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[bookmark: _Toc166000019]Introduction 
This presentation sheds light on the ways in which modern technology could innovatively transform customer experience in MICE industry and thus conducted a feasibility study. The presentation is focused on a UK based event for virtual tour that will be participated by industrial players and executives from relevant MICE industry business executives. Promoting the potential of virtual tours and showcasing guests with a glimpse of the power of technology and innovation is the main approach of this event. 
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[bookmark: _Toc166000020]Market Factors: Target Market and Demand 
Virtual tour market has significantly strong global market growth potential. As per reports, global virtual tour market is expected to exponentially grow with annual 27.9% CAGR growth rate to reach a market value of £14.3 billion by 2030 (Lu et al., 2024). Global market studies also claim that tourism and hospitality industry are the highest market share holders in the virtual tour service market. North America has been projected to be the largest market for virtual tour services and Europe is projected to have the second highest market share (El-Said & Aziz, 2022). Thus, the presented statistics indicates strong growth potential for demand condition for virtual tour events and services. It can be said that virtual tour is one of the most popular and potential technical trends for the British as well as global MICE industry (Baran & Baran, 2022). 
[image: ]
[bookmark: _Toc166000021]Market Factors: Target Market and Supply 
The targeted event targets to be a common platform for brining tour operators and VR technology companies in the UK to foster better adaptation of virtual tour services. A recent UK market study claims that market size for virtual reality headsets within the nation has exponentially increased from just £50.4 million in 2018 to £307.3 million by the end of 2023 (Lu et al., 2024). The market size is forecasted to further increase up to £494.2 million by the end of 2028. Thus, it can be said that targeted technological aspect for tourism and hospitality industry also has high and growing supply condition within the targeted UK market (El-Said & Aziz, 2022). 
[image: ]
[bookmark: _Toc166000022]Market Factors: Situational and Feasibility Analysis 
There are key changing trends and market conditions that contribute in the feasibility and success potential of the targeted event. 
First of all, a recent UK market research shows that Virtual Reality has the most desired application in tourism related activities among almost 37% adult population within the nation (Yung et al., 2021). Thus, it can be said that demand from the tourism sector customers in the UK is paving the way for growing virtual tour and VR technology adaptation rate among tour operators and travel agencies. Increment in demand condition for virtual tours is making the event feasible enough to attract the interest of tour operators as well as tourism sector customers (Talafubieke et al., 2021). 
Secondly, adult population penetration rate for independent online travel booking behaviour in the UK has increased from 28.4% in 2017 to 33.2% in 2023. Thus, growing trend of online travel booking makes virtual tour an added advantage for tour operators to gain the trust of customers through offering them with real time view of the destination, services and accommodation (Oncioiu & Priescu, 2022). 
Thirdly, Europe has been the most preferred holiday destination region for British travellers. However, in recent years popularity of European destinations has decreased among UK travellers due to BREXIT transition and changes in visa policies (Guttentag, 2022). Thus, virtual tours could be valid factor for tour operators and travel agencies to diversify their services through showcasing real-time view of emerging destinations and facilities to customers through virtual reality (Rauscher, 2020). 
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[bookmark: _Toc166000023]Operation Factors: Event Concept and Aim 
Due to BREXIT transition and changing visa policies, visiting interest of British travellers to European destinations has drastically reduced in recent years (El-Said & Aziz, 2022). As a consequence, independent tour operators and travel agencies are facing productivity challenges. In case of promoting emerging destinations outside Europe, gaining customer trust becomes a challenging factor for tourism and hospitality businesses (Yung et al., 2021). Hence, this event tries to promote the concept of virtual tour so that independent tour operators could gain the trust of customers for newer emerging and uncommon destination and associated hospitality facilities through giving them with a real time service overview with virtual reality technology (Loureiro, 2020). The ways in which virtual reality technology could be used for better service overview and promotion to tourism and hospitality industry customers is the key area of discussion for this event (Disimulacion, 2020). 
