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The following presentation shall discuss the feasibility of a MICE industry event catering to the global hospitality and events sector. Simulating the theme “Technology and Innovation in the Hospitality Sector” the launch of a new conference solution enabled by AR and VR technology with built-in telepresence and automotive display functionalities shall be organised by the Hospitality Sector Council UK.  Showcasing the ability to create an enhanced business conference solution, the event planner shall be responsible for successfully designing the event whilst performing the feasibility check in the pre-planning stage of the research. Accordingly, the event shall be a B2B trade show conference named Global TeleMeet: Redefining the Future of Corporate Meetings. The venue location is the London Marriott Hotel, Grosvenor Square. In consideration of the event creation and its strategic pre-planning activity, the feasibility study shall justify the market, operational and financial factors necessary for the event’s fruition.
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The feasibility plan of an event is an essential component that needs to be outlined and this is closely associated with the event organisation strategy. In conducting the feasibility study, many assessments have to be made by the event planner which includes the market, operations and financial aspects. These assessments shall enable the proper evaluations of the outcomes based on the decisions taken and shall use appropriate research on the aforementioned aspects to inform the event study (Fox, et al., 2014). Moreover, the events cycle shall be used to maximise the experience of the participants to determine the success rate of the event.
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To ensure that the trade show event remains a success, the 7Ps of event marketing (project, planning, price, promotions, people, place, positioning and performance) shall be mapped to the Events cycle. Addressing these aspects properly shall contribute to the success of the event outcomes in generating memorable experiences for the participants. The pre-event planning research stage of the event cycle and the subsequent stages, namely, organising, measurement, analysis and sharing shall cover the 7Ps of the event marketing mix. With the agenda of the AR/VR trade show conference being to drive the sales pipeline of the conference solution and create a memorable experience, the theory of liminality shall inform the premise of the planned event setting wherein the business clients remain enthralled with the experience of the solution and the overall service ((Getz & Page, 2024). Moreover, the application of the stakeholder theory is justified to identify and analyse the needs and roles of the relevant stakeholders to the trade show conference (Meredith, et al., 2021). This shall lead to the better progression of the built-in AR/VR conference solution event. 
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The planned event manifested in the trade show shall prioritise the presentation of the AR/VR technology with built-in telepresence and automotive display conference solution developed by Marriott and build a sales pipeline with potential business customers. It will also provide a platform for learning and knowledge sharing regarding innovative conference procedures adopted by the target audiences. As a B2B trade show event, the invited parties shall be corporate clients and companies that frequently utilise Marriott's services as well as leaders from hospitality bodies across the globe. The trade show shall promote the AR/VR conference solution wherein the potential business clients shall experience its value in terms of corporate meetings and thus fulfil a crucial aspect of the broader hospitality strategy set forth by the Hospitality Sector Council (HSC, 2024). The motive of the event is to deliver high customer experience and drive direct sales thus leading to customer loyalty. In addition, the trade show shall also harbour a learning kiosk enabling the business clients to share technology and innovation-related knowledge and experiences specific to their industries and value-increasing opportunities for the associated stakeholders (Rogers, 2013) (Getz & Page, 2024). Hosting the meeting in London can be advantageous in various aspects, mainly, the ready accessibility of global hospitality and tourism-related business leaders and further leveraging networking opportunities to sustainably enhance the business conference solution through incorporating future-facing technology and innovation within the sector. 
The trade show featuring the AR/VR conference meeting solution would primarily cater to corporate clients from different industries. This shall include C-level executives, directors, owners and corporate clients across the globe travelling for their work purposes. The AR and VR-driven market remains optimistic considering a notable infusion of investment activity which is fuelling its adoption by industry leaders and trendsetters. Capitalising on the opportunity to provide dynamic and immersive experiences with the AR and VR-enriched conference solution for the target business clients can contribute to memorable meeting experiences due to the expanding scope of the application of augmented reality and virtual reality in hospitality and tourism (Wei, 2019).  Not only does the conference solution tap the largest segment within AR and VR, namely, software applications leveraged by the clients but they would also form the collaborative support underpinning enhanced designing and innovation of the conference solution (Statista, 2024) (Marasco, et al., 2018). Moreover, the event would be a platform that drives engagement with business clients concerning digital technology and innovation whilst discussing the emerging area of Industry 4.0 integration (Ryan, et al., 2020). As a result, the trade show shall be a platform for driving qualified leads within the targeted business community whilst enabling meaningful connections and knowledge sharing.  
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The trade show organised by the Hospitality Sector Council UK is a manifestation of the marketing strategy to showcase the new AR & VR conference solution as well as contribute to their networking opportunities with business clients and potential decision-making bodies outside and within the hospitality industry respectively (O'Toole, 2011). Despite the popularity of trade shows still flailing from the aftermath of the COVID-19 pandemic globally and the effect of Brexit within the UK, growing confidence amongst professional clients for conference service bookings reinforces demands for this trade show. Organising this event in the London Marriott Hotel, Grosvenor Square is preferable due to London’s commercial and business value as well as its high accessibility to international companies whilst also lending favourable support to leverage the hotel supply and further potentially extend to destination supply flow with relevant stakeholder management for the trade show conference and stay-related experiences (IBISWorld, 2023) (Weber & Mair, 2019).  However, the event also must address the challenge associated with hospitality concerning a sustainable future in terms of bridging the gap between labour shortage and enhanced customer experience. Realising that the labour shortage crisis may impact the event outcome, it would beneficial to complement the supply with technological innovations which shall ensure that the available staff remain committed and engaged with their work ((Binggeli, et al., 2023). The purpose-driven innovative technology application linked to the smartphone shall reduce much of the routine work associated with the business clients’ navigation and experience whilst the supply staff can be engaged in more quality service provisions. Maintaining a differentiated offer would be key for enhancing the event outcome success for the business customers thriving in the experience economy (Temkin, 2021).  These aspects also add to the feasibility of the event being organised by the Hospitality Sector Council UK. 
