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Case Synopsis 

Qatar is focusing on becoming an international attraction to many tourists by successfully staging a number of major 

international sports events. Qatar Olympic Committee (QOC) organized all of these sports events andin 2013, QOC 

won the bid to host the Doha 2015 IPC Athletics World Championshipson 21-31 October which was held at the 

Suheim Bin Hamad Stadium.QOC used different integrated marketing communications tools to help deliver a 

successful event. The problem is that in a stadium that holds almost 15,000 spectators, only 500-1000 fans showed up 

each day during the 10-days international event. Organizing committees have been paying fans and especially labor to 

act as spectators during international sports events to populate the stadiums. For a sports event to be successful, 

spectators need to be present in stadiums, but the people of Qatar are not interested.  

In this case study, we have used Doha 2015 IPC Athletics as an example to support our argument and to exhibit the 

general issues of spectatorship in Qatar. We aim to answer questions like: how can an organizing committee attract 

spectators to the stadiums and what do fans expect when attending sports events in Qatar. 

 

Target audience 

The case study is targeting the committees and sport managers who are organizing and hosting different sport events in 

Qatar. The case explains the reasons why spectators attend or do not attend sports events in Qatar, which could be 

taken into consideration when hosting an event. Also, the case is targeting marketing students; sports‟ marketing in 

specific and it clarifies the overall spectatorship experience and how it can be enhanced.  

 

Teaching objectives 

 To understand the obstacles facing event organizers in attracting spectators like cultural barriers. 

 To understand the appropriate marketing tools used in attracting spectators like sponsorships, social media 

activities and outdoor advertising. 

 To understand the spectators‟ attitude toward sports events in Qatar and the reasons they do or do not attend 

these events. 

 

About IPC (International Paralympic Committee) 

IPC is short for International Paralympic Committee, which is a non-profit organization,founded in 1989 and based in 

Bonn, Germany. The wordParalympic refers to being parallel to the Olympic games and they illustrate how the two 

move side-by-side. Sir Philip Craven is the president of the organization. The goal of IPC is to create hopes and 

develop sport opportunities for all people with disabilities from beginners to elite levels.  

The Winter Paralympics games in Norway were the first Paralympics organized by IPC in 1994. Year after year,the 

number of participants increased and the game it self got more popularity among spectators.The Paralympics took place 

previously in cities like Tokyo, London, Berlin and Lyon. Paralympic athletes compete at elite level competitions, 

which are classified by disability; the key athletic disciplines include running, wheelchair racing, jumps and throws. 

Based on Paralympic official webpage
1
, Sochi winter Paralympics in 2014 took place and there were 541 athletes from 

45 countries and 316,200 tickets were all sold. The worldwide partners of IPC are Toyota, Visa, Panasonic, Samsung, 

Ottobock and Atos. 
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About IPC Lyon 2013 

Lyon, France won the bid to host the 2013 IPC athletics world champions from 19 to 28 of July. Over one thousand 

athletes from nearly one hundred countries competed over 207 events. The championship was staged at the Stade du 

Rhone in the Parc de Parilly that has a capacity of 40,494 seats. 52 world records were broken; more than ten partners 

participated during IPC Lyon such as Sytral, HandiCap, Aggreko, AXA and Nestle. IPC provided live video coverage 

on its website, clips from the event andrecorded interviews on IPC YouTube channel.Based on Paralympic official 

page 
2
, ahuge marketing campaign have been carried out to increase the exposure of the event and to spread the 

awareness via using marketing communication tools such as live broadcasting, printed posters, billboard ads, social 

media tools, official webpage and TV broadcasting.Numbers of community programs involving schools and sports 

clubs were set to take place to promote the championship.According to Mr. James
3
, aneditor in inside the games 

electronic magazine “the stadium‟s seats were full during the ten days IPC event with French and foreign spectators 

who came to encourage the participants, bond with the family and enjoy the event by living the whole experience”. 

About Qatar 

Qatar is located in the heart of the Arabian Gulf and it‟s a modernized country with incredible facilities and 

infrastructure to welcome visitors from all over the world. According to an article posted by The Worldfolio
4
the 

Khalifa International Tennis and Squash Complex and the Aspire Zone Foundation are two of the most striking 

examples of Qatar‟s huge investment over the past decade. Qatar‟s time zone CET 2+ provides an excellent condition 

for media coverage during press conferences or global events particularly for international broadcasting during the 

prim-time hours in many regions of the world. The first language in Qatar is Arabic and everyone mainly speaks it but 

many people speak English as their second language. 