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[bookmark: _Toc166000024]Operation Factors: Venue and Event Overview 
The selected venue for the event is 41 Portland Place which is one of the most conveniently accessible event venues in Central London region. Alongside being the host to headquarters of most of the leading tour operator brands, London is also common location to the largest number of independent tour operators and travel agencies within the UK (Oncioiu & Priescu, 2022). Thus, selection of 41 Portland Place as event venue will ensure the event to get greater degree of response from the primary target audience. The key aspect of the event is virtual reality headset based presentation of uncommon foreign destinations for promoting the potential of virtual tour services (Loureiro et al., 2020). The attendee SME tour operators will be provided with real time glimpse of virtual tour experience so that their adaptation interest can be triggered (Anas et al., 2020). The event will also have dedicated session of video conference among attendee tour operators, foreign hospitality business and VR tech experts so that holistic adaptation benefits, costs and plan can be discussed (Yung et al., 2021). 
[image: ]
[bookmark: _Toc166000025]Operation Factors: Key Skills and Venue Suitability 
The key reasons making 41Portland Place an ideal venue for the target event has been shown through the above slide. The event manger and management team needs a wide range of skills for ensuring optimum successfulness. In case of the event manager, strong leadership and management skill is highly needed to ensure quality supervision of the event management team (Jeong & Kim, 2020). Strong planning and strategic thinking skills are also highly needed not only to develop a feasible and realistic event organisation plan but also to minimise challenges as well (Fox et al., 2014). The event manager also needs to have good time management skill for monitoring progress and meeting event activity deadlines on time (Meredith, 2022). Members of the event management team needs to commonly have strong communication skill for explaining the event importance to target audience and get them to register (Getz & Page, 2019). Strong coordination and team working skills are also needed for synchronised execution of the event plan. 
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[bookmark: _Toc166000026]Operation Factors: Key Event Stakeholders 
This part of the presentation sheds light on the five key stakeholders and their key roles towards successfulness of the event as well. Interested and valid number of attendees is the most important stakeholder category for an event (Fox et al., 2014). Thus, independent tour operator and travel agencies from London and surrounding regions are the main stakeholder category as the target audience to the event (Verma et al., 2022). VR Tech partner will be the main sponsor to promote their services through the event to potential tour operators and travel agencies as customers (Getz & Page, 2019). The tech partner of the event will also facilitate tech dependent operations through supplying relevant setups including VR headphones, video conference screen, auditorium setup, etc (Meredith, 2022). The event manager will be the primary decision making authority in the event management process. Making optimum use of the event fund to make it profitable and providing quality supervision to the event management team will be the key role of the event manager (Fox et al., 2014). Alongside coordination event activities and guest onboarding, the event management team will play valid role to promote the event to the target audience and gather valid number of attendees. The venue workforce will also be a key stakeholder category for managing guest satisfaction with food, hygiene and hospitality (Godovykh et al., 2022). 
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[bookmark: _Toc166000027]Financial Feasibility: Sponsorship, Resources and Expenditure
The VR tech partner of the event will be the main sponsor as there will be potential commercial benefits to gain customers in the form of interested tour operators and travel agencies to adopt virtual tour services (Fox et al., 2014). It has to be mentioned that sponsorship by the VR technology partner will be the main source of funding to the event. Other funding sources that can be accessed for additional cost requirement are short-term loans, corporate or angel investors, etc (Walters et al., 2024). Key resource needed for the event mainly include VR headsets, video conference setup, food and disposable cutleries, etc (Rogers & Wynn-Moylan, 2022). Detailed financial projection for the event has been shown on the above slide. Discussions in this part of the presentation also strongly justify the financial feasibility of the planned event. 
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[bookmark: _Toc166000028]Conclusion 
The planned event in this presentation could play vital role for fostering adaptation of virtual reality technology in tourism industry. It has to be mentioned that short duration, low cost planning and viable financial projections makes this event highly feasible to have lasting impacts on the growth of virtual tourism trend in the UK. It could suggest cost effective approaches for virtual tour facilities in SME tour operators and travel agencies in the UK. As a consequence, the outcome of this event could be beneficial for holistic improvement of overall tourism industry and customer experience through technological innovation with virtual reality.  
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