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[bookmark: _Toc213229130]1.0 Event Overview
[bookmark: _Toc2025214277]1.1 Event Name: The Sovereign Masquerade Ball
[bookmark: _Toc1036481722]1.2 Event Type: Charity Ball
[bookmark: _Toc355217873]1.3 Concept & Theme: the core concept of the masquerade ball is to invite guests to step into a world of mystery, glamour and purpose. The mask becomes a symbol of the hidden battles that people face with cancer, while the act of gathering represents collective strength, visibility and support for the cause.
The concept blends sophistication with meaning, allowing the event to feel luxurious while keeping the mission at the heart of the experience.
The black and gold theme represents elegance, formality while gold creates a luxury feel to the event. The cancer research colours will be incorporated subtly through centrepieces, lighting accents or mask details to honour different cancer communities without overwhelming the palette – this creates a cohesive aesthetic that is both glamorous and purpose-driven.
The theme ensures the mission by weaving symbolism, storytelling, unity and emotional resonance into a single elegant experience. 
[bookmark: _Toc2001625673]1.4 Target Audience: The target audience in focused on young adults (18-35 years old) - this includes students attending university and young professionals who enjoy social events. This target audience is intentional as this demographic is likely to enjoy themed events, dressing up and formal occasions – a masquerade ball is appealing as it offers fun, elegant and unique night as well as celebrating the designated charity (cancer research). To ensure the appeal further, the night will include music, a live singer, and socialising.
[bookmark: _Toc852711870]2.0 Timing, Location & Programme
[bookmark: _Toc1333826519]2.1 Date & Time: 25th March – 7pm-11pm
[bookmark: _Toc604267566]2.2 Venue: The Dylan Thomas Centre
[bookmark: _Toc1301866339]2.3 Event Programme:
24th March – The day prior to the masquerade ball, we have planned for the Dylan Thomas Centre catering staff to set up during the day – meaning tables, chairs and AV systems will be put in place. This will ensure the primary equipment is in place before decorating and final checks on the 25th.
25th March – On the day of the masquerade ball we as a team will be setting tables, decorating the venue, evaluating and checking AV equipment, conducting a walkthrough of the venue to ensure the risk assessments updated and ready for the event. This plan ensures that all resources is planned, in place and ready for the evening event. Throughout the day as well, as the teams operational lead I will be conducting final checks for the evening. The singer and volunteers will arrive 1 hour before doors open to ensure briefing is held and communicated as well as sound checks for the signer. 
[bookmark: _Toc1090453720]2.4 Programme
	7pm
	Doors open & guest arrival – guests arrive, tickets scanned, welcome drink provided by volunteers (“bucks' fizz” (prosecco and orange juice) will be provided to every guest upon arrival).

	7:15pm – 8:30pm
	Roaming canapes - served throughout the room (this format is a stop start service

	7:30pm – 8:15pm
	Live singer (first act)

	8:15pm – 8:30pm
	Welcome speech and thank you 

	8:30pm - 9pm
	Raffle draw and awards

	9pm – 9:45pm
	Live singer (second act)

	9:45pm-10:45pm
	Music playlist (reveal masks)

	10:45pm
	Last call on bar service

	11pm
	Guests' departure 

	11pm - late
	Afterparty - Peppermint Wind.St



[bookmark: _Toc1162179083]2.5 Welcome speech and thank you: 
Please see attached in appendices below.
[bookmark: _Toc63136433]3.0 Aim and Objectives
Overall Aim: to raise awareness for the charity cancer research through fund-raising, raffling and ticket sales. The financial objective is to create revenue from the event to earn money back from the initial money pot of £50 pound each. Moreover, socially the goal supporting and donating to the cancer research charity.
[bookmark: _Toc608424357]3.1 Objectives:
Specific – Cancer research
Measurable – capacity – aimed 70 covers
Agreed – local business and sponsors
Relevant – giving back / raising awareness
Timed - availability
[bookmark: _Toc1826603407]4.0 Project Planning Techniques
[bookmark: _Toc204515526]4.1 Work Breakdown Structure (WBS): (Burghate, 2018)
Please see link to WBS chart in appendices.


