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Welcome to this presentation on Equality, Diversity, and Inclusion. 
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Nature of Event: A multi-sport event to be held at Alexander Stadium, Birmingham aimed at promoting equality, diversity, and inclusion within the local sports community.
Type of Event: This is a sports event that encourages participation from a diverse range of communities and showcases the role of sports in fostering inclusivity (Parent and Ruetsch, 2022). A football match between Birmingham City Football Club and Aston Villa Football Club
Proposed Activities: The event will feature competitions in a football match, workshops on EDI in sports, and panel discussions with influential figures in sports, local leaders, and diversity advocates (Lawrence et al., 2024).
Target Audience: The local Birmingham community, with a special focus on marginalized groups and those underrepresented in sports (Staurowsky and Hart, 2022).
Goal: To create a more inclusive environment in the sports community and promote diversity and equality in athletics.
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Target Market
Primary Audience: Local residents of Birmingham, including ethnic minorities, women, LGBTQ+ individuals, and people with disabilities (Greenwell et al., 2024).
Secondary Audience: National and international participants, sports fans, and diversity advocates.
Demand
Primary Audience: Increased interest in diversity and inclusion, especially post-pandemic, where more focus has been put on equal opportunities and representation in various sectors, including sports (Orunbayev, 2023).
Secondary Audience: Growing emphasis from local government and national sports bodies on EDI initiatives.
Supply
Primary Audience: Birmingham is rich with sporting infrastructure, including venues such as the Alexander Stadium, Birmingham Arena, and Villa Park (Harris, 2021).
Secondary Audience: Availability of local sports clubs, diversity organizations, and local influencers willing to collaborate (Greenwell et al., 2024).
Competition
Primary Audience: Other major sporting events in the region, such as the Birmingham Commonwealth Games, and sports-focused festivals (Orunbayev, 2023).
Secondary Audience: Larger, more established events may attract participants with bigger budgets, but the focus on EDI is a niche yet important aspect.
Marketing Activities
Primary Audience: Local marketing campaigns leveraging social media platforms, partnerships with local community organizations, and outreach through schools and universities (Okonkwo et al., 2023).
Secondary Audience: Media coverage through local newspapers, radio stations, and TV channels highlighting the significance of EDI in sports (Schultz and Arke, 2023). 
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· Raise Awareness about the importance of Equality, Diversity, and Inclusion in sports.
· Encourage Participation from underrepresented communities and marginalized groups.
· Provide Platforms for people of all backgrounds to showcase their athletic abilities (Greenwell et al., 2024).
· Collaborate with local businesses, government agencies, and sports clubs to build a more inclusive sports culture.
· Promote Social Cohesion and unity through sports and collective action.
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· Venue: Alexander Stadium, Birmingham
· A football match between Birmingham City Football Club and Aston Villa Football Club
· This venue is ideal for large sporting events with facilities suitable for athletics, football, and outdoor events.
· Known for its role in hosting significant national and international sports events.
· Accessibility: Easily accessible via public transport and fully equipped for disabled access.
· Capacity: Can accommodate up to 18,000 spectators, providing ample space for participants and fans.
· Backup Venues: Birmingham Arena (indoor sports), Villa Park (football matches), and other local community centers (Greenwell et al., 2024).
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Logistics:
· Event will span over 2 days, with sports tournaments in the first half and panel discussions/workshops in the second half. 
· Volunteers will be recruited from local communities to assist in event management, registrations, and guiding attendees (Crabtree and Zhang, 2022).
Staffing Needs
· Event Managers & Coordinators (3-5 people)
· Tech & AV Teams (Sound, Lighting, Streaming)
· Catering Staff (Food & Beverage Service)
· Security & Registration Staff
Timeline
· 6 Months Before Event: Finalize event details, secure sponsors, and confirm
·  participants.
· 3 Months Before Event: Begin marketing campaign, start ticket sales, recruit volunteers.
· 1 Month Before Event: Finalize logistics, confirm speakers for panel discussions (Supovitz and Goldwater, 2024).
Resource Allocation
· Catering: Food vendors offering diverse options (£20,000).
· Lighting & Sound: Stadium floodlights, PA systems, LED screens (£25,000).
· Parking Facilities: Dedicated spaces, VIP zones, shuttle services (£10,000).
· Seating & Accessibility: Inclusive seating, wheelchair-friendly areas (£15,000).
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These are hypothetical cost and revenue figures that have been written here based on assumption. Assuming that each ticket will sell for £10, 15,000 tickets are projected to be sold. So, the total ticket sales is £150,000. Including sponsorship and other grants, the total revenue will be £300,000 and profit projected as £150,000 after deducting costs. 
