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I Market Factors

Target Market:

» alltourism and hospitality business, consumers
and suppliers

Demand:

* increased emphasis on environmental and
economic sustainability on a worldwide scale
started to be showed by the businesses and
or%anizations of the tourism and hospitality sector
(Chen et. al 2018)

Competitors:

* The En.erg?/ Transition Summit — London
(Economist Impact,2024)
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                               Market Factors   Target Market : • all tourism and hospitality business, consumers and suppliers Demand: • increased emphasis on environmental and economic sustainability on a worldwide scale started to be showed by the businesses and organizations of the tourism and hospitality sector ( Chen et. al 2018) Competitors: • The Energy Transition Summit – London ( Economist Impact,2024)
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Operational Factors:

Event Staff: Contracted Management
Outsources Team Members and Cleaning

Event Logistic : Target Motivation ( Target Motivation, 2024)

Event Security :Instituto di Vigilanza Privata CSM Global Security

Service (CSM Global Security Service, 2024)

Food and Beverage:

» available for participants contra-cost anytime during the event
and are provided by authorized distributors partners

» Spikers and staff free soft and hot drinks available all the time
and free buffet available during lunch time between 12:00 pm
and 1:30 pm.
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               Operational Factors: Event Staff : Contracted Management Outsources Team Members and Cleaning Event Logistic : Target Motivation ( Target Motivation, 2024) Event Security : Instituto di Vigilanza Privata CSM Global Security Service ( CSM Global Security Service, 2024) Food and Beverage : • available for participants contra - cost anytime during the event and are provided by authorized distributors partners • Spikers and staff free soft and hot drinks available all the time and free buffet available during lunch time between 12:00 pm and 1:30 pm.
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Objectives: Join US in making
tourisMm. ariver

for positive change

* To make the best use of resources and technology;
* To present solution for increasing sustainable sustainability in tourism industry;

* To offer sustainable solution for minimalizing waste through recycling, encourage reduce of single
use plastic and the energy -efficient lighting for the tourism sector businesses ;

* Increase awareness and educate the consumers about the problem faced by the environment and
the necessity of responsible tourism (Cooper, 2021, p. 103)

* Help tourism businesses to advertise and sell sustainable destination to consumers;
* Produce revenue through tickets salles, specialized trade show and exhibition during the event;

» Create a positive atmosphere, build trust and encourage collaboration of the tourism sector for a
better tomorrow;
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          Objectives:    • T o make the best use of resources and technology; • To present solution for increasing sustainable sustainability in tourism industry; • To offer sustainable solution for minimalizing waste through recycling, encourage reduce of single use plastic and the energy - efficient lighting for the tourism sector businesses ; • Increase awareness and educate the consumers about the problem faced by the environment and the necessity of responsible tourism (Cooper, 2021, p. 103) • Help tourism businesses to advertise and sell sustainable destination to consumers; • Produce revenue through tickets salles, specialized trade show and exhibition during the event; • Create a positive atmosphere, build trust and encourage collaboration of the tourism sector for a better tomorrow;
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The event
planning
context

PESTEL

Political Factors

European Union member
United Nation Member

Economic
Factors

8t largest economy in the world (  International Trade
Administration, 2024)

GDP of approximate $2.1 million in 2021

high unemployment rate

EU legislation and budgetary guidelines

Social Factors

80% of Italians identify as Catholics ( DellOrto,2023)
Good educational system

Technological
Factors

highly developed telecommunications network and strong internet
penetration ( Dixon, 2024)
Italian government finances research and development