[image: ]
[bookmark: _Toc634309245]4.2 Gantt Chart: please see attached in appendices below.
[bookmark: _Toc1455257406]4.3 Running Order:
	8am-5pm
	Set up and lay decorations 

	5pm
	Chef and staff arrive to cook and set up bar

	5:30pm
	Security arrives and walks around venue with supervisor/SIA

	6pm
	volunteers and singer arrive for set up and for briefing along with SIA

	7pm
	Doors open for guests

	7:15pm – 8:30pm
	Roaming canapes - served throughout the room (this format is a stop start service

	7:30pm – 8:15pm
	Live singer (first act)

	8:15pm – 8:30pm
	Welcome speech and thank you 

	8:30pm - 9pm
	Raffle draw and awards

	9pm – 9:45pm
	Live singer (second act)

	9:45pm-10:45pm
	Music playlist (reveal masks)

	10:45pm
	Last call on bar service

	11pm
	Guests' departure 

	11pm - late
	Afterparty - Peppermint Wind.St



[bookmark: _Toc939776672]4.4 EMBOK Domains: (Independent Researcher, 2006)
[bookmark: _Toc438621038]4.5 Administration: please see event checklist in appendices.
[bookmark: _Toc1111180285]4.6 Design: the theme will be colours of black and gold to represent to whimsical and mysterious feel and dynamic through the night. There will be hints of blue and pink to represent the colours of the cancer research charity – this will be through table centrepieces, stroke lighting and additional decorations. The entertainment will sing a playlist of songs that represent a masquerade ball – this includes dancing songs as well as songs to symbolise a masquerade ball. The branding will be published on social media platforms such as Instagram, Facebook and LinkedIn – To represent the ball and the cancer research charity, the logo will be a mask with colours of the charity for a clear with the title “The sovereign masquerade ball”
[bookmark: _Toc1087777493]4.7 Marketing: The goal of masquerade ball promotion is to evoke a feeling of exclusivity and excitement. This includes eye-catching invites, social media campaigns, and focused advertising that capture the sophistication and enigma of the occasion. Rich colours, masks, and formal graphics are examples of consistent branding that assist convey the experience's premium quality and draw in the target market. The masquerade ball's quality and status are greatly improved by sponsorship. Financial support or in-kind donations can be obtained through partnerships with luxury brands, regional companies, or beverage suppliers (such as sponsors of wine or champagne). Sponsors link their image with a sophisticated and upscale event in exchange for brand exposure through event materials, signage, and guest contact. Creating excitement prior to, during, and following the event is the goal of audience engagement. This can include countdowns, interactive posts, and teaser information before to the ball. Immersion features like picture ops, interactive activities, and themed entertainment promote participation throughout the event. Posting pictures and highlights from the event keeps people interested and improves their overall experience.
[bookmark: _Toc1749890270]4.8 Operations: venue set up will be conducted through the catering team (UWTSD). This will be completed the day before the event – 24th March. This ensures that all tables, chairs and linen will be in place ready for decorations on the 25th. Safety and security are an important part for the masquerade ball – safety precautions will be conducted during venue visits as well as on the day of through a “walk-through” of the venue before, during and after the event. Security will be hired to man the door and scan tickets with volunteers to ensure the safety of guests, volunteers and staff.
[bookmark: _Toc1609780570]4.9Risk Management: For the masquerade ball to be presented in a disruptive, professional, and safe manner, risk management is crucial. It entails detecting possible risks, evaluating their impact and likelihood, and putting in place the necessary controls to reduce them (Kulkarni, 2026)

