Event Feasibility Plan
Student name: Alina Elena Craciun
Student number: 2212851
Module title: International Meetings Management for the Hotel Industry
Module code: BMIH6007
Lecturer name: Kathryn Flynn



















[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
image7.png
Context Analysis

Support likely from cultural ministries o
and tourism boards due to global
appeal (Zhang, 2023).

Cultural events drive local spending, ®
benefiting the economy ( Negrusa et
al., 2016).

Rising demand for authentic cultural o
tourism experiences ( Disegna et al.,
2011).

Social media enhances festival reach ®
and visibility (Young, 2022).

Strong cultural positioning,
community support.

High startup costs, weather
dependency.

Media exposure, partnerships.

Weather risks, competition from
European Christmas markets.
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               Context Analysis Support likely from cultural ministries and tourism boards due to global appeal (Zhang, 2023). Rising demand for authentic cultural tourism experiences ( Disegna et al., 2011). Cultural events drive local spending, benefiting the economy ( Negruşa et al., 2016). P S E    Social media enhances festival reach and visibility (Young, 2022). T  S o w    T  Strong cultural positioning, community support. Media exposure, partnerships. High startup costs, weather dependency. Weather risks, competition from European Christmas markets.                                                          
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Venue and Location

Ideal Location

Vienna’s Rathausplatz — central,
spacious, and qualified for winter
markets and cultural events.

QCrowd Accommodation Q Infrastructure

Open area suitable for large crowds, Requires heating, lighting, sanitation, and
aligning with the festival's cultural vibe emergency response for crowd safety (Walker,
(Ardani, 2017). 2003).
Q Visitor Comfort Q Weather
Equipped with heating tents and food Plans include indoor backup and portable
stands, ensuring comfort even in bad heating for weather delays, enhancing safety and

weather (Chen, 2013). experience (Deng et al., 2019).
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               Ideal Location Visitor Comfort Crowd Accommodation Venue and Location Vienna’s Rathausplatz – central, spacious, and qualified for winter markets and cultural events. Equipped with heating tents and food stands, ensuring comfort even in bad weather (Chen, 2013). Open area suitable for large crowds, aligning with the festival's cultural vibe ( Ardani , 2017).                                                Infrastructure Weather Requires heating, lighting, sanitation, and emergency response for crowd safety (Walker, 2003). Plans include indoor backup and portable heating for weather delays, enhancing safety and experience (Deng et al., 2019).  
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Predicted Costs & Revenue
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                  Predicted Costs & Revenue                         Amount De scription Budget Overvi ew 50,000 Cost of venue and necessary equipment rental Venue and Equipment Rental 20,000 Advertising and promotional activities Marketing and Promotion 15,000  Compensation and other staffing costs  Staff and Volunteer Costs 25,000  Design and installation of event set Set Design & Installations 10,000  Food services and vendor management  Catering & Vendor Coordination 10,000  Reserve for unexpected expenses Contingency 130,000 Total Estimated Costs                        Amount De scription Revenue Streams 80,000 10,000 attendees at €8 each Ticket Sales 60,000 Partnerships with local and international brands Sponsorship 20,000 Fees from participating vendors  Vendor Participation Fees 10,000  Estimated sales of event merchandise  Merchandise Sales 170,000 Total Estimated Revenue 40,000 Total Revenue - Total Costs Projected Profit
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Strategic Partnerships

yo= .
e
/, Main : / Full
0 SponSQ/r/ Sponsor Sponsor
/
S/
—
Coca-Cola Marriott Hotels Emirates Airlines
Branded \{endor Z0nes Marriott Hospitality Area for Branding across event spaces,
supporting c'ultural event branding (Dolores et emphasising cultural connection
engagement (Joines, 2018). al., 2021). (Lukic-Krstanovic, 2013).

