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Industry Problem
& Market Gap

« 30%+ UK nightclub closures since 2020

« Rising operational and regulatory costs

- Limited differentiation in traditional formats

» Growing demand for experiential nightlife (21-
35)

- Weak brand loyalty in local markets




The Solution:
Experience-Led
Luxury Nightlife

Solution

.+ Curated, immersive themed
experiences
« Premium positioning

« Fully integrated atmosphere
(music, décor, dress code)
« Value-focused pricing
« Strong emphasis on loyalty and
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Market Opportunity &
Target Segment

The Experience Seeker The Social Analyst The Trend- Driven Student

The Premium Experience The Social Analyst ~ Age: 18.—24
Seeker Age: 24—39 Profile: University students
Age: 27-35 O ¢ iaht Key Traits:
« Values exclusivity and rgamsezg;oup nignts « Social media influenced
aesthetics « FOMO-driven

« Values quality and safety
« Enjoys premium themed
experiences
Strategic Value:

High repeat attendance
and strong brand loyalt

« Price sensitive but
frequent attendees
Strategic Value: Drives
volume & online visibility

« Avoids generic nightlife
 Low price sensitivity
Strategic Value:
Supports premium pricing
and VIP tiers
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Business Model

Market Needs & Offer & Experience

Target Audience : b e
larget Audience Immersive, themed nightlife

 Affluent young professionals events

* Luxury event seekers VIP / premium ticketing options

¢ Social media enthusiasts Sophisticated and exclusive

atmosphere
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Revenue Streams Costs & Profitability

» Tiered ticket sales Venue hire & event production

» Target revenue: £4k~£6k++
per event

» Bespoke VIP packages

» Strategic brand partnerships
Controlled overheads

(no venue ownership)

Business Model &
Revenue Strategy



Competitive Analysis

Industry Weaknesses
- Low differentiation & easily
replicated concepts
« High price competition & weak
brand loyalty

Current Market Competitors
« Price-driven independent promoter
- Fixed-location nightclub operators

Traditional Clubs Veloura Events

Veloura's Competitive Advantage Price-led Experience-led
- Differentiation through immersive,
experience—|ed positioning Generic formats Curated themes
 Scalable consultancy model with low
fixed_ risk StrU Cture Fixed overheads Flexible model

Low loyalty Brand equity focus
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CUSTOMER PROFILE PROMOTION

Affluent young professionals » High-end social media campaigns |

Luxury event seekers * Influencer & VIP partnerships

Social media influencers + Exclusive launch events

o

LAUNCH

Swansea: Summer 2026

POSITIONING PRICING

Exclusive, immersive themed nights : 9 » Tiered ticketing (General, VIP,
Ultra VIP)

Premium, sophisticated branding
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atmosphere Early bird and VIP packages

Go-To-Market Strategy
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The Marketing Mix

Marketing Mix (4Ps)

Product

« Immersive, luxury-themed nightlife experiences

« VIP tiers & curated premium atmosphere

Price

« Value-based premium pricing

* Loyalty incentives & drink rewards

Place

» Partnered venues (Swansea — Cardiff = UK)
 Scalable consultancy-led model

Promotion

- Social media-driven strategy (Instagram [ TikTok)
« Influencer partnerships & user-generated conten
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A New Era of Luxury Nightlife

Curated Atmosphere

Premium Aesthetic
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FOLLOW @VELOURAEVENTS
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Brand Positioning

Brand Identity/
Marketing

« Premium, experience-led nightlife brand
- Differentiation through immersive themed events

Visual Identity

- Black & gold palette — luxury & exclusivity
« Consistent aesthetic across all digital platforms

Brand Strategy

- Emotional engagement & memorable experiences
- Community integration through charity events




Financial Projections &
Growth Forecast

Year1- Swansea Pilot
e -2 events monthly
e 200 attendees avg.
e £4k—£06k per event

Year 2 — Cardiff Expansion

* More events

e Higher VIP sales

e +30—-40% growth target
Profit Strategy

 Tiered pricing

e Low fixed costs

e Break-even Year |




Management Team

& Organisational

Structure

Founder & Event Director

- Strategic vision & brand
positioning

« Partnership
development
« Event concept design

Operations &
Compliance

« Venue coordination
» Health & safety
compliance
- Event logistics & staffing

Marketing & Brand
Management

« Social media strategy
« Influencer partnerships
- Digital content creation

Finance &
Administration

- Budget control
- Revenue monitoring
« Contract management

BANISATIONAL




Conclusion - Strategic
summary

 Clear gap in experiential nightlife market
- Differentiation through premium themed
events

- Defined 18-35 target segmentation
strategy
 Scalable, low fixed-risk consultancy model
« Strong long-term growth & brand equity
potential
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