Overcrowding, stumbles or falls in poorly lit areas, food safety concerns, or unforeseen events like medical problems all be major risks for this event. Clear safety protocols, such as efficient crowd control, skilled personnel, and maintaining the right amount of lighting while still creating the intended atmosphere, will be put in place to lessen these.
To ensure risk management as well as health and safety is conducted throughout the evening, a brief will be created alongside a register to ensure all staff understand the policies and procedures during the event.
Please see in appendices below.
[bookmark: _Toc1876756015]5.0 Market Research & Target Audience
[bookmark: _Toc1065963699]5.1Market Segments: university students, couples, family & friends who are looking for an upscale and engaging social event make up the masquerade ball's target demographic. 
[bookmark: _Toc1937019690]5.2Competitor Analysis: Charity balls, fine-dining events, and black-tie gala dinners are some of the main rivals. However, the masquerade ball sets itself apart with its powerful visual identity, interactive features, and immersive atmosphere. Compared to conventional formal occasions, this produces a more captivating and unforgettable experience.
[bookmark: _Toc559226610]5.3Consumer Preferences: Experience-led events that include fine dining, wine pairings, and aesthetically pleasing settings are strongly preferred by consumers, according to consumer research. Visitors appreciate social connection, immersive environments, and moments that can be shared. According to (Nicholes, 2026) these observations aid in the creation of an elegant event that places equal emphasis on guest interaction and quality.
[bookmark: _Toc632617590]6.0 Event Marketing Plan
[bookmark: _Toc44371850]6.1 Marketing Channels: the main marketing platform is social media, therefore Instagram – this because the primary demographic is targeted towards university students. Marketing will also extend across different social media platforms from fakebook to LinkedIn – this creates a wider demographic for additional ticket sales. Marketing will also be published through posters around campuses and university accommodation, as well as on screens throughout high-period times from morning to lunch to ensure marketing is seen.
[bookmark: _Toc170459810]6.2 Promotional Timeline: 
When: from planning to the day of event. The marketing will be constant on social media to ensure posts are not lost or unseen. This will be conducted on phones for easy-access and availability.
[bookmark: _Toc20297425]6.3Key Messages & Branding: Using elegant imagery, formal language, and a unified colour scheme (such as gold, black, and deep tones) to support the upscale brand identity, communication will be consistent across all platforms. Strategic alliances and targeted social media will be used to distribute promotion, guaranteeing that it successfully reaches the intended demographic.
[bookmark: _Toc656811711]6.4 Sponsorship: please see attached in appendices.
[bookmark: _Toc965382827]7.0 Budget & Financial Plan
[bookmark: _Toc906382972]7.1 Projected Income: income will be from ticket sales, raffle tickets and donations to guests who cannot attend.
[bookmark: _Toc149292125]7.2 Expected Expenditure:
[bookmark: _Toc687780269]7.3 Venue & Equipment: £170 est.
[bookmark: _Toc1222952786]7.4 Marketing & Promotion: Free
[bookmark: _Toc1996819202]7.5 Staffing & Security: Free
[bookmark: _Toc1863034799]7.6 Catering & Logistics: £200 est.
[bookmark: _Toc714365777]7.7 Miscellaneous: 
Decorations £150
Singer £20
Photographer – free
Please see financial plan attached in appendices below.
[bookmark: _Toc614397476]7.8 External Suppliers: SIA – Swansea.com stadium
[bookmark: _Toc1787038166]7.9 Budget Report: [image: ]
[bookmark: _Toc567463712]8.0 Risk Management & Health & Safety
[bookmark: _Toc1920741239]8.1 Risk Assessment: please see attached below a full risk assessment in appendices.
[bookmark: _Toc466215444]8.2 Health & Safety Measures: there will be a licened security on the door throughout the night ensuring all guests are safe and monitored. 
[image: ]
[bookmark: _Toc1459955650]8.3 Legal Requirements: licence and insurance covered by UWTSD. SIA insurance covered by Adiran Young (Swansea.com stadium).
[bookmark: _Toc1696585542]8.4 Public Liability Insurance: public liability insurance - UWTSD
[bookmark: _Toc830425891]8.5 Required Licences: bar licence act 2006 – Owner Dylan Thomas Centre
[bookmark: _Toc1940581285]8.6 Emergency Plan: during the briefing, all staff will be aware of the fire evacuation procedures – exits, routes and crowd control procedurs to ensure guests safety. Please see attached in briefing notes in appendices (register LE)
[bookmark: _Toc149656064]9.0 Contingency Planning
[bookmark: _Toc233122322]9.1 Alternative Venue: an alternative venue is the (Peppermint, 2026) in Swansea – this is the afterparty venue; therefore, it is booked out in advance with numbers booked us for space. One offset would be timing, therefore if venue changed, the timing of the ball would be later.
[bookmark: _Toc418610391]9.2Weather Contingencies: although the masquerade ball is held indoors, we must consider walking distances and parking for attendees. Parking will be available for free for guests under the UWTSD parking area – guests will sign in via security to prevent fines or additional chargers. Regarding weather conditions, guests are advised to research the weather on the day via the marketing strategy.
[bookmark: _Toc977669451]9.3 Key Supplier Failures: to mitigate supplier failures, backup chefs will be provided in case of illness – regarding suppliers – delivered for catering will be held between 2-1 days before the event to ensure all supplies are prepped and ready for the event.
