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[bookmark: _Toc191665185]Executive summary
The “Voice the Change: Raising Awareness about, and Confronting Racism” event is designed to raise public awareness about systemic racism in the workplace. This report outlines the key elements of the event plan, including target audience, event concept, objectives, marketing strategy, budget, and risk management. By implementing this comprehensive plan, the aim is to create a powerful platform for dialogue, education, and action, empowering individuals to experience, and organisations to develop a more equitable and inclusive work environment.
[bookmark: _Toc191665186]Introduction
The “Voice the Change: Raising Awareness about, and Confronting Racism” event focuses on raising public awareness about racism. Its main objective is to create an open dialogue about racial discrimination at the working place and find solutions to combat this issue. The chosen location is The Royal Institution of Great Britain in London, an iconic and accessible space for large-scale educational events (Royal Institution, 2022). The event will bring together activists, professionals, and influencers from various fields, and sponsors that will vary from BBC UK to PepsiCo, and will support the initiative through financial contributions and resources.
[bookmark: _Toc191665187]Report main body
[bookmark: _Toc191665188]1. The Event Cycle
Event cycle as a continuous process that starts with the initial planning, organising and executing of the event, and ends with a post-event evaluation, includes all the necessary steps to ensure the success of an event. (study.com, 2025) The application in case of “Voice the Change: Raising Awareness about, and Confronting Racism” event involves the organising of all stages of the event cycle (Coombes, 2023):
· Planning: Defining the purpose of the event, selecting the location, contracting speakers and influencers, establishing partnerships with sponsors, and developing the marketing strategy.
· Organising: Ensuring the logistic of the event, which comprises all necessary resources (catering, technical equipment, decorations), and coordinating staff to meet the event's requirements.
· Executing: This involves implementing sessions, workshops, and panels on the topic of racism.
· Evaluation: After the event, participant feedback will be analysed to improve future editions.
[bookmark: _Toc191665189]2. The Event Audience
There will be a data-driven approach, to ensure all important aspects are considered. This event needs thorough research of existing data on racial disparities in different industries, allowing for a flexible method-tailoring in raising the awareness and for a format of the messaging which will enable the organisers to reach the most impacted groups. Also, there is a need for specificity when it comes to speakers: activists, professionals, and influencers. (Bowdin et al, 2012)
A further segmentation of the target audience could look like this (Klöckner, 2015):
· industry focus: specifically target professionals in certain sectors (e.g., tech, finance, healthcare) depending on the results of the research.
· job levels: focus on entry-level, mid-level, and senior professionals, with the intention of having the latter physically present, while the former on an online presence.
· geographic focus: the event prioritises attendees from specific regions or cities, again based on research results.
[bookmark: _Toc191665190]3. The Event Concept (Ventola et al, 2015)
A promotional poster (please see Appendix 5) has been designed to effectively communicate key details of the event, ensuring accessibility and engagement across diverse audiences.What participants will experience: The event will include interactive sessions, panels, and workshops presented by experts and influencers in the field of diversity and human rights. Participants will be able to learn about concrete solutions for fighting against racism in their industry and actively participate in discussions and exchanges of ideas. (Bowdin et al, 2012)
[bookmark: _Toc191665191]4. The schedule of the event is carefully considered. (please see Appendix 1)
[bookmark: _Toc191665192]5. Purpose and Objectives of the Event
Purpose: To increase awareness of racism at the working place and provide real solutions to create a more inclusive and diverse work environment tailored to the actual needs of the participants (Birdir et al, 2021). 
[bookmark: _Toc191665193]6. SMART Objectives (Morfoulaki et al, 2022):
· Specific:
· By the event’s end, 80% of participants will identify at least 3 workplace actions to address racial bias or discrimination 
· Secure at least 3 company commitments to implement a specific diversity and inclusion initiative within the next 6 months.
· Measurable:
· Track participant knowledge through a post-event survey with a multiple-choice question.
· Monitor toolkit distribution and download rates.
· Track company commitments through follow-up surveys and public announcements (when and if permitted).
· Achievable:
· Engage participants with workshops and presentations by experts (on-site).
· Build strong relationships with company representatives and offer support for later collaborations.
· Relevant:
· Aligns with the event’s purpose of increasing awareness and combating racism at the working place (Marketing Plan Management: Ruthefords Silvers, J., 2016).
· Time-bound:
· Results measured immediately after the event through the survey.
· Toolkit distribution within two weeks.
· Tracking company commitments within 6 months.
· A SWOT analysis was created to emphasise the place of such an event within the event market (Appendix 4)
[bookmark: _Toc191665194]7. Event Management
For the success of this event, the following skills and resources will be necessary:
· Operational skills: Coordinating logistics (location rental, catering, technical equipment), team management, program monitoring (Logistics: Rutheford Silvers, J., 2016).
· Planning skills: Setting goals and organising activities efficiently.
· Marketing: Promoting the event through social media campaigns, email marketing, and collaborating with influencers.
· Sales: The event will have a physically participatory ticket sale, with participants being able to interact with the speakers; there will be an unlimited number of online observant tickets as well; these will be cheaper tickets and will only offer the opportunity to observe, without the possibility to interact; 
· Necessary resources: Qualified personnel (moderators, technicians, catering staff), sponsors, and strategic partners. Also, catering, banners, invitations, tickets, research necessities.
[bookmark: _Toc191665195]8. Event Budget 
The event budgeting will have 2 main sections: Revenue and Expenses (please see Appendix 2; Appendix 3).
[bookmark: _Toc191665196]9. Trends and Impacts in the Events Industry
In the events industry, there is a growing trend towards organising events that promote diversity, inclusion, fight against bias and discrimination, and human rights. Educational events that address these issues are increasing in demand, and “Voice the Change: Raising Awareness about, and Confronting Racism” perfectly aligns with this trend. The impact of the event will contribute to strengthening a more inclusive organisational culture (Suh et al, 2023).
[bookmark: _Toc191665197]10. Situational and Cultural Considerations
A crucial factor is the current cultural sensitivity in organising an event on the topic of racism (L&D Hero, 2024). It is essential to ensure that all perspectives are represented in discussions and that the created environment is respectful and inclusive for all participants.
[bookmark: _Toc191665198]11. Outcomes of analysis
The “Voice the Change: Raising Awareness about, and Confronting Racism” is an event that represents a significant opportunity to contribute to combating racism at the working place through an educational and interactive approach. The event will be organised in an iconic location and will benefit from the support of important sponsors and influencers. Financial and operational planning is well-structured, ensuring its success and viability.