Based on the Qatari Ministry of Development Planning and Statistics
5
, total number of population in Qatar is around 

2.5 million, including both Qataris and non-Qataris. 85% of the population is foreigners and expatriates, mainly coming 

from India, the Philippines and Nepal. Male group dominates around 1.9 million of the total population, while females 

dominate around 62 thousand of the population.As for Qatar‟s traditions and culture, it is considered a conservative 

country and there is a separation between men and women in all aspects.  

About QOC (Qatar Olympic Committee) 

QOC was created in 1979 and was recognized in 1980; the president is H.E. Sheikh Joaan bin Hamad bin Khalifa al-

Thani and the Secretary General is Dr.Thani Al-Kuwari. QOC is a semi-government committee and it hosted many 

internationalsports events (Refer to Exhibit 1). QOC aims at making Qatar a leading nation in bringing the world 

together through sustainable sport development. QOC is a monopoly at what they do, there is no other organization in 

Qatar that hosts regional and international sports events
6
. 

The 2015 Doha IPC World Championships 

During the IPC 2015 bid, Qatar and mainly QOC improved and re-designed many places to making it more special 

needs friendly and was fully prepared to win the bid. Some of the partners further upgraded to better cater to people 

with disabilities and these included Hamad International Airport and Ezdan hotel (the official hotel for hosting the 

event) that designed special elevators for athletes with disability and special signs for blind people.When the head of 

IPC Athletics Mr. Ryan Montgomery was delegated by IPC to visit Qatar and have a final update, he said that 

everything was perfect and QOC was fully on track.  

He met with Dr. Thani Al-kuwari who said that Qatar is really proud to host the IPC Athletics; especially that it‟s the 

first time in history the event will be hosted in the Middle East. Doha 2015 IPC Athletics was held in Qatar sport club‟s 
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Suhaim Bin Hamad stadium, that has around 15,000 seats for spectators. The Champions featured around 1,300 

athletes from more than 100 countries covering 210 medal events. Lastly, it served as one of the last major 

competitions before the Rio 2016 Paralympic Games. 

Ticketing 

During an interview with Mr. Abutalha Khazi
7
, he said:“The ticket price was just for 20 QAR and all proceeds were 

donated to charity. Children under the age of four and elder people above the age of 60 can enter for free. All this was 

done to attract spectators to attend the event. Money and support was always there; we had strategic corporate partners 

that helped deliver a successful event.An estimation of around 500-1000 spectators attended the event everyday among 

these were people brought from embassies, families and friends of the athletes, volunteers, organizers and school 

kids”.The tickets to the Doha 2015 IPC Athletics World Championships were sold two months prior to the event 

through the official event website and in stores, while during the games tickets were also sold on the website and in 

stores, in addition to selling through the venue ticket box offices. The ticket categories included the following six: 

Finish Line, Wheelchair Access, Family, VIP, General, and Morning Session. A total of around 9000 tickets were 

printed and issued everyday and around during the 10-day event period, a total of around 16,000 tickets were 

distributed to sponsors while only around 5000 tickets were sold at the end of the event. 

Partners and Supporters 

The official partners of the Doha 2015 IPC Athletics were: Allianz (has been a partner of IPC since 2006), Al-Kass 

Sports broadcast channel (had official rights as the official host broadcaster for the 10-days run competition), bp 

(committed to be an international partner of IPC until the end of 2016), Ooredoo (provided Wi-Fi support during the 

World Championships). These strategic partners helped deliver a world-class event in Qatar where they engaged their 

organization in some marketing activities. For example, Ooredoo launched a social media contest where it gave its 

customers/followers a chance to win an iPad and an iPhone by taking a self portrait of them selves (selfie) with their 

purchased Doha IPC Athletics Championship ticket (Refer to Exhibit 2).Qatar Airways launched a „Your Inspiration‟ 

social media contest engaging the fans in the conversation, which also helped build perceptions.  

