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Abstract 

RAMC Events is an event management company based in Islamabad F-11. We undertook . 

this project to devise a marketing strategy and present a marketing plan for RAMC. In this 

study, we were able to identify the key issues and sh01icomings in the marketing plan. The 

research methodology comprised of semi structured interviews with the company 

management and questionnaires from the customers and potential customers so as to get their 

expectations regarding an event management company. Based on the analysis of the results 

driven, it was identified that RAMC lacks in a substantial marketing campaign and more so, 

on digital channels such as t.he various social media platforms. We developed a comparison 

with the competitors of RAMC with a focus on marketing strategies and assisted RAMC in 

what needs to be done in terms of mad'eting plan to stand out and sustain among lots of 

emerging event management companies. 
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Introduction 

Chapter Overview 

The main chapter of this study is to provide the overview of the industry on which the whole 

research has been done. The background of the study and the industry that has been selected 

for the research has been given in this chapter. Moreover, the research questions and the 

objectives of the study have also given in this chapter. Furthermore, the purpose of the study 

has also discussed in this chapter. The problem statement and the significance of the study have 

also provided in this chapter. The chapter ends at the chapter summary. 

1.1 Introduction 

Advertisement or the marketing are one of the very important factors that influence the 

organizations goals. There are two types of the marketing the traditional marketing and the 

digital marketing. In the past, traditional marketing is the one that is used by the marketers. 

Traditional marketing used by the different modes such as mail, telephones, broadcast, and the 

print advertisement. Companies were using these platforms to market their products or 

services. Further, the companies spent too much amount to advertise their products or services. 

However, as the technology is increasing the use of smartphones is changing the necessities 

and desires of the people. Now, people are comfortable in using their smartphones and doing 

each and everything via mobile phones. Therefore, the trend of digital marketing has arrived. 

Marketers after understanding the mindset of the customers are rapidly switching into the 

digital marketing or using both in their marketing strategy. Moreover, digital marketing is way 

cheaper as compared to the traditional marketing and has very substantial effect on the 

organizations. Further, digital marketing is defined as the process market their products or 

services by utilizing all the platforms in electronic media such as Facebook, Instagram, 

YouTube, E-WOM, Twitter, etc. It also plays very good role for the small-scale business (J afari 

et a!., 2020). 

Digital marketing is not only about the social media platforms, there are number of platforms 

that are fall in the categories of digital marketing as well such Google ads. These platforms 

provide the two ways of communication to its audience and provides the direct way to interact 

with its audiences. On the other hand, traditional marketing is providing the one-way 

communication only. Social media provides the chance to the marketers to understand the 
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