to your event 
registration page. On Instagram, you’ll need to paste 
the link in your profile. Then, be sure to include 
instructions to “follow link in bio to register” in your 
post. For ideas and inspiration visit the Leadville Race 
Series Facebook page here.

Update your signature. This is an easy tip to neglect, 
but include the link to your event registration in your 
email signature. Remember, the easier you make it for 
people to access your reg page, the more likely they 
are to sign up. And including reminders to register 
everywhere possible will also help!

List your event. Don’t forget to add your event to the 
major race website calendars, such as:
• Running USA
• Runner’s World
• Road Race Management
•  USAT

Get creative with Facebook Live. People love videos 
and live content, and Facebook Live provides a free 
opportunity to showcase your event. Use it to show 
off your beautiful course, answer FAQs about your 
race, interview pro Athletes, share training tips, and 
much more.
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Incentivize your tribe. Identify key local ambassadors who 
have participated in your event in the past, or who plan to 
take part this year. Ask them to help spread the word about 
your race on their social channels. Consider offering your 
ambassadors incentives such as discounted race entries or 
free swag. Make the incentives more valuable as the number 
of registrations they drive increases.

Use the Athlinks community. Encourage your participants 
to become Athlinks members, follow friends on the site, 
and invite these friends to join them at your race. Many of 
your participants will be eager to help. Most people love 
encouraging friends to share a race experience with them.

Buff out your Athlinks Event Landing Page.  Add a unique, 
eye-catching image and engaging race description to your 
event landing page on Athlinks.com.

Tap into your Sponsors’ networks.  Ask your Sponsors to 
share your event social posts on their own channels. They 
should be happy to oblige, considering they have a vested 
interest in the success of your race.

Stoke the competitive fire.  Encourage your participants to 
claim their past race results on Athlinks.com. This is the 
first step in building their personal Athlete profiles. Then, 
they’ll be able to compare their results with those of their 
friends and rivals. They can even set goal times for your 
upcoming race. There’s nothing like a friendly competition 
to help create buzz around your event!

All that these tactics require is a small investment of time. In fact, you can get 
started and accomplish many of them today!
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WHY YOU NEED WALKING BILLBOARDS 
exposure is everything



High-quality event merchandise is one of the 
best ways to gain brand exposure. These are 
items that people actually want to use and 
wear—think walking billboards. 

Investing in the right merchandise means that 
your brand will be visible to the right people. 
That way your branded gear becomes a walking, 
talking billboard for your event. It’s a type of 
exposure that’s meaningful, and tough to buy. 
Plus, sales of this branded merchandise will 
generate additional revenue and boost your 
bottom line. 

What are the best items to brand and 
sell? Read on.
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Think Practical
One approach is to produce practical items. Look for products that your participants and 

spectators will use regularly. Items that they’ll wear and use around other Athletes are 
especially valuable. Some ideas include:

• Training apparel - technical tees & vests, cycling kits, hats, visors, or headbands
• Gym, swim, or travel bags

• Beach or gym towels
• Water bottles

• Swim caps
 
Stay On-Trend
Trendy styles are popular for a reason. If you want your event to exude a 
hip, fun vibe, include styles that inspire that. Be sure to add in-fashion 
lifestyle items to your lineup. This allows your Athletes and fans to 
merge their passion for your race with their day-to-day. Lifestyle 
products include:

• Trucker hats and beanies
• Athleisure apparel—hoodies, yoga pants, tech fabric polo shirts,    
  board shorts, jackets, and flip-flops
• Gear bags, backpacks, totes
 
Deliver Quality 

There’s nothing worse than seeing an item with your logo in the trash 
bin! Whatever products you choose to sell, don’t skimp on quality. Even 

something as small as a keychain should be well made. If you sell shirts 
that lose their shape, or water bottles that leak, it will reflect poorly on your 

brand. 
 

Create a Signature Look
All merchandise items should carry your logo to ensure visibility. You can stay subtle - 

with a smaller logo on a sleeve—or you can go bold, with oversized or abstract graphics. 
Whatever your approach, create designs that people in your target market will enjoy. We 

suggest using a graphic artist to create a cool, consistent look for all the merchandise for your 
event.
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Cut Costs by Co-Branding
Quality comes with a price tag, so look to product manufacturers or Sponsors 
to help offset the costs. Co-branding is a great way to share the expense and 
provide exposure to both brands. 

Don’t forget the value of the Athlete audience that you provide. New 
companies with innovative products will be especially eager to reach 
your participants.

Expand Your Selling Season
Any day is a good day to sell event merchandise. Don’t limit your 
sales to your expo or race day only. Encourage sales throughout the 
entire event lifecycle (pre-race, expo, race day, and post-race). 

Offer merchandise online within the registration system as an 
“add-on” to the entry fee. You can also create a merchandise 
store on your website. Keep those virtual doors open year-round!

Learn From the Best
Want examples of event merchandise done right? Here are a few 
of our favorite event stores:

• The Spartan Race Series offers all the obstacle course racing gear  
 you need to reach the finish line. Plus, they have plenty of cool, 
 casual options for post-race chillaxing.