Abdullah Abdulghani& Bros. Co. W.L.L. (The Toyota Motor Corporation) has become a Worldwide Paralympic 

partner in the mobility category through to 2024. Supporters included, Techno Gym, Al Qamra Holding Group, Anti-

Doping Lab Qatar, Aspetar the first specialized Orthopedic and Sports medicine hospital in the Gulf region, Auditoire 

Group 

Qatar, Getty 

Images, 

QTickets, Sndala and The Look Company. Schools and embassies also acted as supporters where around 200 

promotional activities held across different schools and embassies in Qatar; schools helped by bringing their students to 

the events in field trips and embassies helped by promoting the event to the expats in Doha. During the event, a fan 

zone built in a tent next to the venue, sponsors like Toyota, Al Kass, Mada, Ooredoo, Qatar Airways and Popcorn girl 

were present. Al-Meera Consumer Good Company also supported the Doha 2015 IPC athletics by providing fresh 

fruits throughout the competition to athletes and organizers. Al-Meera also provided its customers at the shop and on its 

social media channels with free ticket vouchers. 

The Beyond Incredible campaign 

The Organizing Team
8
explained that the objectives from all the communications activities were to first, generate 

excitement, second, to engage the community and most importantly raise awareness about Paralympic sport locally and 

regionally and third, successfully showcase Qataras a world-class host of international sports events. The Organizing 

7
“Doha IPC 2015,” Khazi, IPC organizer, QOC team members, 2016  
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Team worked on an integrated marketing communication strategy that helped deliver a unified message across different 

advertising and promotional tools. These activities included involving the local press like the daily newspapers, and the 

monthly magazines to generate coverage and publish the press releases. Social media acted as a channel to 

communicate with fans and excite them about the event; different channels like Facebook, Twitter and Instagram were 

all using the hashtag #BeyondIncredible(Refer to Exhibit 3). Using visuals meant to emotionally engage the fans in the 

conversation on social media in addition to advertising in the streets of Doha and online. 

 

 

Prior to the event 

Marketing activities started around three months prior to the Doha IPC 2015, a number of press activities took place to 

create awareness and equip the fans for the event. Interesting visuals were used along with the issued press releases to 

help grab the readers‟ attention. Four different media events took place where press releases, interviews, feature stories 

and newsletters were prepared in English and Arabic for strategic milestone moments; 100 Days to Go(Refer to Exhibit 

4), Launch of ticket sales and My Incredible Story, Announcement of Team Qatar, One Week to Go; key spokespeople 

and athletes utilized for interview opportunities. The Organizing Team also prepared school visits with the athletes 

where students got to know more about Paralympic games and also disability workshops were held across special needs 

centers in Qatar to engage them in the event conversation as well. „My Incredible Story‟ featured five Paralympic 

athletes in film series aiming to engage the public through emotional real-life stories of the participating Paralympic 

athletes who narrates their stories to the public through a short-filmed video. These videos were shared and played on 

the events‟ social media pages, were also communicated via written format and were also played in cinema theaters. 

The aim of these short films were to engage fans through emotional story telling about how these athletes used sports to 

over come their disability.  

Around 370 banner flags and mupis produced and installed around the city of Doha including a scaffolding ads; the 

outdoor ads were distributed around the city but also some were placed at the stadium. One week away from the event, 

merchandise like polo shirts and caps were sold to the public in three stores at Doha malls and in the store located at the 

venue. In addition to the outdoor branding and advertising, some half and quarter page print ads were placed in 

newspapers and magazines as well. 

The opening ceremony 

The Doha 2015 IPC Athletics World Championships had an official opening ceremony on the first day of the 

Championships. The ceremony was held at the open-air amphitheater in Katara Cultural Villageby H.E. Sheikh Joaan 

bin Hamad bin Khalida Al-Thani President of QOC. Attended the ceremony were all 1,300 Paralympic athletes, a 

number of VIPs, around 60 media and the general public. Musical performances and entertainment shows were held 

during the ceremony and fireworks followed at the end. 