Boosts brand exposure, supports finances and enriches attendee experience
(Luonila, 2016; Michelini et al., 2017).
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                 Strategic Partnerships       Branding across event spaces, emphasising cultural connection (Lukic - Krstanovic , 2013). Emirates Airlines Marriott Hospitality Area for event branding (Dolores et al., 2021). Marriott Hotels Branded vendor zones supporting cultural engagement ( Joines , 2018). Coca - Cola Main Sponsor Co - Sponsor Full Sponsor Impact Boosts brand exposure, supports finances and enriches attendee experience ( Luonila , 2016; Michelini et al., 2017).
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Marketing Execution

Digital: YouTube, Instagram campaigns for global reach (Bashar et
al., 2024)

Influencers: Boost participation (Campillo-Alhama & Martinez
Sala, 2019)

Offline: Tourism boards, cultural groups (Piva et al., 2017)

Segmentation: Target tourists via agents, locals via schools
(Truong & Hall, 2013)

Goals: Raise visibility, sales, and prominence

.
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                            Marketing Execution Digital: YouTube, Instagram campaigns for global reach (Bashar et al., 2024) Influencers: Boost participation ( Campillo - Alhama & Martínez - Sala, 2019) Offline: Tourism boards, cultural groups (Piva et al., 2017) Segmentation: Target tourists via agents, locals via schools (Truong & Hall, 2013) Goals: Raise visibility, sales, and prominence   
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                 Event Cycle and Risk Management     Planning Goals, location, finances, sponsors; reduces risks (Silva, 2024). Delivery Logistics, coordination, emergency prep (Kemp, 2009).  Evaluation Feedback, financial review, success metrics (Wood, 2009)     Weather: Heated tents for comfort ( Chokur & Al - Khafaji, 2022). Financial : Budgeting, diverse income, emergency reserves (Rivera et al., 2008). Safety : First aid, security onsite ( Dadwal & Dadwal , 2020).                                                       
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\ 'Conclusion

Profitable Opportunity:
Meets demand for immersive winter experiences, boosting
local economies (Li et al., 2021).

Feasibility:
Strong audience appeal, suitable venue with contingencies,
and sustainable revenue model (Akhundova, 2024; Torre &
Scarborough, 2017; Dolores et al., 2021).

Next Steps: Secure partnerships, finalise promotions,

and start logistics. |
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                                Conclusion Profitable Opportunity : Meets demand for immersive winter experiences, boosting local economies (Li et al., 2021). Feasibility : Strong audience appeal, suitable venue with contingencies, and sustainable revenue model ( Akhundova , 2024; Torre & Scarborough, 2017; Dolores et al., 2021). Next Steps: Secure partnerships, finalise promotions, and start logistics.   
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                             The Winter Heritage & Arts Festival Alina Elena Craciun                               
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                                                 The Event     Highlights global winter customs with art, performances, and workshops. Draws international visitors for cultural exchange. Meets demand for cultural tourism (Kelly et al., 2019). Generates income from tickets, sponsors, vendors ( Configio , 2019; FestivalPro , 2020). Enhances tourism spending and local economies ( Zadel & Bogdan, 2013; Rivera et al., 2008). Builds community pride and supports cultural preservation ( Bowitz & Ibenholt , 2009).                  
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Demand by Target Market

M Audience ® Tourism Demand

Appeals to cultural tourists, art Meets demand for unique cultural
lovers, families, and culture - experiences (Borowiecki & Castiglione,

focused attendees. 2014; Cetin & Bilgihan, 2016).

£ Competitive Edge & Experience

Inclusive, multicultural focus Prioritizes authentic cultural exposure and
beyond typical holiday events. education, surpassing tourism standards
(Nancy & Greg, 2019).
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                 Demand by Target Market Inclusive, multicultural focus beyond typical holiday events. Appeals to cultural tourists, art lovers, families, and culture - focused attendees. Meets demand for unique cultural experiences (Borowiecki & Castiglione, 2014; Cetin & Bilgihan , 2016). Prioritizes authentic cultural exposure and education, surpassing tourism standards (Nancy & Greg, 2019). Audience Competitive Edge Tourism Demand Experience                                                                           


