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In December 2024, from the 13th to the 16th, an event named “Skying Competition” will be executed with 50 representatives from the UK hospitality sector in Crans-Montana. This event, which aims to promote cooperation and strategic alliances, is intended for leaders of important industries, such as tour operators, lodging facilities, dining establishments, and nightclubs. The conference, which has partnerships as its central subject, gives business executives a chance to socialise and discuss issues such as joint ventures, partnerships and expanding their markets (Preuss, 2018).
The Skying competition was selected to meet a pressing demand for direct partnerships and in-person encounters in the UK hospitality sector. The gathering enables genuine, in-person relationships that are crucial for establishing trust or enduring relationships, as the influence of online interaction has frequently diminished the personal dimension in commercial ties. This event satisfies the increasing requirement for actual conferences where individuals can discuss business developments, interact on services and form solid collaborations throughout various fields as the hospitality, as well as event industries, expand, especially in the UK, in which the event business is estimated at £42.1 billion approximately.
The chosen location of the event is Crans-Montana, which is located in Switzerland and covered by the Alps Mountain. Crans-Montana is also named “Big Sky Country” and is famous for its beautiful mountain vires and venue for major ski sports. Hotel Ad Eldorado is chosen as a venue which has breathtaking views with winter sports facilities. This hotel provides well-equipped and professional space for escalating the overall experience of the visitors. This hotel provides free Wi-Fi, amenities, 24*7 restaurants and bar services for their guests. The local attractions also reinforce the overall competitive spirit of the event and have high-quality partnerships and hospitality possibilities.   
[bookmark: _kcjdgm2f867w][bookmark: _Toc181050918]The Event Cycle
The event cycle refers to the cyclic strategy to execute any event and aid the project planner by providing sustainable solutions. The event cycle includes stages like initiation, planning, implementation and closure (Lyyti, 2021). This cycle helps the event organisers to organise key features of the event lifecycle while ensuring an effective process for all the events. 
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Figure 1: Event cycle
(Source: Lyyti, 2021)
For example, in the case of the “Skying competition” event:
Initiation: This stage entails establishing the event's objectives, aims, and scale (Getz and Page, 2019). In this instance, the objective is to promote communication and collaboration among 50 members of the hotel industry. A thorough presentation outlining the main goals and anticipated results has been prepared, and its intended audience has been precisely determined.   
Planning: In this next stage, the resources, budget and logistics will be arranged (Allen et al. 2022). The venue booking at the hotel, the permit control and identification of the sponsorship from GB Snowsport are essential. In this stage, the essential processes like catering, safety measures and equipment are also planned. Planning for activities like Alpine and freestyle skiing, Nordic skiing, snowshoeing and ski mountaineering for the visitors will be performed. 
Implementation: This stage focuses on the event plan execution. During this stage, the planners ensure the coordination of schedules, smoother operations and guest service management via efficient team management. 
Closure: This stage focuses on the evaluation of success via feedback gathering, and objective identification while finalising the post-event session (Rogers and Wynn-Moylan, 2022). The surveys as well as client feedback are gathered to measure improvement and satisfaction for future skying events. In addition, the subsequent conferences for different sponsors like Snow and Rock, and GB Snowsport will ensure probable partnerships in future. There will be additional conferences with important sponsors, like GB Snowsport and Snow and Rock, to go over the results and talk about possible future partnerships. Finalised accounting documents will be used to evaluate budget achievement, making sure that all costs, including corporate donations and enrolment fees, are in line with the suggested cost. For the benefit of the event's participants, an ending report detailing the achievements, and difficulties, along with feedback received by attendees will be created. This evaluation will offer helpful knowledge which will guide and enhance the organisation of subsequent hospitality social gatherings.
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The concept of the Winter Wonderland expo is to offer innovative events for winter tourism in Switzerland. It will offer a whole set of winter-themed venues with local cultural programs and snowflake decorations with yellow lighting.
The proposed full itinerary of the expo will describe a detailed view of the event. 
	Time 
	Itinerary

