
PLANNING AND DELIVERING AN INTERNATIONAL MEETING/EVENT
Winter  Glow Market Harlow 2024




Table of Contents
1. Abstract ...............................................................................................................1
2. Introduction .........................................................................................................2
3. The Event Cycle .................................................................................................3
4. Event Concept ....................................................................................................4
5. Aims and Objectives of the Event ....................................................................5
6. Event Management .............................................................................................6
· Administration, Set up and Operations
· Staffing and Human resources in the event
· Risk Management
· Marketing Strategy, competitive Advantage and Poter 5 Forces
7. Event Budget .....................................................................................................8
· Event budget
· Sponsorship strategy
8. Industry Trends and Impact ............................................................................9
9. Situational and Cultural Considerations ........................................................13
· SWOT Analysis
· PESTEL Analysis
· Post-event Evaluation
· Legacy of the event
10. Conclusion .........................................................................................................11
11. References .........................................................................................................12
12. Appendix .............................................................................................................15
· Recommendations
· Declaration


Abstract

The Winter Glow Market aims to be a transformative winter festival in Harlow. It is scheduled for 3 days in December 2024. This report outlines the strategic framework underpinning industry best practices and local customs, evaluating critical aspects of event management, such as marketing, operations, logistics, finance, risk management, and event evaluation. The report’s key recommendations point to integrating innovative technologies like virtual (VR) and augmented reality (AR) (Shadiev et al., 2024; Kuleto et al., 2021). to create immersive experiences and celebrate cultural diversity through various traditional themes. The event aims to establish strong community partnerships and a recognisable brand identity. Winter Glow Market (WGM) seeks to position itself as a special annual event in Harlow by prioritising attendee experience and operational excellence. It is forecast to generate significant cultural and economic benefits and stage a lasting legacy in Harlow’s social landscape.


Introduction 
The Winter Glow Market is a vision brought to life in Harlow’s central plaza by Harlow Council and several sponsors. It is more than a festive seasonal fair; the event seeks to capture the local community spirit and invigorate the town economically. The festival, scheduled for three days in mid-December 2024, where the harshness of the season ordinarily serves to deaden the senses, seeks to bring light and warmth and community bonding and celebration, drawing residents and tourists while staging to become an annual tradition by creating a ripple of goodwill and economic activity that remains relevant long after the holidays. The event matches a multifaceted gathering crafted with intention, care, and an awareness of Harlow’s unique cultural identity.
This report examines the strategic framework guiding the event’s planning and delivery. The analysis integrates established best practices with local insights specific to Harlow. It enables a critical assessment of key event management components, including marketing, operations, logistics, finance, risk, and evaluation, while exploring their implications for Harlow’s cultural and economic development. As Getz (2012) articulates, local cultural events serve as economic engines and cultural hallmarks reinforcing a community’s identity and sense of place.
The Event Cycle
WGM follows the multi-phase approach of the event cycle: conceptualisation, planning, execution, and evaluation (Shone & Parry, 2019). Planning the event requires a strategic focus to ensure alignment at every stage with its objectives (Bladen et al., 2012). The ongoing feedback mechanism ensures continuous development, stakeholder involvement, and iterative changes (id.).
First, in the conceptualisation phase, the theme was crafted – winter market, a blend of traditional Christmas elements and modern aesthetics to attract a broader audience to WGM. The phase focuses on creativity, conceptual strength, and relevance. Sharples et al. (2014) note that the event’s thematic clarity and strength are central to resonate with the audience and enhance engagement and memorability. Next, the event follows the planning phase. It shifts focus from broad strategies to specific tasks needed to realise the vision. The report further examines how the logistical, financial, and human resources align with the strategic objectives of the WGM, a requirement of this phase. Next, in the execution phase, adaptability and coordination are critical (Dowson et al., 2023). Teams work together to deliver the flawless experience promised to attendees. Lastly, the evaluation phase plays a crucial part beyond simple feedback collection as a tool for assessing event’s impact and establishing improvements and further trends (Ferdinand & Kitchin, 2022). Furthermore, the report will analyse how WGM has established its legacy.
Event Concept
Research explores the emotional reactions to event experiences (Berridge, 2006), and analyses the meaning of event and their significance to a specific audience (Berridge, 2015). The emphasis is on participants’ experiences rather than merely managing events and indicates a significant shift from the traditional approach (Bladen et al., 2012). The Winter Glow Market fundamentally celebrates community, festivity, and togetherness. It takes Harlow’s local culture and presents it in a Christmas and winter-themed market. The event is staged locally but with enough charming lighting and winter decor to give the taste of a “place of belonging and joy” (Sharples et al. 2014). The market’s ambience is crafted to appeal visually and induce a sensory experience that fosters emotional connections (Sharples et al., 2014; Sousa et al., 2020). There are 5W in crafting an event - why, who, when, where, what (Blanden et al., 2012). These were asked when WGM was designed. Unique features such as Santa’s Grotto, artisanal stalls, live music entertainment, and craft workshops propose a sense of wonder, joy, and belonging, deepening the event’s call. The Maslow theory explains the psychological and social motivations (Bladen et al., 2012)  that can trigger the need for the event, and WGM includes this perspective in its design. The social interactions humans long far beyond the family structure are used as a powerful motivator/ trigger to engage with the event (id.) 
The Harlow Town Council’s support reflects its perception of the event’s economic and touristic potential for Harlow. The local businesses actively support town’s financial ecosystem in exchange for a stage to showcase their goods, thus creating a mutually advantageous situation. The market’s design, which strategically includes local businesses, artisans, and entertainers, aligns with Bladen et al. (2012) in their assertion that integrating community resources strengthens an event’s authenticity and fosters local goodwill. Event design is essential in staging planned events, bearing the capacity to generate transforming experiences for attendees (Yeoman et al., 2015). There is an increasingly strong emphasis on the importance of meaning and the quality of event experiences (Getz & Page, 2016; Wrathall & Steriopoulos, 2022). 
The scale of the event, projected to attract over 5,000 attendees, represents a balance between ambitious reach and practical manageability. Family-friendly and interactive aspects ensure that visitors of all ages enjoy the market. Diversity in offerings broadens the market’s attractiveness and increases its potential for inclusive community engagement, which is one of the Winter Glow Market’s strategic goals.
Aims and Objectives of the Event
The Winter Glow Market targets local residents and families from Harlow and wider Essex and Hertfordshire, appealing to those seeking shared experiences, family traditions, and community bonding. Events like this fulfil social interaction and community cohesion needs, according to Getz (2012), creating a relaxed, festive space that fosters local connections. The WGM aims to create an annual cultural hub for Harlow that generates visibility and economic advantages (Tum & Norton, 2005). This aim is supported by specific, measurable objectives, including achieving attendance exceeding 5,000, securing financial viability through diversified revenue streams, and establishing a high standard of visitor satisfaction. These objectives are operational goals and aspirational benchmarks(id.) that align with Harlow’s broader cultural and economic aspirations. Bladen et al. (2012) highlight the significance of SMART objectives in guiding complex event strategies, as they serve to anchor the planning process and yield measurable outcomes. By focusing on these objectives, WGM positions itself to be a meaningful, impactful, and sustainable event for Harlow.