 

During the event 

Everyday, the events were happening in two sessions, mornings from 9:00 – 12:00 and carry on in the evening from 

16:00-21:00. The venue had a media center for the press to sit in and be able to work on their coverage pieces from 

interviews and feature stories. More than 190 international media were accredited to cover the event while around 500 

local media were accredited access to the venue and the media center to generate coverage among these were Qatar TV, 

Al Jazeera EN, Al Ryan Satellite channel and beIN sport. All the track and field events plus the entire medal 

ceremonies were broadcasted live locally and internationally while IPC provided live video coverage of over 70 hours 

8 
“Organizing team” based on a discussion with QOC &Hill+Knowlton, 2016 
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of events on its website.The press activity kept going after the opening ceremony; a press release was issued after each 

session of the event. In order to generate interest and excitement, a daily „ones to watch‟ release was dispatched to the 

media to let fans know what to expect in the next day of the event. A fan zone was built around the venue to cater the 

fans‟ entertainment activities during breaks; the zone was in a shape of a cultural Arabic tent and the tent had food 

outlets and some fun games/activities for kids. The fan zone welcomed around 170 fans everyday. Moreover, during 

the events, some fun activities were held during breaks where two interactive hosts were going speaking on the big 

screens and engaging the spectators in games.  

The Arena Experience in Qatar 

For many reasons, the experience it self could be a „make it‟ or „break it‟ deal for the spectator; it is important for the 

spectator to leave the arena happy about his/her experience. According to Andy Young
9
,a senior Consultant, Josoor 

Institute Consultant, New Resolution- “it has not always been an effortless experience for spectators in Qatar”. He 

described the fans‟ experiences during the match between Brazil and Argentina held at the Khalifa International 

Stadium in 2010; the experience at the Emir Cup finals 2013, the experience during the Spain vs. Uruguay match; and 

the experience during the Handball Championship. In all of these events, fans showed dissatisfaction and therefore 

resulted in negative word of mouth, which for sure resulted in the same fan not attending other sports events in Qatar. 

Some of these complaints included the paid tickets for seats that were no longer available, being locked out the stadium 

before the match started for whatever reason, the slow security checks impeding fans‟ ability to get into the stadium or 

lastly ticket holders waiting for hours to get in the match that apparently had stadium filled to capacity. 

The problem –issue of Spectatorship 

Football ranked first as the most favorable and popular sport in Qatar, traditional games ranked second and Boxing 

comes third
10

. Many authors criticized and attacked Qatar for winning bids to host big and international sports events 

while it is incapable of attracting spectators to the stadiums. The fact that stadiums are almost always empty during 

international sports events might result in Qatar losing the rights to host the World Cup.According to an articleby the 

Guardian
11

, Qatar hires migrant workers as „fake sports fans‟ to fill up empty arenas. Kumar, an Indian construction 

worker who had 

been bussed in 

from a labor 

camp to attend one of the sports events, said: “We are here for the money, they pay 30 riyals per match. They teach us 

the clapping actions and some songs. They think with the World Cup people will worry that there will be nobody to 

watch the matches so that is why they do this” (Booth, 2015).Even after the Spanish star Xavi Hernández was signed to 

boost local interest in coming to stadiums before hosting the 2022 World Cup; one would expect that matches featuring 

Xavi will result in full stadiums, but yet migrant laborers in Qatar interviewed by the Guardian said they are being paid 

to fill empty seats at football matches featuring Xavi. The Barcelona midfielder Raul said “I got used to play at half-

empty stadiums at Al Sadd, Qatari team" (McVitie, 2015)
 12

and he warned Xavi before signing with Al Sadd that he 

needs to be prepared for underwhelming atmospheres. 

The article also claims that Musicians with drums and pipes had been hired to “create atmosphere” while Xavi plays 

during Al Sadd and Al Ahli match. On the other hand, the Guardian interviewed a spokesperson for the Qatar Stars 

League (QSL)
 13

, which organizes the matches who confirmed that they did not pay agents or fans to attend the games 

and their goal is to build a real fan base of people who really love football. A similar incident happened During the 

Qatar Open International Beach Volleyball
11

, where The French players Edouard Rowlandson and Youssef Krou were 

9 
“The spectator experience,” Young, Qatar today onlune.com, 18 Oct, 2015 
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winning their bronze-medal match as the workers arrived to fill seats, making the arena appear almost full for better 

pictures and more motivation.  