	7.30 am
	Guest Registration

	8 to 9 am
	Welcome drink and breakfast

	9 to 10 am
	Presentation on trends of winter tourism in the UK

	10.30 to 12 pm
	Interactive session

	12 to 1 pm 
	Lunch

	1 to 2 pm
	Culinary workshop

	2 to 3 pm
	Panel discussion

	3.30 to 4 pm
	Networking

	4 pm to 5 pm
	Closing ceremony with complimentary souvenirs

	Post-project feedback taking and analysis


Table 1: Proposed itinerary for Winter Wonderland Expo
Based on this it can be identified that initially the guests will be greeted with a welcome drink and breakfast after the registration process. After that, delegates from the UK hospitality industry will demonstrate the key trends of winter tourism across the continent (Tallon, 2020). These whole sessions will identify sustainable tourism practises, and green tourism in high-demand tourist destinations. Following this, guests will also be invited to present their views while showcasing their brands or products. The presenter will use the Virtual Reality (VR) featured tools for winter activities and offer informational workshops for the visitors. Following this, the winter culinary training will demonstrate the meals popular among tourists and sample the traditional dishes including Bubble and squeak, English roast etc. The guests will get the cooking ideas and recipes to highlight seasonal practices. 
Next, the experts will discuss the with eco-friendly winter travel agencies and the panellists will share their insights. Throughout the event, the guests will have the chance to ask questions and add value to sustainable travelling. The event will end with a closing speech and the guests will get souvenirs like printed photos and props. The post-project feedback will be analysed for further networking, knowledge-sharing and improvement for tourism. 
[bookmark: _beusnql44sr2][bookmark: _Toc181050920]Aim and Objectives of the meeting
Aim
The project aims to attain the success of the Winter Wonderland event and create effective strategies consistent with the business needs developed by the team.
SMART objective
	Objectives
	Details

	Specific
	· To ensure 90% participation from the visitors for networking and interactive sessions.
· To reduce the carbon footprint of the event by biodegradable materials

	Measurable
	· To identify the data from the postevent feedback 
· To identify the number of local vendors

	Attainable
	· To adhere to sustainable vendors
· To ensure waste disposable areas for composting and recycling

	Relevant
	· To boost the social media engagement for the entire event 
· To encourage visitors to share their insights

	Time-bound
	· To reach 100 post-event feedback target for each day from the 13th to the 16th of December
· To achieve the sustainability target after the event completion


Table 2: SMART objectives
[bookmark: _8jjaqfvrlj8x][bookmark: _Toc181050921]Event Management
The “Skying Competition” event will need different operational, strategic and meticulous planning to execute the event successfully. Operational experience is essential to ensuring seamless festival logistics and achieving the intended winter-themed atmosphere. The placement of exhibitor spaces, seats, and entertainment sections will be coordinated with the aid of operations management abilities, resulting in a neat and welcoming area for visitors to discover. In order to guarantee that meals, decor as well as technical furnishings, including virtual reality sets and multimedia assistance for speeches, arrive and are properly set up on time, efficient vendor cooperation is crucial (Bladen et al. 2022). For instance, to remain under budget while working with nearby suppliers to provide winter-themed meals, efficient interpersonal and negotiating skills are necessary. It is important to build strong relationships with the clients for the hospitality agents. These can help to manage the situational as well as seasonal fluctuations for winter events. For example, event sponsorships are essential to boost the opportunities and identify the advantages for mutual promotions of the hospitality business (Meredith et al. 2017).  
The implementation of management theories at the Winter Wonderland Expo depends on efficient organising, which includes creating schedules, defining goals, and allocating staff. Skills in project supervision are required for this Winter Wonderland event planning to establish and oversee budgets, create timelines, and assign work effectively (Bladen et al. 2022). For instance, planning interactive sessions and a closing speech on winter travel patterns need for a well-defined schedule and well-chosen materials that cater to the hobbies of the participants. Each element, from food to décor, must fit inside the budget of the "Skying Competition" while maintaining high standards of excellence regarding the clever use of resources and abilities. In order to manage connection and networking with the attendees, an app can be launched. It must incorporate Google Maps and can send push notifications to influence the behaviour of the visitors (Cvent, 2024).  
The hashtag of the event will be #WinterWonderlandExpo, which may be used by a social media manager to promote online interaction and grab real-time information. A graphic design expert is needed to provide captivating images or event features that draw in advertisers and prospective attendees over Pinterest and YouTube (Cvent, 2024). During and after event the live marketing must be ensured which will share live updates regarding social media and create a fun experience for the attendees (Amore, 2019).
Event Budget
The budget of the event will include a detailed breakdown of the funding needed for different stages of the “Skying Competition” event. 