Environmental
Factors

Climate Change
Pollution and illicit dumping are major issues

Legal Factors

signatory to the Paris Agreement

Alcohol licencing regulation

Safety at work regulation

Using public spaces and closing public roads regulations

V ¥
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              The event planning context PESTEL                        • European Union member  • United Nation Member  Political Factors  • 8 th largest economy in the world ( International Trade Administration, 2024)  • GDP of approximate $2.1 million in 2021  • high unemployment rate  • EU legislation and budgetary guidelines  Economic  Factors  • 80% of Italians identify as Catholics ( Dell’Orto,2023)  • Good educational system  Social Factors  • highly developed telecommunications network and strong internet penetration ( Dixon, 2024)  • Italian government finances research and development  Technological  Factors  • Climate Change  • Pollution and illicit dumping are major issues  Environmental  Factors  • signatory to the Paris Agreement  • Alcohol licencing regulation  • Safety at work regulation  • Using public spaces and closing public roads regulations  Legal Factors
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Risk
Management

Plan and

SWOT
Analyses

Strengths

Weaknesses

existent current global empathise on sustainability
Multiple international organisations are interested on
volunteers at the event
Volunteers are happy to participate without payment
Amazing venue
Public transport access
Clear Objectives
Strong speckers reputation

(Bowdin et al, 2024, p.246)

Variable costs

Possible traffic congestions

Small parking place

Noise, water and waste pollution and possible
environmental damage ( Quick, 2020, p.175)
inefficient formal and informal lines of
communications

Opportunities

Threats

Bring different international organisations to work

together for a better tomorrow

Volunteers may bring opportunities to add value to

the event

Opportunities to generate income through

promotional activity

Opportunities for participants to sell merchandise
(Schwarz et al, 2017, p.46)

Weather — outdoor event
Outsourced staff may not be proper trained
Competitive events
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        Risk Management Plan and SWOT Analyses                 Weaknesses Strengths  • Variable costs  • Possible traffic congestions  • Small parking place  • Noise, water and waste pollution and possible environmental damage ( Quick, 2020, p.175)  • inefficient formal and informal lines of communications  • existent current global empathise on sustainability  •  Multiple international organisations are interested on volunteers at the event  • Volunteers are happy to participate without payment  • Amazing venue  • Public transport access  • Clear Objectives  • Strong speckers reputation (Bowdin et al, 2024, p.246) Threats Opportunities  • Weather – outdoor event  • Outsourced staff may not be proper trained  • Competitive events  • Bring different international organisations to work together for a better tomorrow  • Volunteers may bring opportunities to add value to the event  • Opportunities to generate income through promotional activity  • Opportunities for participants to sell merchandise (Schwarz et al, 2017, p.46)
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Financial objectives: (Drury, 2018, p.29)

variable
cost

Direct labour Costs

Venue

Venue Rent £12.500.00 Digital and social

media

TV and Radio
Advertising

SRR £2.300.00
accommodations

Website development £1,400.00
Outsourced staff £3,500.00

Variable

£3,400.00

Use of public land auth. £300.00
£4,600.00
Noise impact auth. £400.00

Health permits auth. £800.00

Total £14,000.00

Equipment rent Variable costs Pre-production

cost

3D projection equipment £1,600.00 Telephone £600.00

Microphonesx3 £900.00 Transport £1,500.00 S

Production housing
staff

gasl/full £800.00

Stage £2,800.00 £1,200.00

Generators £1,200.00

Video content LED Walls £1,600.00
o] 1| £4,100.00

Total £8,100.00
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            Financial objectives:                        fixed cost Venue  £12.500.00 Venue Rent  £300.00 Use of public land auth.  £400.00 Noise impact auth.  £800.00 Health permits auth.  £14,000.00 Total                           Variable costs Equipment rent  £1,600.00 3D projection equipment  £900.00 Microphonesx3  £2,800.00 Stage  £1,200.00 Generators  £1,600.00 Video content LED Walls  £8,100.00 Total                     variable  cost Marketing  £3,400.00 Digital and social  media  £4,600.00 TV and Radio  Advertising  £1,400.00 Website development  £9,400.00 Total                        Variable  cost Pre - production  £600.00 Telephone  £1,500.00 Transport  £1,200.00 Production housing  staff  £800.00 gas/full  £4,100.00 Total                        Fixed cost Direct labour Costs  £3,700.00 Security  £3,800.00 Wages  £2.300.00 Speckers  accommodations  £3,500.00 Outsourced staff  £13,300.00 Total  Total expenses: £48.900    (Drury, 2018, p.29)
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Revenue :