Rowlandson called the scene “bizarre … but we prefer that to playing in front of nobody”. Workers agreed to cheer for 

the money, but they also enjoyed the free Wi-Fi at the stadium where they actually checked their messages and emails 

while forgot to create an atmosphere at the game, which was a disappointment. According to the Guardian
11

; a survey 

of 1,079 Qatar residents published in January by the Ministry of Development Planning and Statistics suggested that 

paid fans might be turning Qataris off sport.It is not necessary that always paid workers populated the arenas; 

embassies and communities also played a role during the Handball Championship as an example(Refer to Exhibit 5). 

Community 

outreach team 

from the 

organizing 

committee would reach out to embassies and schools and offer to bring fans to the stadium; communities either flew 

fans from their countries or collected the ones living in Qatar, this is the case for almost all international sports events 

happening in Qatar.Hamed
14

, a seasoned sports events professional who also managed the workforce at some of the 

sports events said in an interview: “understanding the spectator‟s psychology is important to an experience that is close 

to their imagination. He added: “We were in touch with officials from Iceland, France and many more and through 

partnerships with Qatar Airways Holidays, so that we could transport spectators and sporting enthusiasts to the country 

to support their team when they played here in Qatar”. And Mr. Girvan
14

, Inspector at Sports Grounds Safety Authority 

said in the same interview: “Spectators are one of the most important players in the success of such events”.  

Survey &Focus group 

To help know the broader picture of how many people attend sports events in Qatar, we conducted a one-question 

survey that was completed by 49 participants (Refer to Exhibit 6) only 10% of the participants said that they have 

previously attended sport events in Qatar. We also wanted to understand the factors that prevented people from 

attending any sports events in Qatar, so we have conducted a focus group of 10 participants who are residents in Qatar 

(refer to appendix for profiles). 

The focus group discussed many aspects about sports in Qatar; participants named memorable sports events that they 

have attended like the Men‟s World Handball Championships and the Asian Games, none of them mentioned the Doha 

2015 IPC Athletics.The group expressed about how the facilities at these events are usually of high quality and how 

organization is always of high class. Ahmed and Sara explained: “when we attended one of the events during the 

Handball Championships, we felt welcomed, the number of volunteers was incredible; they showed us the way to the 

stadium and the process of security checks and ticketing was simple (at least to us). The quality of the venue was 

amazing, the stadium was clean and the seats were comfortable”.  

The guys in the focus group said they would consider going to a sports events if their friends asked them to come, 

otherwise they prefer to gather in coffee shops and houses. The ladies on the other hand said they would consider going 

if their husbands, brothers or fathers went with them. 

Rana and Yasser usually take their kids to the Qatar Open Tennis tournament every year, the event is held during the 

good weather and there are tons of activities to do in the venue. They explained: “we love taking the kids outdoor 

where they can be active and in the same time we also enjoy being outside the house for a day”.  

The participants also discussed the entertainment events usually held prior or after the games; these are always 

incentives for people to attend the event.  

10 
“sport in Qatar,” Wikipedia.org, 2013 

11 “Qatar hires migrant workers as „fake sports fans‟ to fill up empty arenas,” Booth, theguardian.com, 17 Dec, 2014 
12 “Raul warns Xavi: Qatar stadiums are empty,” goal.com, McVitie, 31 Mar, 2015 

13 “Qatar's migrant workers say they are paid to fill stadiums before World Cup” theguardian.com, 13 Nov, 2015 
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The two friends, Dina and Mariam like to attend sports events together, but it is sometimes challenging for them to go 

alone without their family. They explained: “it is culturally inappropriate to attend sports events by ourselves, the 

venues do not separate male and female spectators and some games are crowded where it becomes impossible to walk 

in between guys. Also during the Handball games they usually held at the Lusail Multipurpose Hall which is located 

quite far from Doha so we were not able to drive all the way by ourselves”. Top of mind reason why the group did not 

attend sports events was because of the hot weather, but when asked about other sporting events that take place during 

the winter, participants claimed that traffic and parking is an everyday struggle.  