The impact of competition may be fragmented across the hospitality participants. Technology forms a determining criterion in the contemporary events landscape wherein the hospitality bodies can tap its advancements from designing to execution. This is especially relevant in the post-COVID era marked by the rising impact of virtual events. However, the promising aspect of the event being organised by Hospitality Sector Council UK remains the in-person desirability among professional clients underpinned by the low overall level of competition in the UK only balanced by the small industry players (IBISWorld, 2023). Acknowledging the competitive influence shall enable the optimum utilisation of purpose-driven event coordination technology via smartphone microsite landing calendar bookmark coupled with service excellence. Alternatively, the low competition also shall secure the grounds for a comprehensive trade show conference event planning by developing the newer event themes, namely, cooperative support, experience and experiential learning whilst also maintaining other areas such as service-related business conference enablement (Singh, et al., 2023). Overall, guests shall encounter a smooth procedure for the signup, information requirements and venue navigation whilst also being recipients to memorable experiences. 
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Event staff (human resources), a vital resource for the trade show conference shall be trained and developed properly to generate positive and lasting client experiences. However, the time-bound nature of the event coupled with the requirement of well-trained staff towards the international-facing event can pose a challenge to the event resource allocation decision-making requirement (Leigh, et al., 2021). Identifying the appropriate staff enablement factors are most crucial for the trade show conference event success. 
The trade show business conference shall require a blend of skills suited to each particular purpose of the event. Sales skills and customer relationship management shall be dominant skill areas to build the sales pipeline for qualified leads for the AR/VR conference solution and address customer enquiries for the solution. This aspect is necessary to demonstrate the unique qualities of the AR/VR conference solution, skillfully manoeuvring the target audience for maximum success. Interactive skills and management skills are also required for the involved event staff to handle the guests properly and contribute to a memorable experience. The interactive qualities are also necessary to rightfully reinforce commitments from pertinent stakeholders (intra and inter-organisation) factoring the event location and its proximal conditions alongside traversing the international frontiers at least from the business client side acknowledging their cultural perspectives and liaising with relevant stakeholders during their stay (Weber & Mair, 2019) (Yeung & Thomas, 2021). Directional skills and leadership enablement are also necessary for streamlining the event and driving it towards success (Getz & Page, 2024). The aforementioned skills directed towards the event staff are the most crucial requirement for the AR/VR tradeshow business conference.
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The application of the stakeholder theory to the event logically serves as a tool for the categorisation of the relevant stakeholders and their interest and impact on the event’s success.  From the planning to the other stages of the event cycle, each of the stakeholder groups shall be engaged clearly and with transparency. Working together, it is also important to set realistic goals and expectations and communicate consistently with all the involved stakeholder participants regarding the trade show business conference (Meredith, et al., 2021). The stakeholder planning can be beneficial to render their alignment and reduce conflicting situations in streamlining people which would otherwise be detrimental to the event’s progress. 
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The event for the AR/VR technology conference solution shall be organised as a trade show business conference wherein it is of the utmost importance to determine the feasibility of the venue for the chosen dates. The trade show conference shall take place for two days i.e., 2nd and 3rd May 2024 reserved for invited business visitors and guest business clients. London Marriott Hotel, Grosvenor Square remains suitable for the allocated duration of the event considering the availability of organising meeting rooms and space for the installation of the trade show booth. The availability and the business-ready preparation of the hotel correspond with the greater profitability associated with the business event sector and its scope for revenue generation potential. Revising the influence of business, destination and local economies in revenue generation coupled with the policy dynamics of hosting international conferences, the hotel venue as well as the city i.e. London appraises the compatibility for technology integration and health-related planning as measures to strategically navigate the global after-effects of the post-COVID pandemic (Draper, et al., 2021) (Christofle & Fournier, 2023). Together they give substantial support to an ambidextrous event planning and engagement requirement forming the premise for personal and societal aspects of the trade show business conference event and the organising firm’s requirement (Seraphin, 2021). Accordingly, the invited business guests can coordinate their trade show conference arrival, stay and other activities via a smartphone-enabled application which will be offered to them upon successful registration of the event. For example, the VIP-hosted buyers’ programme shall be a premium coverage of the technology-driven application extended to cover the business clients’ other itineraries including London tours and stay planning. 
Moreover, the event shall require human resources, physical resources, infrastructure and allocated funding as part of the overall plan for resources. These resources are required for creating the trade show booth and decorating the conference meeting room with necessary graphics and other arrangements including seating and catering. Digital technology and social media presence shall be utilised for the event coordination, execution and marketing reach (Getz & Page, 2024) (Rogers, 2013). 
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Targeting the corporate clients for the trade show business conference, an integrated marketing communication focusing on digital and prudent usage of print media shall be leveraged. The intention is to draw corporate clients across industries to avail of the AR/VR conference solution offer. Professional social media platforms such as LinkedIn and microblogging site X (formerly Twitter) can be used for the trade show broadcast, direction to the event registration and handling customer queries and concerns. Email marketing also remains favourable amongst the business customer segments to refine the sales pipeline for the conference solution reach (Getz & Page, 2024). The promotional efforts simultaneously address the event’s agenda towards salient stakeholder theory and together with the event’s execution, integrates the Servqual model in the perceptual manifestation of service quality. The tangibility, responsiveness, assurance and service provisions at the trade show and their effect on buying intention, satisfaction and loyalty shall align the effectiveness of the event promotions with performance achievement.  Moreover, it is important to evaluate the success of the trade show conference aligned with the event goals.  The event shall start with mapping the interests and expectations of the concerned stakeholders to the event whilst factoring their level of interest and power concerning the event’s success.  Proceeding to maximise participant experience and their importance to building the sales pipeline for the AR/VR conference solution, every aspect of the event from venue to channel outreach, contents, service and sales engagement process along with sales traction shall be measured by scores on KPIs namely, Total Registrations, Conversion Rate and Post-Event Conversion (O'Toole, 2011) (Singh, et al., 2023). Using the scores and feedback received from participants, the post-event procedures can be enhanced to suit the requirements of business clients whilst allowing a better scope to design future events.  
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The pricing decision for the trade show shall be arrived at considering factors such as costs associated with the event, budget and other considerations such as the attendee’s disposition to pay. Based on research on events within the UK, plausible estimates and the GTM event offer, a combination of competitive pricing and value-based pricing shall be fixed for the ticket pricing and event entrance fees (O'Toole, 2011).  Moreover, the chosen KPIs for the event shall measure the progress of the trade show conference and its revenue-generating potential.