• The Leadville Race Series sells a broad range of items with their signature 
 look. You’ll even find a branded belt to pair with your finisher’s buckle.
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 OUTSIDE-THE-BOX RACE PLANNING ADVICE 
go ahead, get creative



Maybe you’re getting ready to launch your first ever 
race, or maybe you’re looking for ways to make your 
next event better than the last. Whether you’re a 
rookie Race Director or a seasoned pro, these tips 
can help you take the race experience you create 
to the next level of professional, unforgettable, 
and fun. 



Have a Hook
There are countless endurance sports events happening all around the country, 
and all around the world, every weekend of the year. That’s a great thing for all of 
us; the increasing popularity of running, cycling, triathlon, obstacle course racing, 
and other events benefit everyone involved. But it also makes it harder for a single 
event to stand out among a plethora of others. Having a hook is one way to highlight 
your event as unique. What’s the special sauce that promises Athletes a different 
experience at your 10K than any other in your area? Maybe it’s a spectacular and 
normally off-limits course, an iconic finish location, an unusual race format or 
distance, or a clever theme. Find something that makes your race one in a million, 
and promote the heck out of your unique concept.

Love Your Neighbors
Despite needing to make your race stand out, it’s also a great idea to be 
neighborly with your competitors. Develop relationships with your fellow Race 
Directors, especially those in your same region. Sure, you’re competing for 
the same participants, but you’ll all benefit by growing the sport in your area. 
Work together to ensure that your events are held on complementary, rather 
than conflicting dates. Consider partnering with another Race Director to 
form a series that includes both your events, or to give registration discounts 
to Athletes for volunteering at one another’s races. A healthy and reciprocal 
relationship will serve you both well—especially the next time you need extra 
snow fencing at the last minute or your race announcer comes down with 
laryngitis.

Nix the Norm
 Try something different at your event. Consider an afternoon or evening start time; 
you can even coordinate your race around a perfect sunset finish. Try having women 
and men compete at different times, or on different days. That way each gender 
gets equal time in the spotlight, and men and women can take turns volunteering 
at aid stations and cheering for one another when they’re not out on the course. 
Nothing is set in stone about an event, so don’t be afraid to nix the norm and try a 
new tact to differentiate your race.
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Think Big 
Sponsor support is critical to any event, and you’ll need to get creative to find the right partners for 

yours. Don’t make the mistake of thinking that local businesses are a sure bet, or that they’re the 
only option to bring on board. Businesses are bombarded with requests, so in terms of local 

partners, hone in on the ones that truly stand to benefit from a partnership, and be sure 
to deliver your end of the deal. But also, think beyond the borders of your city and state. 

Larger national companies have interest in being involved, especially if your participant 
demographic mirrors their target market. Additionally, do some digging online to find 

CEOs who participate in the type of event you produce. Extend an invitation to race, 
along with an offer to explore a partnership. 

Serve Up Standout Swag
People love free stuff, but quality is also important when it comes to swag. Your 
Athlete awards and race swag should be cool, compelling, and on-trend—items 
that your participants will actually want, cherish, and use. If you produce a 
series of events, create different items for each race to encourage Athletes to 
register for the entire series and complete a full collection of swag. Beyond 
finisher medals and tee-shirts, consider branding items like compression socks, 
hats, totes or transition bags, beach towels, wine bottles, and more.

Try an e-Meet and Greet
Let’s be honest—how many Athletes actually show up to your pre-race meeting? 
And how many have questions about the event weeks or months, rather than 
days, in advance? Instead of scheduling another boring on-site run-through of the 

race rules, host a series of virtual race meetings (Facebook Live can be used for 
this) so that Athletes can conveniently attend, have their questions and concerns 

answered, and get to know you as the personality behind your race.

Have Fun 
It’s a wild and crazy concept, but you should have fun at your own race. You probably got 

into this business in the first place because of your love for the sport. And while it’s easy 
to get stressed out when you’re responsible for all the details of producing a race, it’s also 

important that you relax and have fun, and share the passion that brought you to race directing. 
If you’re not enjoying the experience, people will notice. Conversely, if you’re whooping it up out 

there, your energy and enthusiasm will be infectious. So go on, get a little crazy in the name of fitness 
and good fun. 



THAT’S A WRAP



And now, friends, you’re all certified Marketing geniuses. OK, maybe not quite Einstein 
level—but the point is, you don’t need to be. You just need a bit of help and guidance 
(which we’ve given you here), and you’ll be ready to jump right in with effective, engaging, 
and inspirational Marketing campaigns. And that translates to one thing: more Athletes 
signing up to experience your incredible race!

Have any questions we didn’t answer here? Just holler. You’ll find us at info@athlinks.com, 
happy to lend a hand—and plenty of Marketing savvy—to help you take your event to the 
next level of success. You can also learn more about the many tools and resources available 
to Race Directors through partnering with Athlinks Services. 

Now go get those Athletes. 
They’re out there, and they’re already looking for their next start line!