Event Management 
According to EMBOK (Event Management Body of Knowledge), a model that offers a systematic framework for planning and executing events, an event has five critical domains: administration, design, marketing, operations, and risk management. WGM integrates these fundamental elements in its crafting. The model serves as a balanced approach that engages creativity, logistics, and safety and provides a comprehensive reference for strategic and practical decision-making (Silvers, 2012). A structured event management is essential to the WGM’s smooth operation and safety. The approach involves logistics, staffing, vendor coordination, and crowd management. Furthermore, a well-defined structure and communication channels are designed to reduce operational interferences and improve stakeholders engagement. 
According to Bowdin et al. (2012), effective resource management is integral to achieving operational coherence, especially in events with high attendee volumes. Guest services, security, and technological support are among the critical tasks supported by a shared team of qualified staff and volunteers. Staffing and volunteer recruitment are pivotal to the WGM’s operational capacity (id.), impacting guest experiences and logistical efficiency. Paid staff will handle core responsibilities, such as registration, ticketing,  security, and technical management, while volunteers will provide critical support in guest services, equipment setup, and charity stands, roles that emphasise guest engagement and strenghten the market’s community-oriented touch as Bladen et al. (2012) suggest. A structured approach to training and briefing sessions ensures that all personnel are well-prepared to handle a variety of scenarios, from guest inquiries to logistical challenges, enhancing the event’s professionalism (Shone & Parry, 2019). 