While attending some of the events during the handball tournament, two of the participants experienced parking issues, 

Mohammed: “I remember parking miles away from the stadium and walking another miles just to enter the venue. It 

was crazy, I would rather watch TV with friends at home, where we will have our snacks and relax. Also there was no 

excitement prior to entering the stadium, it was quite and food kiosks were not distributed conveniently”.What was 

interesting is that almost everyone in the focus group agreed that they do not hear about any sports events in Qatar; they 

accidently know about them through a focus group like this one or through a relative who happens to be working at one 

of these events. Finally, the participants talked more about the family/friends quality time, convenience, atmosphere, 

environment and overall experience, they did not focus on what type of sport is being played or where. 

 

 

Conclusion 

In a report published by QOC, H.H. Sheikh Tamim bin Hamad Al-Thani Emir of the State of Qatar said: “Sport is one 

of the ideal tools for the development of a human being and is the main pillar for any progress on national and 

international platforms”. The Emir‟s words translate to successful international hosted events that take place in Qatar 

and they increase year after year. In 2015 Qatar hosted the Doha IPC Athletics World Championships and the 

organizing committee performed the marketing activities; the athletes did an incredible job collecting a number of gold, 

silver and bronze medals (Refer to Exhibit 7). The desired number of spectators did not attend the event and most of the 

interactions on social media were not from Qatar. Also speaking to the Organizing Team
8
, they explained that the 

social media contest by Qatar Airways and Ooredoo showed low level of interactions. The reason why people did not 

attend during the Doha 2015 IPC Athletics can be endless, but it is important to know what could have been done better 

to attract these people to the stadium or what can we do better in the future when hosting more events. Athletes care 

about having spectators at the stadiums, but they are disappointed to know that some of these fans are actually paid fans 

so what actions should organizers take. 

Case Questions: 

1. Only few spectators attended the Doha 2015 IPC Athletics; what were the reasons? 

2. What did Qatar Olympics Committee do wrong in attracting spectators to the stadium? 

3. What do you think Qatar Olympics Committee should have done better/differently to attract spectators to the 

stadium? 

4. How can future events learn from the mistakes of Qatar Olympics Committee? 
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Solutions: 

Q1:From the focus group and from previous sports events we can clearly see that the culture of Qatar is not a sports 

oriented culture and they care more about the experience rather than the event it self. During the focus group, all 

participants agreed that they do not hear about the sports events when they take place in Qatar and none mentioned the 

Doha 2015 IPC Athletics, so I assume this is why they did not attend. Exhibit 1 shows us that most of the annual 

international events take place during December to March when weather in Qatar is beautiful. Exhibit 8 shows that in 

October temperatures can hit a high of 35 degrees Celsius and some of the events during the IPC Athletics took place in 

the daytime. Moreover I‟m sure that people work in daytime and school children have to go to school so it makes sense 

that the stadium will be empty. The Beyond Incredible campaign did not speak well with the people of Qatar, starting 

with the name of the campaign and the event.  

Q2:I believe that QOC succeed in showcasing Qatar, as a world-class host of international sports events because 

international media were covering the event and the IPC head was pleased. On the other hand, the rest of the objects 

were not achieved; most of the social media engagements were from international fans and not local Qatari fans, people 

did not attend and therefore they were never excited about the event. Using traditional media to educate the public 

about Paralympic sports was not smart of QOC, they probably cared about the number of coverage they received at the 

end of the day, but did not think that their target market is not reading newspapers. The countdown activities were 

interesting but they held these events at schools and special need centres. This might be coming from IPC themselves 

but half of the events were held during the daytime on top that the championships were held weekdays.Given that the 

Doha 2015 IPC Athletics holds an emotional factor (disability sport) in attracting spectators, maybe the organizing 

committee did not use that factor efficiently. The word „incredible‟ is not easily pronounced by a culture that mainly 

speaks Arabic as a first language. Again „IPC‟ or „Paralympics‟ are words that do not relate to the culture. QOC 

distributed 16,000 tickets overall to sponsors and still did not manage to attract spectators to the stadium, which means 

that the choice of sponsors and partners was wrong.QOC focused on the athletes‟ emotional stories, but because of the 

lack of previous research they did not focus on the fans‟ motivations and experiences. Finally QOC did not involve 

sponsors from the start of marketing the campaign, which reduced the chances of attracting more spectators to the 

stadium also sponsors did not have guidelines on how to use the correct messaging of the campaign; in exhibit 2, it 

shows that Ooredoo have used a different hashtag for its social media contest, which proves inconsistency and failure 

of the campaign. 

