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	BUSINESS DESCRIPTION / MARKET OPPORTUNITY
In the post-Covid era, a brand-new business called Virtual Events Hub has emerged with the mission of radically altering the way events are planned and attended. This platform creates an experience that is both smooth and engaging for guests by combining the most recent virtual reality technology with conventional tools used for event management.

[image: ]
Virtual Event photo

This platform makes it easy for organizers to host events, interact with attendees in real-time, and customize the online setting for their attendees' needs. Anyone with a virtual reality headset or a computer may watch the proceedings. The website may be used for a wide range of events, from conferences to trade shows to social gatherings (Pacchioni, 2020). If a company has specific needs or requirements, the platform may only develop a set of solutions for them.
Due to the increased difficulty of planning and attending in-person events, there has been a perceptible increase in the demand for traditional in-person activities to be undertaken online in the wake of the COVID-19 outbreak. The cutting-edge platform satisfies this need by providing an efficient and effective alternative to in-person meetings (Pacchioni, 2020).
The mission is to provide an intuitive and interactive platform where users can easily host and attend virtual conferences, trade shows, and networking events. The platform may cause a sea shift in the events business and how events are organized and attended.

The company is owned by a diverse group of individuals and VC companies committed to transforming the events industry. There is a seed-funding grant, and a pilot program has been launched with a small set of event organizers, both of which have been quite successful up to this time. Extending the platform's reach so it can serve more people is a priority moving forward.





	INDUSTRY ANALYSIS
Threat of new entry 
Depending on the strength of the barriers to entry, the danger of new entrants in the virtual events industry might range from mild to high. Possible entrance hurdles include high initial technological costs, the value of established networks, and the significance of well-known brands (Sá et al., 2019). To create a Virtual Events Hub-style VR platform, for instance, may need a sizable R&D budget, in-house VR technology experts, and a firm grasp of event management best practices. This might make it tough for upstart businesses to challenge the established one. The more event planners and attendees who use the platform, the greater its value becomes for everyone involved (Sá et al., 2019). This might make it harder for upstarts to get enough users to sustain their business. Finally, if the name becomes well-known in the industry, new competitors may find it harder to get into the market (Sá et al., 2019). In the beginning phases of a company's existence, customers may be more inclined to prefer a well-established brand over a new one.

Threat of substitutes
Webinars and other virtual event platforms may be substitutes for this platform, especially if they offer similar features and capabilities (Le et al., 2020). However, the platform differentiates itself by offering a more immersive and interactive experience using virtual reality technology. This may make it a more attractive option for organizers and attendees who are looking for a more engaging and memorable event experience (Le et al., 2020).
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Depending on the capabilities and characteristics of other virtual event platforms, these platforms could also be suitable replacements for this one. On the other hand, this platform provides a full answer in the shape of a solution that combines event management tools, virtual reality technology, and a virtual environment that can be customized. This may make the platform more interesting to event organizers who are searching for a solution that covers all of their requirements for virtual events in a single location (Le et al., 2020).

In-person events are another possible alternative to our platform; this is particularly true for more intimate or regional gatherings, where the expense and effort required for virtual participation may not be worth the return on investment. On the other hand, the COVID-19 epidemic has made it more difficult to schedule and attend in-person activities, which may make this platform more appealing as an alternative (Madray, 2020).
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Bargaining power of customers

The bargaining power of customers for Virtual Events Hub may be moderate to high, depending on the level of competition in the market and the availability of substitutes. If there are many alternatives available to customers, they may be able to negotiate more favorable terms with us, such as lower prices or better quality. For example, suppose several other virtual event platforms offer similar features and capabilities. In that case, customers may be able to negotiate lower prices or better terms with Virtual Events Hub to differentiate it from the competition. Additionally, if customers can choose between in-person events, webinars, or other virtual event platforms, they may be able to negotiate more favorable terms (Madray, 2020). However, if fewer alternatives are available to customers, or if the platform is perceived as offering a superior user experience or a more comprehensive solution, they may have less bargaining power. In this case, the platform may negotiate more favorable terms with the customers. To mitigate the bargaining power of customers, the company will focus on continuously improving and enhancing the platform to provide a superior user experience and offer a comprehensive solution to the customers. Virtual Events Hub will also work to build strong relationships with the customers and offer flexible pricing and customization options to meet their needs.