Reflecting on risk management, Getz and Page (2016) argue that risk awareness and proactive planning are fundamental to creating an environment where attendees feel safe and welcome. Risk management is critical in today’s events industry (Arnott, 2020). This risk management approach, grounded in continuous evaluation, positions the event to swiftly handle disruptions, thereby preserving guest safety and event integrity. The event’s risk strategy begins with rigorous adherence to licensing, health, safety, and insurance requirements, ensuring the event operates within a legally compliant framework. Key risk factors—weather variability, high attendee volumes, logistical breakdowns and timely coordination of activities are countered with a structured response plan, including training sessions on emergency protocols for all staff and volunteers. Collaboration with Essex Police and Harlow Fire Service enhances security and public safety, while robust insurance coverage reduces liability. Health and safety measures are also thoroughly planned, including crowd control barriers, first aid stations, hygiene protocols for food vendors, waste management processes and cleaning and clearing (Shone & Parry, 2019). Getz and Page (2016) argue that risk assessment and compliance are foundational elements of event management, particularly where high visitor numbers intersect with diverse operational needs. This risk management approach ensures that WGM maintains safety and visitor satisfaction, aligning operational strategies with the event’s community-centred goals.
The WGM’s marketing strategy employs integrated marketing communications (IMC)(Bowdin et al., 2011), crafted based on the specific 7Ps of the WGM marketing mix (Wrathall & Steriopoulos, 2022). The approach combines various marketing methods and channels to deliver a consistent and cohesive message across all media, increasing target reach and engagement (Bladen et al., 2012). Key activities include Facebook and Instagram advertising promoting events (Naratha et al., 2019) such as Santa’s Grotto and live performances aimed at families and tourists. Social media’s real-time interaction makes it an effective instrument for generating excitement (Raj et al., 2017). Furthermore, local partnerships with schools and companies leverage neighbourhood networks, increasing the event’s visibility and attractiveness (Beech et al., 2014). 
The analysis of WGM’s competitive landscape of seasonal events in Essex and Hertfordshire shows both opportunities and challenges. The marketing strategy utilises Porter’s Five Forces to mitigate competition by focusing on local crafts and family-oriented activities (Capriello, 2018). This strategy intends to foster local commitment (id.) and reduce regional event rivalry, as Raj et al. (2017) suggest strong community links mitigate external competition by fostering local loyalty.
Event Budget
The event’s budget balances quality and financial sustainability, ensuring a high-quality experience within revenue restrictions. Major expenses include the venue, infrastructure, staff, promotion, entertainment, and a contingency fund. Setting up the venue costs £15,000, including market stalls, lighting, and decor to enhance its visual appeal. Next, staffing costs, estimated at £10,000, encompass training, volunteer coordination, and essential personnel roles to maintain seamless operations. Marketing efforts are one of the major costs, with £8,000, focusing on digital campaigns, local radio, and community partnerships to maximise reach. Entertainment and activities are essential for creating a festive atmosphere and enhancing visitor engagement. They are budgeted at £6,000. Lastly,  a health and safety budget of £4,000 guarantees regulations compliance and a budget of £2,500 makes an emergency fund to allow for flexibility in addressing unforeseen expenses (Shone & Parry, 2019). 
Silvers (2012) emphasises that careful budget planning, with contingencies, underpins the financial stability of community-focused events and that comprehensive financial planning, paired with diversified revenue channels, protects against primary income source fluctuations. The budget of £45,500 is expected to balance a projected revenue of approximately £50,000. This balance secures financial feasibility and allows for reinvestment into future events, fostering the sustainability and growth of the WGM as an annual tradition.
The WGM’s sponsorship strategy unites local and regional brands, enhancing budget and credibility through community-aligned packages (Stadler, 2021; Capriello, 2018) that appeal to sponsors like Tesco. Also Raj et al. (2017) note that an effective sponsorship strategy aligns brand visibility with community values, enhancing mutual benefit. Community-centred sponsorship strengthens brand loyalty (Farrelly et al., 2006). Engaging stakeholders, from local businesses to volunteers, enhances the event’s reach and resilience, which Bowdin et al. (2012) affirm is vital to building operational resilience and community trust.

Industry Trends and Impact
The events industry increasingly emphasises immersive, sustainable, and digital experiences as essential to meet modern audience demands (Mcloughlin, 2018). Today’s attendees seek interactive rather than passive events, prioritising memorable experiences over traditional formats (Mair, 2018). The WGM responds to this shift by changing its perceptions and behaviours (Bladen et al., 2012) to include interactive elements such as interactive app, online ticketing, Santa’s Grotto, live music, and festive decor, creating a unique, family focus atmosphere that enhances its competitive positioning.
Sustainability is a critical approach, with eco-practices becoming a standard expectation. By integrating waste management, eco-friendly design, and sustainable supplier selection, the WGM meets industry standards while improving its reputation as environmentally friendly (Bladen et al., 2012). Mair and Laing (2012) observe that the greening of events consolidates community bonds and enhances relevance. However, balancing sustainability with budget constraints can be challenging, especially for small-scale community events like Harlow’s.
Adopting digital innovations (Shadiev et al., 2024), like QR codes for schedules and online ticketing, adds convenience and accessibility while reducing paper waste. QR codes streamline event navigation and enable real-time updates, meeting the demands of tech-savvy audiences who value quick access and efficiency (Getz & Page, 2016, p. 234). Yet, reliance on digital systems may pose accessibility challenges for less tech-inclined visitors or in case of a cyber attack (Shone & Parry, 2019). Thus, integrating digital and traditional options maximises inclusivity and enhances the visitor experience (Mcloughlin, 2018).