[bookmark: _Toc191665199]12. Requirements for Event Marketing and Management
[bookmark: _Toc191665200]i. Management:
Who, What, Where, Why, When, How (Preston, C., 2012)
· Who:
· The event will bring together people from various fields, from professionals in the entertainment and business industries to activists and educators. It will attract a global audience interested in diversity and inclusion, as well as in combating discrimination. The choice to include influencers and experts on racism and diversity guarantees the authenticity and relevance of the discussions.
Reasoning for the choice of audience
· The diversity of participants will encourage an exchange of ideas and create a auspicious environment for constructive dialogue and debate. In addition, the presence of public figures that will include a diverse lineup of speakers, including people of colour, LGBTQ+ individuals, and individuals with disabilities, will help consolidate the credibility of the event and attract a wider audience.
· What: 
· The event will include training sessions and workshops where participants will have the opportunity to learn about the mechanisms of racism in industry, but also to actively participate in solving them. Each session will be moderated by renowned experts and activists who will address the topics from different perspectives (social, professional, legal, etc.).
Reasoning for the choice of format
· This type of event is designed to be active, not just one where theoretical discussions take place, but also a space for action and learning. In this way, participants will not only understand the problems but also become part of the proposed solutions.
· Where: 
· The chosen location, The Royal Institution of Great Britain, offers a professional infrastructure, being renowned for prestigious events. It is easily accessible to a wide audience and has excellent facilities for educational sessions and workshops.
Reasoning for the choice of location
· Choosing a prestigious location emphasises the importance and seriousness of the event. An iconic location adds value and authority to the event, which contributes to attracting a quality and influential audience. Also, the location benefits from disability access.
· Why: 
· The main purpose of the event is to address and combat racism in industry, educating participants and encouraging concrete solutions. Also, it will generate a lasting social and professional impact on participants.
Reasoning for the choice of objective
· Education is the key to change, and our event aims to raise awareness, but also to deepen understanding of racism, offer solutions to combat it, and create a network of professionals and activists who can actively contribute to promoting diversity.
· When: 
· The event will be scheduled at a strategic time: Friday. This will ensure that it will not interfere with other important events and will allow for maximum participation both physically and online, from the target audience.
Reasoning for the choice of period
· The choice of the organisation period depends on the analysis of other events taking place in that period, to avoid overlap and thus maximise the number of participants. Also, a correctly selected date helps with efficient promotion around the event.
· How: 
· The organisation of the event will include educational sessions led by experts, activists, and influencers, as well as networking (collaboration both on-site and post-event) and dialogue opportunities. Social media platforms and media campaigns will also be used to promote the event, and participants will be actively involved in the event.
Reasoning for the choice of organisation
· The interactive and collaborative format helps to consolidate the message and promotes a sincere dialogue. In addition, diverse sessions will ensure that participants will learn and actively engage in solving problems related to racism.
[bookmark: _Toc191665201]ii. Marketing (different marketing approaches) (Public Relations Management, Rutherford Silvers, 2016):
a) Social media strategy
· Instagram:
· Instagram has an immediate visual impact on young, active audience. The platform allows for rapid promotion through images and videos and is ideal for promoting events through influencers and hashtag campaigns.
Reasoning for the choosing Instagram
· Instagram has a large and dynamic audience, especially among young professionals and social activists. Visual campaigns are effective for this type of event, where the visual impact of messages is essential.
· LinkedIn:
· It is the professional platform par excellence and will be used to reach opinion leaders and industry professionals who can influence corporate change.
Reasoning for the choosing LinkedIn
· LinkedIn offers us access to an audience from the business and education world, which can take discussions further in the organisations and institutions where they work. Publishing articles and events is an effective way to attract participants with a professional impact.
· X:
· X (Twitter) will be used to stimulate real-time conversations and address relevant topics within the event. It is a fast channel for disseminating news and updates related to the event.
Reasoning for the choosing X?
· X is an excellent platform for discussing important topics in real-time and for stimulating conversations on sensitive issues such as racism. Reactions and opinions will be an important engine for engagement.
b) Marketing strategy beyond social media (Promotions Management, Rutherford Silvers, 2016):
- Traditional Marketing and Parallel Events
Partnerships with organisations and influencers: Collaborating with organisations that promote diversity, and human rights can significantly expand the event's impact.
Reasoning for choosing this partnership?
Organisations already involved in these issues have a vast network of contacts and influence. Partnerships will enhance credibility and ensure a target audience that resonates with the topics addressed.