Bargaining power of suppliers
The bargaining power of suppliers for Virtual Events Hub may be low as there are multiple suppliers for the components of the platform. The platform can diversify the supply chain and lessen its dependency on any particular provider since it obtains components from a number of different vendors (Li & Li, 2018). This provides the platform with greater bargaining power during discussions with the suppliers and enables it to negotiate more advantageous conditions, such as reduced pricing or more flexible payment periods. In addition, the platform uses proprietary technology and off-the-shelf components, which may lessen the dependency on any particular provider. The platform can limit the risk of interruptions to the supply chain and maintain a constant level of quality for the clients due to its practice of acquiring components from a number of different vendors. To reduce the amount of sway that suppliers have on pricing, the firm will try to strengthen its relationships with those suppliers and keep the lines of communication open with them. This will guarantee that the company can satisfy its clients' requirements (Salvini et al., 2022). In addition, the organization will routinely investigate and assess the performance of its suppliers in order to guarantee that it is collaborating with the most capable partners available (Salvini et al., 2022).
Competitive Rivalry: who are my main competitors and how can I differentiate myself from them

	Name of competitor
	Differentiation

	Competitor 1 
VirtualEventsX
	VirtualEventsX is a virtual event platform offering a range of event organizers features, including a customizable virtual environment, real-time engagement tools, and analytics. However, Virtual Events Hub platform differentiates itself by offering a more immersive and interactive experience using virtual reality technology.

	Competitor 2
VirtualConferencesPro

	VirtualConferencesPro is a virtual event platform that specializes in conferences and other large-scale events. While the Virtual Events Hub platform also offers support for conferences and large-scale events, it differentiates by offering a more immersive and interactive experience using virtual reality technology.


	Competitor 3
EventXR
	EventXR is another virtual event platform that offers a customizable virtual environment and real-time engagement tools for event organizers. However, the Virtual Events Hub platform differentiates itself by offering a more comprehensive solution that includes event management tools and a customizable virtual environment.










	



OPERATIONS AND MANAGEMENT TEAM
As Virtual Events Hub is a virtual event platform, the operations will involve different processes and systems. Here is an overview of the operations:
Technology: The platform combines virtual reality technology with traditional event management tools to create a seamless and immersive experience for attendees. The platform will work with software developers and technology partners to design and maintain it.
Customer support: A customer support team will be available to help organizers and attendees with any questions or issues with our platform. This team will handle inquiries, troubleshoot problems, and assist with the setup and management of events.

Marketing and sales: There will be a marketing and sales team responsible for promoting the platform and attracting new customers. This team will work to identify potential customers and market the platform through various channels, including digital marketing, content marketing, and sales outreach.
Financial management: A financial management team will be responsible for managing the budget, tracking expenses, and forecasting revenue. This team will work to ensure that the business is financially sustainable and profitable.
Operations management: There will be an operations management team responsible for overseeing the business's day-to-day operations. This team will be responsible for coordinating the various functions of the business and ensuring that the platform is running smoothly.
The supplies and equipment will include virtual reality hardware and software, event management software, and any necessary hardware and software to support our operations. We will work with vendors and partners to source these supplies and equipment.
Transportation of supplies to the production site (i.e., the office) will not be necessary as most of the supplies and equipment will be delivered electronically. The events will be hosted on the platform, and accessed by attendees from any location using a VR headset or a web browser. The team will be responsible for most of the processes involved in our business, though we may also work with contractors or partners for specific tasks or projects.
How would I generate revenue for business? 
The sale of subscriptions to Virtual Events Hub's virtual event platform to event organizers will be the primary source of income generation for the company. To utilize this platform to hold their events, event organizers will be required to pay a charge (Niner & Wassermann, 2021). In addition, event organizers can purchase extra features and services, such as better engagement tools and personalized virtual worlds (Niner & Wassermann, 2021).
To avoid a drop in income, the firm will concentrate its efforts on continually upgrading and extending the platform to guarantee that it continues to be competitive in the market and appealing to event organizers. The organization will also try to cultivate close ties with the consumers and cater to their requirements; it will provide a range of price and customization choices (Nicolopoulou et al., 2017). In addition, safeguards will be adopted to protect intellectual property and prevent the platform from being used in an unlawful manner. There will be sophisticated financial management systems in place to monitor spending and estimate income, which will assist in spotting potential difficulties and taking remedial action as required. This will help ensure that the organization operates as efficiently as possible (Nicolopoulou et al., 2017). Lastly, in order to maintain its position at the forefront of the market and continue to bring in income, the firm will keep abreast of any new developments or trends in the sector and adjust its business model accordingly (Nicolopoulou et al., 2017).
MANAGEMENT TEAM
	Name 
	Skills
	What do they bring to the firm