Situational and Cultural Considerations
The WGM succeeds by aligning with Harlow’s cultural identity, emphasising inclusivity, local character, and seasonal celebration(Capriello, 2018). Bringing together residents and local businesses fosters community bonds(id.). As Bladen et al. (2012) note, events anchored in local culture and heritage foster a more profound sense of belonging, positioning the market as a meaningful addition to Harlow’s cultural landscape. The market’s central location in Harlow ensures easy access for attendees, enhancing inclusivity and maximising attendance (Shone & Parry, 2019). Local businesses benefit from increased traffic, contributing to the economy (Bladen et al., 2012). Getz (2012) also points out that events that draw large crowds to a central location support both direct and peripheral economic impact, benefiting the broader community. 

SWOT Analysis. The WGM exploits its strong alignment with Harlow’s community values and high local business involvement, reinforcing social bonds and residents’ engagement (Bladen et al., 2012). The limited marketing budget and reliance on good weather pose risks, especially for small retailers. Getz and Page (2016) warn that community-focused events must balance budget limits with participant expectations, which might limit operational flexibility (Capriello, 2018). Nevertheless, the event can leverage regional growth opportunities through digital engagement (Wrathall & Steriopoulos, 2022), such as online booking and QR codes for program access. This strategy modernises the event (Namratha et al., 2019; Capriello, 2018) and positions it well in an increasingly competitive market.
PESTEL Analysis. Politically, the WGM benefits from Harlow Town Council’s support, which facilitates regulatory compliance and aligns with public policies on community engagement (Getz, 2012). Economically, the event increases local business sales (Bowdin et al., 2011), yet broader financial pressures may impact discretionary spending, posing a risk to turnout. Socially, the market enhances cohesion by attracting residents and tourists, providing a shared cultural experience (Bowdin et al., 2012). Technologically, innovations like QR codes streamline visitor access and appeal to tech-savvy attendees (Mcloughlin, 2018; Beech et al., 2014); however, this reliance may alienate less tech-oriented visitors, challenging inclusivity (Beech et al., 2014. Environmentally, sustainable practices align with modern expectations, but they could strain small vendors’ resources, suggesting a need for balance between ecological goals and practical vendor support (Ferdinand & Kitchin, 2022).
Post-event evaluation is crucial for improvement (Dowson et al. 2023), leveraging feedback from attendees, sponsors, retailers and suppliers (id.). According to Bowdin et al. (2012), comprehensive evaluations identify strengths and areas for growth, helping the event become a community asset. Legacy planning is essential to make the WGM an annual cultural landmark of Harlow (Dowson et al., 2023; Blackman et al., 2017), a long-term asset to its identity and economy, establishing a brand (Sharpes et al., 2014). 
Conclusion
The Winter Glow Market is projected a joyful festival that catalyses economic and social improvement to Harlow. The concept demonstrates that a community-centred event fosters local identity and stimulates the local economy (Sousa et al., 2020). This report has strategically analysed the WGM’s potential across multiple dimensions, from operational logistics, financial sustainability, risk management, community engagement, and cultural legacy. More than just an event, the WGM personifies an ambitious plan to create a lasting cultural tradition (Yeoman et al., 2015) that resonates with Harlow’s residents. By prioritising attendee experience and operational quality, it may become Harlow’s annual, high-impact event. Getz (2012) asserts that aligning events with community values, economic imperatives, and cultural relevance is key to their success.
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Appendix:
Recommendations
To enhance the Winter Glow Market’s appeal, incorporating technology such as Virtual Reality (VR) and Augmented Reality (AR) can create immersive experiences that engage tech-savvy visitors and elevate the event’s uniqueness. VR shows would allow attendees to explore interactive winter landscapes, tapping into the growing trend of “experiential engagement” (Mair, 2018, p. 134). Meanwhile, AR features on a mobile app, as well as QR codes for vendor information, would facilitate easy navigation and enhance visitor interaction (Bowdin et al., 2012; Shadiev et al., 2024). The benefits of these technologies include increased visitor satisfaction and shareability(Shadiev et al., 2024), while limitations may involve the initial costs of implementation and the need for technical support.
To promote inclusivity, the Winter Glow Market could highlight various holiday traditions through dedicated spaces or themed days to attract a broader audience and enrich community bonds, as Getz (2012) highlights.
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