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· Local Government: Partnership with Birmingham City Council for event promotion, funding support, and accessibility initiatives (Webb and Orr, 2024).
· Sports Bodies: Collaborations with National Governing Bodies (NGBs) like the Football Association (FA), England Athletics, and other relevant sports federations.
· Fans: Fans are influential stakeholders who can contribute to a club's revenue through their attendance, loyalty, and engagement (Mendizabal et al., 2020). 
· Community Organizations: Engage local diversity advocacy groups to ensure the event is inclusive and represents the interests of marginalized communities.
· Sponsors: Approach brands with strong diversity initiatives, like Nike, Adidas, and local businesses who are committed to social responsibility (Webb and Orr, 2024).
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Weather Disruptions
·  Plan for potential weather issues, especially for outdoor events. Have indoor backup spaces and flexible event schedules (Paul, 2023).
Low Attendance
·  Address through aggressive marketing strategies, partnerships, and discounts for early ticket buyers.
Health & Safety
·  Ensure COVID-19 protocols (if applicable) and general safety measures are in place. Secure first aid stations and emergency response teams (Supovitz and Goldwater, 2024).
Vendor Failures
·  Vet vendors thoroughly before contracts are signed, and have contingency plans in place for alternative suppliers.
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Targeted Campaigns
· Social media: Engage audiences via Instagram, Twitter, and Facebook, promoting athletes, EDI initiatives, and event updates.
· Collaborations: Partner with local influencers, community leaders, and sports stars to spread awareness (Wong and Hung, 2023).
· Local Outreach: Conduct events leading up to the main event in local schools, universities, and community centers to boost interest (Allen et al., 2022)..
Promotional Activities
· Sponsorships from brands with a focus on inclusion (Schultz and Arke, 2023).
· Special deals for groups (e.g., families, students, and people with disabilities).
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The Birmingham Unity Games is based under the equality characteristics act 2010 of age, disability, gender and religion. The Birmingham Unity games is  an exciting opportunity to foster a culture of equality, diversity, and inclusion in sports. With a well-executed plan, the event is poised to attract a large audience and create long-lasting positive impact in the local sports community.
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                                              Market Factors (Target Market, Demand, Supply, Competition, Marketing Activity)                                                                                        Marketing Activities Competition Supply Demand Target Market Local marketing  campaigns leveraging  social media platforms,  partnerships with local community organizations, and outreach through  schools and universities (Okonkwo et al. , 2023). Other major sporting events in the region, such as the Birmingham  Commonwealth Games  , and sports - focused festivals ( Orunbayev , 2023).  Birmingham is rich with  sporting infrastructure,  including venues such as the Alexander Stadium, Birmingham Arena, and Villa Park (Harris, 2021). Increased interest in  diversity and inclusion, especially post -  pandemic, where more  focus has been put on  equal opportunities and representation in various sectors, including sports ( Orunbayev , 2023). . Primary Audience : Local residents of  Birmingham, including ethnic minorities, women, LGBTQ+  individuals, and people with disabilities  (Greenwell et al.,  2024).  Media coverage through  local newspapers, radio stations, and TV channels highlighting  the significance of EDI in sports (Schultz and Arke , 2023). Larger, more  established events may  attract participants with  bigger budgets, but the  focus on EDI is a niche yet important aspect. Availability of local sports clubs, diversity  organizations, and local influencers willing to  collaborate (Greenwell et al., 2024).  Growing emphasis from local government and  national sports bodies on EDI initiatives Secondary Audience : National and international participants, sports fans, and diversity advocates.
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                            Event Objectives                                                               Raise Awareness   Encourage Participation   Provide Platforms   Collaboration   Promote Social Cohesion    Raise Awareness about the importance of Equality, Diversity, and Inclusion in sports.  Encourage Participation from underrepresented communities and marginalized groups.  Provide Platforms for people of all backgrounds to showcase their athletic abilities (Greenwell et al., 2024).  Collaborate with local businesses, government agencies, and sports clubs to build a more inclusive sports culture.  Promote Social Cohesion and unity through sports and collective action.
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Operational Plan
(Logistics, Timeline, and Budget)

