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Market Factors
Target Market and Competitions

Target Audience

* Professionals in the wellness industry.

* General populace interested in self-
care.

« Corporate wellness coordinators.

Market Demand

+ Growing interest in mental health and
wellness.

* Seasonal focus on combating “winter

blues” (Allen et al., 2021).

Direct Competitors

* Local and regional wellness fairs and conferences.
* Online wellness summits.

Unique Selling Point (USP)

+ Focused specifically on seasonal wellness in a historically depressing season.
+ Combines deep wellness knowledge with networking opportunities.
+ Offers both an in-person and virtual experience (Singh et al., 2022).
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* The chosen venue
for the event would
be the Welcome
Building in
Eastbourne.

Operational Factors
Venue

* The venue can be
found free during
this time, and can
sit well over 900
people across the
various halls.

.......

Proposed Location Venue Availability m

* Great location within
the city.
*Modern facilities.
* On-site catering.
* Accommodation
available locally
Visit Eastbourne,
024).
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Marketing Strategy

Marketing Channels

* Social Media Campaigns through Instagram, Facebook, X (formerly Twitter), and YouTube
ads.

* Targetted newsletters through email.
« Partnerships with local tourist boards and cultural centers.
Promotional Activities

* Providing early bird discounts to draw in more interest early.
* Collaborations with local influencers and bloggers to bring in more eyes to the event.
* Traditional advertising through local print and television media (Lee et al., 2020).

Operational Factors
Resources

Staffing Requirements

* Event management team (planners, coordinators, etc.)
* Venue staff (registration, technicians, ushering, etc.)
* Wellness professionals and instructors

Resource Allocations

* AudCatering.
* Materials for wellness sessions (Anabtawi, 2023).
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* Standard tickets will go on sale.

* VIP tickets with additional amenities
such as premium seating, meet-and-
greets with certain high tier
professionals, parking priority, etc.,
would be provided for a more premium
rate.

Local Irish businesses related to mental
and physical health and wellness would be
the primary sponsor, and other local
sponsors for other things in the event.

¢ Merchandise and souvenirs would be
sold at the event.
* On-site food and beverage sales would

make up some of the revenue(Getz,
2012).
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                       Financial Factors Revenue Sources • Standard tickets will go on sale. • VIP tickets with additional amenities such as premium seating, meet - and - greets with certain high tier professionals, parking priority, etc., would be provided for a more premium rate. Ticket Sales  Local Irish businesses related to mental and physical health and wellness would be the primary sponsor, and other local sponsors for other things in the event. Sponsorships  • Merchandise and souvenirs would be sold at the event. • On - site food and beverage sales would make up some of the revenue (Getz, 2012). Additional Revenue          
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Operational Factors

Projected Costs
Venue Rental £3,000
Staffing £2,500
Marketing & Promotions £1,500
Catering & Beverages £1,000
Materials £800
Technology £1,200
Additional Expenses (Permits,
' Meré(}?andiseg £1,500
Total Expenses £11,500
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Operational Factors
Projected Revenue

Ticket Sales £10,000
Sponsorships £5,000
Merchandissigige gnd Product £1,500
Virtual Access £5,000

Total Revenue £21,500
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Conclusion

From the feasibility study, it can be
seen that the event is feasible, drawing
in a projected revenue of £10,000. The
success factors for this event are the
market demand for such events during
a traditionally depressing season for
many.
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Feasibility Plan for an International Meeting
~Winter Wellness Conference 2024~

The Module Title: International Meeting Management for
the Hotel Industry

Student Name: Ada Roman

Student ID: 2207421

Module Tutor: Kathryn Flynn

Submission date: 18/10/2024
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Event Content and Context

* Event Type: Conference-type event with various
types of mental health workshops and self-care
activities.

« Nature of the Event: Single-day event for
individuals and professionals in the wellness
industry, as well as people that care about their own
wellness.

« Focus: Creating an environment of holistic wellness
for interested people.

* Proposed Date: 1st week of December.