[image: ]
The trade show conference which mirrors a planned event has provided the estimated costs to be incurred during the project execution. Using a cost breakdown structure, the necessary components for the trade show conference enablement (expenditures) have been shown as part of budgeting and better cost estimating. Moreover, the table also accounts for the total income arrived from the accrued trade show conference activities which is more than the expenses driven by the presentation and sales efforts along with the marketing promotions (Getz & Page, 2024) (Meredith, et al., 2021). Overall, the trade show conference organised by Hospitality Sector Council UK remains optimistic to be a profitable project. 
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The funding sources and the revenue streams for the trade show conference have been shown separately. Showcasing the availability of finances for the trade show conference and the gain in outcomes through the identified revenue channels, the latter, in particular, shall determine the success of the project feasibility and development (Getz & Page, 2024) (O'Toole, 2011). A dedicated approach to harnessing these channels would be essential. 
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The trade show business conference organised by the Hospitality Sector Council UK conforms to the event mindset and requirements of the MICE industry. The feasibility study of the trade show conference i.e., Global TeleMeet: Redefining the future of corporate meetings (new conference solution enabled by AR/VR technology with built-in telepresence and automotive display) has been undertaken casting clarity on the success of the project. The screening process entailed exploration of the market factors, operational factors and financial factors relevant to the trade show event ensuring that the project remains optimistic and profitable.
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Introduction