[bookmark: _Toc1638366675]9.4 Crisis Communication Plan: To handle any problems that might come up prior to or during the event, a clear crisis communication plan will be in place. This entails designating a spokesperson, therefore the operations lead (Arwen), crafting important messages, and making sure that all platforms are used consistently. To preserve confidence and safeguard the event's reputation, information will be swiftly and properly shared with attendees, employees, and stakeholders in the event of an issue, such as delays or safety concerns.
[bookmark: _Toc1482248254]10.0 Evaluation Strategy
[bookmark: _Toc684720131]10.1 Post-Event Surveys: The post-event survey will be online for easy accessibility for all attendees – A email will be sent out to all guests that purchased a ticket to ensure the survey has reached all attendees. 
[bookmark: _Toc307701367]10.2 Key Performance Indicators (KPIs): A number of specific key performance metrics will be utilised to assess the masquerade ball's success at the Dylan Thomas Centre. With an emphasis on student enrolment and group bookings from friends and family, ticket sales and revenue will be evaluated in comparison to predictions (Bizzabo, 2023). To ensure a high turnout from the university demographic, the attendance rate will be analysed by comparing the number of visitors to tickets sold. Post-event surveys will be used to gauge guest satisfaction, with a focus on cost, ambience, and entertainment appeal for younger audiences. Participation in events like the dance floor, themed picture areas, and social media interaction will be measured to ensure this.
[bookmark: _Toc538771034]10.3 Attendance Measuring: The event's attendance will be closely tracked using techniques appropriate for a largely student audience. There will be digital ticket scanning, including mobile tickets and QR codes, to ensure precise and effective admission. A guest list system will facilitate check-in and enable real-time arrival tracking, which is especially helpful for organising group entries.
[bookmark: _Toc1036141901]10.4 Debrief Meeting: following the event and post-event survey, a structured meeting will be held with all participants (catering, volunteers, staff) to ensure all feedback is heard and acknowledged. This will be conducted in person and on teams for participants who cannot attend. 
[bookmark: _Toc1575397942]11.0 Sustainability & Event Legacy
[bookmark: _Toc845195022]11.1 Sustainability Considerations: The use of digital tickets through (Eventbrite, 2018) to cut down on paper waste and the promotion of recyclable or reusable decorations that complement the masquerade concept are examples of eco-friendly approaches. To reduce food miles and promote local suppliers, catering will give priority to seasonal and locally sourced items. Careful portion planning to prevent extra food waste and properly designated recycling stations are two waste reduction methods that will be put into practice (Gov.uk, 2023). Throughout the event, energy efficiency will be considered by utilising LED lighting and minimising needless power consumption. In addition to encouraging responsible event management for all attendees, these techniques will appeal to university students who care about the environment.
[bookmark: _Toc1607757670]11.2 New Economics & Legacy: The event supports a cultural facility and promotes more foot traffic in the region by taking place at the Dylan Thomas Centre. Using regional vendors, caterers, and performers will boost the local economy and provide doors for future partnerships. According to (Trimble, 2024), by creating a regular student-focused social event that unites college students, their friends, and their families in a cultural context, the event also seeks to leave a legacy. This enhances community involvement and positions the facility as a welcoming and accessible area for younger viewers.
[bookmark: _Toc256628799]11.3 Event Impacts: 
[bookmark: _Toc1123608204]11.4 Environmental: 
- event increases waste and building energy use
- minimised through sustainable planning and efficiant waste management strategies such as clear signage for waste.
[bookmark: _Toc1018241487]11.5 Social:
- the ball provides an inclusive space for students and an engaging experience
- encourages social interaction 
- enhances cultural appeal for the venue 
[bookmark: _Toc1257394601]11.6 Economic: 
- generating venue and SPH through ticket sales and purchases of drinks
- the event supports local businesses from suppliers/sponsorships and partnerships
- demonstrate the value of student-led events within industry
[bookmark: _Toc1960205028]12.0 Key Areas of Managing Event Operations
[bookmark: _Toc1181930799]12.1 Staff Rota: 
[image: ] [image: ]
[image: ]
[bookmark: _Toc731497348]12.2 Logistics & On-Site Management: for attendees that are driving, the uwtsd parking will be available to register for as guests walk into venue – security and the operations lead will ensure this. Crowl control will be managed through the volunteers and organisers – this by guiding guests into the function room after scanning of tickets and welcome drink. The technical set up allows guests to move easily around the venue – clear signage pointing to bathrooms, bar and main function room.
[image: ]
[bookmark: _Toc2106779074]12.3 Stakeholder Coordination: through the donation of raffle prizes from vendors, a letter with the events date and time has been given to all vendors for attendance for the event.
[bookmark: _Toc529238766]13.0 Division of Work & Responsibilities
[bookmark: _Toc945806716]13.1 Meeting Minutes: please see attached in appendices.
[bookmark: _Toc875345912]13.2 Email Correspondence: 
Emails to sponsors and partnerships – Karina
Emails to catering and suppliers – Arwen
Sharing important documents – Arwen
Finance sheet, risk assessments and Gantt chart made by – Arwen
Confirming booking and overseeing times and schedules – Arwen
Keeping minutes - Arwen
[bookmark: _Toc33705750]13.3 Belbin’s Roles: 
Please see attached in appendices below.