	Sarah Smith (CEO)
	Sarah has a wealth of expertise as a technologist and an event manager, making her a well-rounded entrepreneur. She is dedicated to creating an organization that provides participants with a smooth and engaging virtual event experience of the future.
	Sarah brings a wealth of experience in building and scaling technology businesses to Virtual Events Hub

	John Doe (COO)
	John has extensive experience in both project management and customer service, making him an invaluable asset to any organization. He is known for his ability to get things done and increase productivity, even under pressure.
	John brings a wealth of experience in managing operations and building teams to Virtual Events Hub.

	Jane Rowe (CMO)
	Jane has extensive experience in digital and content marketing and works as a marketing and sales professional. She thrives on the challenge of developing and implementing marketing strategies that stimulate expansion and participation.
	Jane brings a wealth of experience in marketing and sales to Virtual Events Hub.

	Tom Smith (CFO)
	Tom has extensive experience in accounting and financial management and works as a financial executive. He has a proven record of success in managing budgets and making revenue projections for expanding enterprises.
	Tom brings a wealth of experience in financial management to Virtual Events Hub.







	


The product is a virtual event platform called "Virtual Events Hub" that combines the latest virtual reality technology with traditional event management tools to create a seamless and immersive experience for attendees. The platform allows event organizers to easily set up and host virtual events, customize their virtual environment, and engage with attendees in real time. Attendees can access the events from any location using a VR headset or a web browser.
Price
The pricing strategy would be based on a subscription model, where event organizers would pay a monthly or annual fee to access the platform and its features. The pricing would be based on the size and complexity of the event, as well as the level of customization and support required. We may also offer pay-per-event pricing for one-off or smaller events (Blake et al., 2021).
Promotional Mix
To promote the product, a mix of traditional and digital marketing techniques will be used. Some of the promotional techniques that would be used include:
Content marketing (blogs, webinars, white papers) to educate potential customers about the benefits of virtual events and how the platform can help them.
Public relations (press releases, media relations) to get media coverage and increase brand credibility.
Social media marketing (Facebook, LinkedIn, Instagram) to reach a wider audience and increase brand awareness.
Influencer marketing to leverage the reach and influence of industry experts and thought leaders to promote our platform.
Search engine optimization (SEO) to improve our visibility on search engines and drive more traffic to our website.
Online advertising (Google Ads, Facebook Ads) to target specific audiences and increase conversions.
Collaboration with virtual event providers/service providers and event management companies.
Place (Distribution strategy)
The product would be primarily distributed online through the website, where event organizers can sign up for an account and start using our platform. The management would also make sure that the platform is easily accessible through web browsers and make use of VR headsets to ensure an immersive virtual experience (Tong et al., 2020). The team would also be open to partnerships with other virtual event providers/service providers and event management companies to expand the reach and distribution (Tong et al., 2020).



	FINANCIALS 
There are several sources of funds that could be explored for the venture "Virtual Events Hub." Some potential options include:
· Venture capital: The Company could raise funding from venture capital firms that specialize in investing in technology startups. These firms typically provide not just funds but also mentorship and resources that are beneficial for startup ventures.
· Crowdfunding: The business could explore crowdfunding platforms such as Kickstarter or Indiegogo to raise funds from many individuals interested in supporting the vision and mission.
· Bank loan: Another way to raise funds is to apply for a bank loan to help expand operations and services (Malecki, 2018).
· Partnerships: The business could explore partnerships and collaborations with other companies in the events or technology industries to bring in additional funding and resources (Malecki, 2018).
· Revenue generation: As the platform scales and attracts more customers, it will also be generating revenue from the subscription fees and other charges we would levy. This revenue can be utilized to support growth and scaling efforts (Malecki, 2018).Bottom of Form
Use of funds
	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	£287000
	£328000
	£344000
	£369000
	£410000
	£451000

	Fixed Costs
(List out your fixed costs)
	£82000
	£82000
	£73800
	£98400
	£73800
	£90200

	Variable Costs
(List out your variable costs)
	£41000
	£65600
	£73800
	£82000
	£75000
	£615000

	Profit 
	£164000
	£180400
	£196800
	£188600
	£261200
	£299300
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