	Fundings
	Amount

	Advertisements
	£10.000

	Registration fees
	£6.000

	Participation fees
	£37.000

	Sponsor 1
	£17.000

	Sponsor 2
	£12.000

	Total 
	£82.000

	Expenditure
	Amount

	Event materials and suppliers
	£6.000

	Decorators
	£2.000

	Venue rental
	£23.000

	Caterers
	£9.000

	Transportation facilities
	£2.000

	Equipment rental 
	£3.500

	Electric costs
	£3.000

	Audio-Visual Equipment Rental
	£4.500

	Total
	£53.000

	Total Profit
	£29.000


Table 3: Event Budget
Funding sources
All attendees will be charged £120 for the event. This will enable the budget required for organising an event. The coordinator of the event will be able to gauge demand and provide high-quality service regarding this expense. By allowing both partners of GB Snow Sports and Snow & Rock Company as sponsors to grab the attention of the advertisers and attendees, the business will take advantage of this opportunity to collect money for the event. 
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Industry trends
The industrial trends mainly focus on a well-structured proposition of Skying Competition which is held in the winter season. It is focused on enhancing the partnership between certain hotel chains which will be happening through a seminar meeting. The event sector is expanding steadily. Face-to-face gatherings are valued across organisations and sectors since the internet has increased the impersonality of engagement. The sector is worth around £42 billion in the UK (Calver et al. 2023). It is also expected that the robust growth of this industry will go leaps and bounds where the industry is finding out for in-person interactions of some impersonal type of digital communications. The industry is also determined to provide networking, learning and collaborative management. 
Issues
The hotel industry in the UK is very rapidly growing and evolving. Digital transformation with personalisation is the key assembly where hotels are increasing with adopting advanced technology. Such as Artificial intelligence, mobile apps and smart room systems are the tools which are inherited by hotels. During 2023, 73% of the hotels have heavily invested in mobile-friendly apps and websites in order to enhance consumer convenience from online check-in as well as check-outs (Rogers and Wynn-Moylan, 2022). Contactless payments and keyless rooms are also the pinnacle features which have gained massive popularity in recent times.  Personalisation through data manipulation also plays a huge role for implementing tailoring the best experience for the guests. This feature will only be successful by using CRM software. As per recent research, 55% of travellers in the country enjoy booking hotels which provide personalised experiences as per recent stays with specific needs (Rogers and Wynn-Moylan, 2022).
Impacts
A carefully thought-out marketing plan has a high impact on increasing awareness and turnout at the Skying Competition event. Highlighting the VR-based view of winter locations, discussion panels, seminars, online advertising and social networking are essential to advertising the event on Twitter, Facebook, Instagram and Pinterest. For example, using the organic keyword search process of Search Engine Optimisation (SEO) can improve blog posts, and funnel the organic traffic to the source of the event (Fox et al. 2014). As per a recent study revenue contribution in the hospitality sector is 72 billion dollars to the UK economy during the financial year 2021-22 (Wong et al. 2021). This surge has happened due to increasing numbers in domestic tourism and international tourism after the post-pandemic. However, hotels play a crucial role which has contributed 106 billion dollars to the UK economy (Wong et al. 2021). This industry can be seen as a direct economic booster starting from high-profile events and to those important tourism spots as well.  
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SWOT Analysis

	Strengths
	Weakness

	· A distinctive and alluring setting is provided by celebrating in the well-known skiing area of Crans-Montana. 
· Such a famous location makes the event more appealing and fits in well with the intended target market, making it unforgettable and promoting cooperation between representatives from different tourism industries (Wise and Harris, 2017). 
· The celebration draws in a varied mix of guests, encouraging cross-sector cooperation, since there are 50 visitors from several sectors, such as travel, hotel, and F&B. 
· In addition, financial backing and business legitimacy are provided by sponsorship from companies such as GB Snowsport or Snow and Rock.  
	· It may be expensive to organise a winter event in Switzerland, so if finances are restricted, they must be properly allocated. 
· Sponsoring opportunities and attendance fees help, but careful financial control is necessary to prevent quality degradation.
· Local laws of Switzerland, sensitivity to culture, and linguistic obstacles must all be carefully taken into account when organising foreign players. 
· For example, to promote pleasant relationships, it will prove necessary to impart to all participants the Swiss cultural standards of efficiency and timeliness (Smith, 2012).

	Opportunities
	Threats

	· [bookmark: _GoBack]Social media promotion and advertisement will escalate the growing demand for sustainable tourism (Tiew et al. 2022). 
· Post-event positive feedback from the visitors will provide valuable insights and encourage further gathering in future.
·  The success of this event will impact the expansion of partnerships and sponsorships for firms like GB Shnowsport and Snow & Rock. 
	· The Skying Competition event must differentiate itself from famous UK-based hospitality events like BAHA and the British Institute of Innkeeping (Greenwell et al. 2024).
· Brexit and the global economic recession have a huge effect on travel cost fluctuations (Greenwell et al. 2024).
· UK-based winter tourism is greatly affected by the COVID-19 pandemic. It has imposed careful planning measures, health, hygiene and safety risks and on-sight first aid demand (Jeon et al. 2023).  


Table 4: SWOT analysis of the Skying Competition event
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[bookmark: _npqv5gpr1s3u]It has been identified that the supply factor is also crucial in analysing the gap in cross-sector collaboration events. Through a proper itinerary and event cycle, this event may be an impactful event for the attendees. The SWOT analysis helps to identify the cultural and situational strengths and weaknesses to meet the goals for the event. 
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