Event Name- Global TeleMeet: Redefining the Future of Corporate Meetings

Theme- “Technology and Innovation in the Hospitality Sector”

» Event type: Trade show conference (2nd & 3rd May 2024)

» Venue: London Marriott Hotel, Grosvenor Square

» Organisation: Hospitality Sector Council UK
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Project (Goals &market factors)

Target Market

Corporate clients from different countries

Reaching out to the identified business segment
(trendsetters and leaders) beneficial for AR/VR conference
solution

Focusing on C-level executives, directors, owners travelling
for work purposes

Extending network scope within the audience for further
innovation and enhancement of the AR/VR conference
solution and alignment with Industry 4.0
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Project & Positioning: Market factors (Demand and Supply &
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People (Human resources & skills requirement)

Requirement of skills: GTM trade show business conference
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Place (Venue availability and infrastructure & event
resource requirement
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Promotions ( Target audience outreach) & Performance
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Pricing decision

» The pricing decisions for the trade show event shall concern a variety of factors incl
assoclated with the event, budget and attendee’s willingness to pay

» For the trade show event shall traverse the competitive pricing zone and the value pricing

» The adopted pricing strategy including the AR/VR conference solutionsales and estimated
should be profitable

» The KPIs shall be used to measure the progress of the trade show and its revenue-genera
potential

» The decision streamlines from a cost breakdown of the event, income potential and a
funding and revenue
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Financial factors (Cost breakdown: Income and Expen

Amount (in £)

Expense items for the | Amount (in £)

trade show conference

Hotel charges 5000 Subscription to be received for the trade show

conference registration ( considering 50
registrants)
Booth expenses Entrance fees for business visitors (30) 6000
Design. constuction& 6000 Sale and booking of conference solutions( including 25000
infrastructure sefting (including pipeline)
smartphone application
Marketing & Promotions  10.500 Exclusive and personalised hosted programmes for 6000
(Pre-show, Online and VIP clients
Social media & Printed
Items
Guests handling and 3000
provisions

Staff expenses (wage and 6000
training for 6)




image15.jpeg
Financial Factors (Funding & Revenue)

Funding sources

 Event subscription, entrance fees

Revenue Streams

* AR/VR conference solutionbooking and sales

* Running hosted buyers’ programme
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Conclusion

The trade show conference conforms to MICE industry mindset and requirements
The feasibility study undertaken on the event project has cast a greater clarity on its success

Parameters included in the feasibility study- market factors, operational factors and financial
factors

: o \
The screen process ensured that the trade show conference remains optimistic and profitable
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Event- Global TeleMeet:
Redefining the Future of
Corporate Meetings

Venue: London Marriott Hotel, Grosvenor Square

Organisation: Hospitality Sector Council UK