- Email marketing: Using email marketing will be effective for providing personalized invitations and communicating important details before the event.
Reasoning for choosing email marketing?
It is a direct way to reach interested people and provide them with detailed information. Emails can also include exclusive offers, thereby increasing the number of participants.
- Brochures and Posters:
Cultural and educational centres: Places like Southbank Centre in London or The Black Cultural Archives would be ideal for distributing promotional materials. Also, universities such as University College London (UCL) or the University of Manchester could be excellent places to place brochures and posters.
- Popular public places: Placing posters in crowded places such as Oxford Street in London or near metro and train stations, especially in culturally diverse areas, can attract the attention of a wide audience.
- Advertising in newspapers and magazines:
The Guardian and The Independent: Both are influential British publications that frequently address issues of social justice, diversity, and human rights. Publishing an article or advertisement in these publications could attract an audience sensitised to the subject.
Time Out London: The magazine that promotes cultural events, including conferences, could be an effective channel for promoting the conference.
c) Television and radio:
BBC: BBC television and radio are a major platform for promoting such events. You can contact BBC Radio 4 to organise a discussion or interview about the conference. Also, BBC One and BBC Two could broadcast a commercial about the conference. BBC is tone of the official sponsors. This could be used in the event’s marking favour
LBC Radio: British radio that often hosts discussions on current affairs in the field of human rights and social issues can be another effective promotional channel.
d) Promotional events:
Local and community events: Organise a preliminary promotional event at a cultural festival in cities like London or Manchester that addresses ethnic diversity. The Notting Hill Carnival in London or the Manchester International Festival are examples where you can reach a diverse audience.
Educational events in schools and universities: Collaborating with educational institutions such as the University of Oxford or the London School of Economics can help organise educational sessions or preliminary debates.
e) Partnerships with organisations and institutions:
Hope Not Hate: It is a British organisation that promotes human rights and the fight against extremism (HOPE Not Hate, n.d.). Collaborating with such organisations can attract participants from various corners of the community.
Stonewall: The UK's LGBTQ+ rights advocacy organisation (Stonewall, 2017), which fights for diversity and equality, can be a valuable partner in promoting the conference.
Equality and Human Rights Commission (EHRC, 2020): The British government institution that promotes equality and human rights can help promote the conference through its official channels and contacts with political leaders and activists.
f) On-the-ground events:
Demonstrations and marches: Participating in marches such as the All Refugees Welcome (StandUpToRacism, 2022) or events organised by Black Lives Matter UK (Black Lives Matter UK, 2021) can provide an excellent platform to promote the conference and draw attention to the subject.
Events organised by organisations such as Amnesty International UK (Amnesty International UK, 2019): organising an action in collaboration with Amnesty or other advocacy group, can help distribute information about the conference.
g) Collaboration with local opinion leaders:
Community leaders and activists: Collaborating with figures such as Diane Abbott (British politician known for her anti-racism activism, (Hudson, 2019)) or Akala (British rapper and activist, known for his messages promoting diversity) could draw attention to the conference and help promote it.
Ruth Smeeth: A former politician and anti-racism activist, Ruth could be an important supporter of such an event.
[bookmark: _Toc191665202]Race Model Approach (Chaffey, 2023)
For the marketing of this event, a RACE model approach could be beneficial:
Reach: Visual posts and articles will be used to reach a wide audience through the mentioned platforms. Influencer marketing campaigns will also amplify our message.
Reasoning for using this approach:
An initial broad impact will ensure that the message reaches as many people as possible, including those who are not yet familiar with the topic of racism. This is essential for effective mobilization.
Act: Interactions through contests, Q&A sessions, calls to action for active participation.
Reasoning for using this approach:
Direct audience involvement increases awareness and helps to form an active community that can contribute to meaningful discussions.
Convert: Convincing the public to register and participate, through special offers and exclusive promotions.
Reasoning for using this approach:
Creating a sense of exclusivity and urgency through special offers will boost participation and registration for the event.
Engage: Continued involvement through live posts and educational material post-event.
Reasoning for using this approach:
Continued involvement ensures a lasting impact and a constant dialogue on relevant topics even after the event ends.
[bookmark: _Toc191665203]Conclusion
The “Voice the Change: Raising Awareness about, and Confronting Racism” event is a strategic initiative designed to address workplace racism through education, dialogue, and action. By combining expert-led discussions, interactive workshops, and targeted networking, the event fosters meaningful engagement and long-term impact. A robust marketing strategy, inclusive venue selection, and corporate partnerships ensure accessibility and credibility.