[bookmark: _Toc932283704]14.0 Appendices
 14.1 welcome speech for event - Welcome speech
[bookmark: _Toc619001879]14.2 WBS chart - https://www.canva.com/design/DAHEtLpAMU4/8feFf0AXE6Hjt0_gDJeJhg/edit?utm_content=DAHEtLpAMU4&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton
[bookmark: _Toc547860716]14.3 Ghantt chart - Gantt Chart - live events.xlsx
[bookmark: _Toc549623260]14.4 Brief and register - print register LE.docx
[bookmark: _Toc1663160643]14.5 Financial plan - Gantt Chart - live events.xlsx (second column across)
[bookmark: _Toc2090808920]14.6 Riak assessment - Gantt Chart - live events.xlsx (third column across)
[bookmark: _Toc1895053708]14.7 Sponsorship - [image: ]
[bookmark: _Toc1615664138]14.8 Meeting minutes - Event minutes - Ball
[bookmark: _Toc200925871]B14.9 elbin’s roles - Belbins results - lie events portfolio.docx
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Responsi

Meetand Greet Staff

Welcome guests as they arrive at the event
Direct guests to the ticket scanning area or entrance.
Answer any questions guests may have about the event.
Help create a friendly and welcoming atmosphere.

Ticket Scanning Staff

‘Check and scan tickets at the entrance.
Ensure only guests with valid tickets enter the event.

Help manage the queue at the entrance to keep it organised.
Provide guests with event information if nesded.

Report any issues with tickets to the event organiser or security.

Canapé Servers

‘Serve canapés to guests throughout the event.
‘Carry trays safely and offer food politely to guests.

Ensure foodis presented neatly and professionally.

Inform guests of any ingredients or llergens if asked.

Workwith the kitchen o catering team to refl trays when needed.
Keep the seving area clean and organised.
Remember -once their gone their gone.
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Staff and Volunteer Register and responsibilities
Organizers 8am - 11pm

O Arwen Garland (pack down 11pm)

O Eva Thomas (pack down 11pm)

O Karina Cretu (10:45-late Peppermint)
) Eden Edger (10:45-Late Peppermint)

Paid staff TBC - 11pm

O Chef/Supervisor (times tbe)
O Bartenders (7pm - close)

Security 6:45-11pm.
O pee(siA)
Volunteers 6pm - 11pm

O Demi
O Liy-may
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