Q3:QOC‟s milestones and countdown events should‟ve taken place in malls or. Given the big number of participating 

athletes maybe QOC had to choose Suhaim Bin Hamad as the host stadium, but choosing a smaller stadium would‟ve 

looked better in the absence of spectators. The campaign name must be changed to a name that relates to the culture 

and maybe involve the public in choosing the right name. QOC should also keep away from traditional media channels 

like TV and newspapers, it would be useful to announce news using guerrilla marketing or through interesting social 

media influencers. Marketing activities took place three months prior to the championships, but utilizing sponsors and 

partners correctly should‟ve helped more. The kind of contracts between IPC and sponsors were not clear in the case. 

Regardless, the organizing committee should have made sure that specific sponsors are beneficial to attract spectators 

to the stadium by putting rules and conditions in using the correct messaging and correct hashtag. Finally, as shown in 

exhibit 3, social media handles should‟ve been taken care by QOC channels, people might not be aware that 

IPCAthletics is related to Qatar. 

Q4.Organizers offuture events like the ones suggested in exhibit 9can learn by choosing the correct sponsors and 

partners. Learn how to involve the public more and avoid paying for fans because it‟s becoming an wanted trend. The 
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use of social media is very effective but the use of influencers can result in attracting more spectators.  Dedicating a 

female section in the stadium might encourage women to attend sports events. Study the public prior to the event, run 

more focus groups, observe fans and involve them in marketing for the event. It is also important to utilize any Qatari 

local athletes; by putting the focus on them maybe Qatari sponsors might be more interested to sponsor an event and 

work hard to attract spectators. Choose to host the events during winter and focus on weekends also choose appropriate 

language in communicating through nontraditional channels and avoid overusing newspapers. Finally, future events 

need to focus on the experience; train for better security checks; avoid paid tickets so fans can still find available seats; 

easy access to stadiums and convenient transportation;; and finally make sure that fans hear about any upcoming 

events. 
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Exhibit 3 

Social media handles 

Twitter:  @IPCAthletics 

Facebook: IPC Athletics 

Instagram: @Qatar_Olympic 

Website: www.paralympic.org/Doha-2015 

 

Exhibit 4 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

hibit 5 

Expat spectator during one of the sport events in Qatar;  

Embassies fly the fans from outside Doha  

 
 

http://www.paralympic.org/Doha-2015
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Exhibit 6 

The one question survey 

 

 

Exhibit 7 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 8 

 

 

Exhibit 9 

Qatar Future Events 
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Focus group 

 

Participants’ profiles 

 

Name Age Status Lifestyle 

Mohammed 29 Single A civil engineer; working all day and prefers to go 

to a coffee shop meet his friends in the evening. In 

the weekends he tries a new restaurant. He is not 

outgoing. 

Tareq 29 Engaged A civil engineer; works all day and have one day 

off only. He gathers his friends in the evening at 

his house and he visits’ his fiancé on the off day. 

He is usually lazy and prefers home over other 

activities. 

Mohammed H. 28 Single Active athlete, he runs a swimming training center 

and he enjoys sports. He enjoys being out side the 

house all day. 

Ahmed & Sara 31 & 29 Married  

(no kids) 

Working all-day and spending the weekends at 

their friends or their parents’ houses. They love to 

try something new together but they are also 

independent personalities. 

Rana & Yasser 31 & 35 Married, two kids Rana is a full time housewife while Yasser is an 

accountant at one of the banks, he picks the kids 

from school everyday and the whole family stays 

home all day. In the weekends, the family hits a 

shopping mall or the pearl to have lunch and do 

other activities with the kids 

Dina & Mariam 22 & 22 Single friends The two girls are fresh graduates and they both 

are working at a private company. They are into 

sports and active lifestyle. In the weekends they 

jog the cornice or aspire zone and they have lots of 

free time that they don’t know what to do with. 

Amani 25 Single A young teacher who likes kids and enjoys 

adventures, she is little conservative but she’s out 

going and loving to life. She engages in a lot of 

volunteering and social work; her weekends are 

always busy with school activities. 

 

 

 

 

 

 