Beyond raising awareness, the event drives tangible change by promoting diversity, equity, and inclusion in professional spaces. Through post-event evaluations and organisational commitments, Voice the Change transforms discussions into measurable actions, reinforcing its role as a catalyst for workplace transformation.


[bookmark: _Toc191665204]Appendixes
Appendix 1:
	09:00 
	 10:00: Event opening and introductory session.

	10:00 
	 12:00: Panel on the impact of racism at the working place.

	12:00 
	 13:30: Lunch break (catering included).

	13:30 
	 15:00: Interactive workshops.

	15:00 
	 16:30: Speeches and final conclusions.

	16:30 
	 17:00: Networking and closing.



Appendix 2:
	Revenue:

	Tickets: £10,000 (100 participants x £100)

	Sponsorships: £8,000 (10 sponsors x £800 each) 

	Total Revenue: £18,000

	A potential supplementary revenue could be obtained from selling online tickets: £25 / ticket

	Expenses:

	Location rental: £3,000 (VenueScanner, 2024)

	Catering: £2,500

	Technology and equipment: £1,200

	Marketing: £1,500

	Sponsorships and partnerships: £5,000 

	Speaker and influencer fees: £4,000 (Hargreaves, 2021)

	Logistics and other expenses: £1,800 

	Total Expenses: £18,000

	Estimated profit: £0 (self-financed event, no financial losses)



Appendix 3 (VenueScanner, 2024):
[image: ]
Appendix 4:
	SWOT:

	•	Strengths: Major sponsors, iconic location, renowned influencers.

	•	Weaknesses: Competition in the field, high costs.

	•	Opportunities: Creating long-term partnerships for future events.

	•	Threats: Possible controversy surrounding the approach to racism.



Appendix 5:
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