‘ Venue: Alexander Stadium, Birmingham

This venue is ideal for large sporting events with facilities suitable for athletics, football, and
outdoor events.

Accessibility: Easily accessible via public transport and fully equipped for disabled access.

Capacity: Can accommodate up to 18,000 spectators, providing ample space for participants
and fans.
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                                                                                              Operational Plan (Logistics, Timeline, and Budget)     Venue : Alexander Stadium, Birmingham  A football match between Birmingham City Football Club and Aston Villa Football Club  This venue is ideal for large sporting events with facilities suitable for athletics, football, and outdoor events.  Known for its role in hosting significant national and international sports events.  Accessibility : Easily accessible via public transport and fully equipped for disabled access.  Capacity : Can accommodate up to 18,000 spectators, providing ample space for participants and fans.  Backup Venues : Birmingham Arena (indoor sports), Villa Park (football matches), and other local community centers (Greenwell et al., 2024).   
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                            Operational Plan                                                          • Event will span over 2 days, with sports tournaments in the first half and panel discussions/workshops in the second half. • Volunteers will be recruited from local communities to assist in event management, registrations, and guiding attendees (Crabtree and Zhang, 2022).  Logistics  • 6 Months Before Event : Finalize event details, secure sponsors, and confirm • participants. • 3 Months Before Event : Begin marketing campaign, start ticket sales, recruit volunteers. • 1 Month Before Event : Finalize logistics, confirm speakers for panel discussions ( Supovitz and Goldwater, 2024).  Timeline  Staffing Needs • Event Managers & Coordinators (3 - 5 people) • Tech & AV Teams (Sound, Lighting, Streaming) • Catering Staff (Food & Beverage Service) • Security & Registration Staff  Resource Allocation • Catering : Food vendors offering diverse options (£20,000). • Lighting & Sound : Stadium floodlights, PA systems, LED screens (£25,000). • Parking Facilities : Dedicated spaces, VIP zones, shuttle services (£10,000). • Seating & Accessibility : Inclusive seating, wheelchair - friendly areas (£15,000).
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                              Financial Feasibility – Projected Costs                              Estimated Cost : £150,000  Venue Rental: £50,000  Marketing: £25,000  Logistics & Security: £30,000  Panel and Guest Speakers: £20,000  Miscellaneous Expenses: £25,000   Ticket Sales/ Revenue (£150,000): General & VIP tickets.   Sponsorships (£70,000): Local businesses, corporate partners.   Merchandise Sales (£30,000): Event - branded products.   Government Grants (£50,000): EDI - focused funding.   Profit : £ 150,000 
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                                                                                            Stakeholder and Partnership Opportunities  Sponsors : Approach brands with strong diversity initiatives, like Nike, Adidas, and local businesses who are committed to social responsibility (Webb and Orr, 2024).  Community Organizations : Engage local diversity advocacy groups to ensure the event is inclusive and represents the interests of marginalized communities.  Fans : Fans are influential stakeholders who can contribute to a club's revenue through their attendance, loyalty, and engagement (Mendizabal et al., 2020).  Sports Bodies : Collaborations with National Governing Bodies (NGBs) like the Football Association (FA), England Athletics, and other relevant sports federations.  Local Government : Partnership with Birmingham City Council for event promotion, funding support, and accessibility initiatives (Webb and Orr, 2024).
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                            Risk Assessment and Mitigation                                                           Weather Disruptions Plan for potential weather issues, especially for outdoor events. Have indoor backup spaces and flexible event schedules (Paul, 2023).  Low Attendance Address through aggressive marketing strategies, partnerships, and discounts for early ticket buyers.  Health & Safety Ensure COVID - 19 protocols (if applicable) and general safety measures are in place. Secure first aid stations and emergency response teams ( Supovitz and Goldwater, 2024).  Vendor Failures Vet vendors thoroughly before contracts are signed, and have contingency plans in place for alternative suppliers.
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                                                                                     Marketing Strategy  Targeted Campaigns  o Social media : Engage audiences via Instagram, Twitter, and Facebook, promoting athletes, EDI initiatives, and event updates. o Collaborations : Partner with local influencers, community leaders, and sports stars to spread awareness (Wong and Hung, 2023) . o Local Outreach : Conduct events leading up to the main event in local schools, universities, and community centers to boost interest (Allen et al., 2022). .  Promotional Activities  o Sponsorships from brands with a focus on inclusion (Schultz and Arke , 2023) . o Special deals for groups (e.g., families, students, and people with disabilities).
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                            Conclusion and Recommendations                                                           The Birmingham Unity Games is an exciting opportunity to foster a culture of equality, diversity, and inclusion in sports. With a well - executed plan, the event is poised to attract a large audience and create long - lasting positive impact in the local sports community.   Secure key partnerships with local organizations and sports authorities.   Invest in targeted marketing strategies to ensure high attendance.   Ensure the event is fully accessible and inclusive for all participants. 
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Nature of Event: A football event at Alexander Stadium, Birmingham.
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Type of Event: sports event to showcase the role of sports in fostering inclusivity (Parent and Ruetsch, 2022).
Proposed Activities: feature competitions in a football match, workshops on EDI, and panel discussions (Lawrence et al., 2024).
Target Audience: The local Birmingham community (Staurowsky and Hart, 2022).

Goal: To create a more inclusive environment in the sports community.
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                                            Event Content and Context Birmingham Unity Games: A Celebration of Equality, Diversity, and Inclusion in Sports)                                                         Nature of Event : A football event at Alexander Stadium, Birmingham . Type of Event : sports event to showcase the role of sports in fostering inclusivity (Parent and Ruetsch , 2022 ) . Proposed Activities : feature competitions in a football match, workshops on EDI, and panel discussions ( Lawrence et al . , 2024 ) . Target Audience : The local Birmingham community (Staurowsky and Hart, 2022 ) . Goal : To create a more inclusive environment in the sports community .