Income Source revenue potential

Ticket salles £102.000.00
1000 x £34/each day

Merchandise salles £12.000.00
Sponsorship £60.000.00

Advertising £17.000.00

Total Net Income before taxes £191.000.00

VAT 22% £42.020
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                                        revenue potential Income Source £102.000.00 Ticket salles 1000 x £34/each day £12.000.00 Merchandise salles £60.000.00 Sponsorship £17.000.00 Advertising £ 191.000.00 Total Net Income before taxes £ 42.020 VAT 22%       Revenue :
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Marketing strategy

Centralised Marketing
Communication Strategy

Marketing objectives

* Increase Brand Awareness

(Zarantonello and Schmitt, 3013)
Increase salles

* Create customers engagement
throw customer activism
(Setiawan et al., 2022)

Competitive advantage

* High skilled labour and lead
e Partnership withWorld Travel
and Tourism Council

Budget

£ 15.000,00

Marketing Channels

* Social Media

* Tvand Radio commercial
* Personalised e-mail

» Digital partnerships

C (Wise, 2024)
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                                         Centralised Marketing Communication Strategy  Marketing strategy  • Increase Brand Awareness  (Zarantonello and Schmitt, 3013)  • Increase salles  • Create customers engagement throw customer activism ( Setiawan et al., 2022)  Marketing objectives  • High skilled labour and lead  • Partnership with World Travel and Tourism Council  Competitive advantage £ 15.000,00  Budget  • Social Media  • Tv and Radio commercial  • Personalised e - mail  • Digital partnerships  • (Wise, 2024)  Marketing Channels
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             Feasibility plan for an international event Tourism EcoVista Expo 2025 'A Sustainable Journey '  International Meetings Management for Hotel Industry BMIH6007 Name: Teodor Catalin Belu (2116226) Module Lead and Tutor: Kathryn Flynn  
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Introduction:

A feasibility study is a controlled
procedure for identifying opportunities
and challenges, setting goals, defining
successful outcomes, and weighing the
costs and advantages of an event
(0'Toole, 2011, p.119).
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                                 Introduction: A feasibility study is a controlled procedure for identifying opportunities and challenges, setting goals, defining successful outcomes, and weighing the costs and advantages of an event ( 0 'Toole, 2011 , p . 119 ) .
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General overview of the event:

(Novelromealong 2020)
Place: Villa Borghese gardens- Hart of Rome (Buckley, 2021)

Programme
Date: 25 May 2025 - 10:00 - 20:00 Covering six major themes, supply chain
26 May 2025 -10:00-17:00 transformation, unlocking renewable energy sources,
archive net-zero goals , reduce food waste,
Inclusion: tourism businesses and suppliers and tourism digitalization and smart tourism accommodations
consumers and benefits of circular economy
Event L ST
Stakeholders: COUNCIL Expect to hear from more than 300 speakers,

( Hartland, 2017) (World Travel and Tourism Council,2023) Greta Thunberg, Paul Watson EcoCation, 2023)
Chris Charles ( Modi, 2023)
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                      General overview of the event: ( Novelromealone , 2020) Place: Villa Borghese gardens - Hart of Rome (Buckley, 2021) Date : 25 May 2025 - 10:00 – 20:00 26 May 2025 – 10:00 – 17:00 Inclusion : tourism businesses and suppliers and tourism consumers Event Stakeholders : ( Hartland, 2017) (World Travel and Tourism Council,2023)  Programme Covering six major themes, supply chain transformation, unlocking renewable energy sources, archive net - zero goals , reduce food waste, digitalization and smart tourism accommodations and benefits of circular economy Speakers Expect to hear from more than 300 speakers, Greta Thunberg, Paul Watson ( EcoCation , 2023) Chris Charles ( Modi, 2023)      


