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    Event Phases (Event Cycle)   Planning Phase: Identify key stakeholders, finalize venue selection, and secure sponsorships and speakers ( Bowdin et al., 2011).  Delivery Phase: Execute scheduled sessions, networking events, and keynote presentations. Ensure smooth logistics and tech support ( Bowdin et al., 2011).  Post - Event Evaluation: Collect and analyze attendee feedback, measure success based on attendance, sponsorship value, and media impact (Getz & Page, 2024). Event Schedule  Day 1: Leadership & Industry Innovation Workshops: Front Office Strategies, Leadership for Diversity, Financial Operations (et al., 2012). Yeoman Keynotes : Kathleen Taylor (Hospitality) and Dame Sharon White (Retail) on leadership innovation. Day 2: Inclusive Business Strategies Workshops: Inclusive HR Strategies, Marketing Diversity, Talent Development (Bladen, 2012). Keynotes: Eva Malmström Shivdasani (Hospitality) and Asma Khan (Culinary) on workforce equity and market trends.                                     Schedule and Highlights
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Market

Target Market(Barlett et al., 2015).

- Hospitality professionals, including executives, HR leaders, marketing managers, finance directors,
and operational leaders.

- Women leaders and entrepreneurs in the hospitality and tourism industry.

- Corporate stakeholders and policymakers focused on workplace diversity and leadership
development.

Market Demand(Raj et al., 2009)

- Growing global interest in Equality, Diversity, and Inclusion (EDI).

- Lack of comparable events celebrating achievements rather than critique.

- Few existing conferences provide practical business solutions for advancing inclusivity in hospitalit

Location Advantage

- London’s global hub status and accessibility guarantee strong attendance (Getz and Page, 2024).
- Evolution London’s advanced conference facilities support highquality discussions, networking, and
live-streaming capabilities (Bowdlin, Allen and Harris, 2011).

Factors will be considered in the planning process - economic viability, political/legal considerations (Equality
Act 2010), and social demand for diversity -focused events
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     Target Market (Barlett et al., 2015). - Hospitality professionals, including executives, HR leaders, marketing managers, finance directors, and operational leaders. - Women leaders and entrepreneurs in the hospitality and tourism industry. - Corporate stakeholders and policymakers focused on workplace diversity and leadership development. Market Demand (Raj et al., 2009) - Growing global interest in Equality, Diversity, and Inclusion (EDI). - Lack of comparable events celebrating achievements rather than critique. - Few existing conferences provide practical business solutions for advancing inclusivity in hospitality. Location Advantage - London’s global hub status and accessibility guarantee strong attendance (Getz and Page, 2024). - Evolution London’s advanced conference facilities support high - quality discussions, networking, and live - streaming capabilities ( Bowdin , Allen and Harris, 2011). Market                                Factors will be considered in the planning process - economic viability, political/legal considerations (Equality Act 2010), and social demand for diversity - focused events
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Operational Feasibility

Venue Workforce

® The primary venue is Evolution London, selected 30 paid staff, including event planners,

for its high-end conference facilities, networking technicians, hospitality coordinators, and
spaces, and technological capabilities. ) .
security (Gellweiler et al,, 2019).

® The Business Design Centre serves as the
backup venue in case of unforeseen issues.
Logistics

Resources ® high-valuesponsor-branded workshops in

leadership, HR, marketing, and finance (Bladen,
® AV Equipment for professional presentations 2012)

and livestreaming ( Bowdin, et al.,, 2011).
® VIP attendees will have access to premium

® Facilities include catering services, networking hospitality services, networking lounges, and
lounges, executive meeting rooms, and VIP dedicated executive areas (Yeoman et al., 2012)
sections for exclusive discussions (Yeoman et
al, 2012). °

Risk management strategies will be in place,
covering safety, security, and contingency
planning (Sax and Andersen, 2019).
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    Venue • The primary venue is Evolution London, selected for its high - end conference facilities, networking spaces, and technological capabilities. • The Business Design Centre serves as the backup venue in case of unforeseen issues. Resources • AV Equipment for professional presentations and livestreaming ( Bowdin , et al., 2011). • Facilities include catering services, networking lounges, executive meeting rooms, and VIP sections for exclusive discussions (Yeoman et al., 2012). Operational Feasibility Workforce 30 paid staff, including event planners, technicians, hospitality coordinators, and security ( Gellweiler et al., 2019). Logistics • high - value sponsor - branded workshops in leadership, HR, marketing, and finance (Bladen, 2012) • VIP attendees will have access to premium hospitality services, networking lounges, and dedicated executive areas (Yeoman et al., 2012) • Risk management strategies will be in place, covering safety, security, and contingency planning (Sax and Andersen, 2019).        


image9.png
Financial Feasibility

Expense Category Details
Venue Rental £25,000 per day X 2 days
Catering £40 per attendee p(;r(;jaaé x 500 attendees X
Audio-Visual Equipment and Production Estimated cost
Speaker Fees 4 speakers @ £5,000 each
Marketing and Promotion Digital and print advertising
Staffing 30 staff members @ £150 per day X 2 days
Miscellaneous Insurance, permits, contingency fund
Total Expenses
Revenue Source Details
Standard Tickets 400 tickets @ £400 each
VIP Tickets 100 tickets @ £800 each
Livestream Access 200 virtual attendees @ £200 each
Sponsorships Estimated contributions
Total Revenue

Net Profit: Total Revenue (£330,000)— Total Expenses (£164,000) = £166,000
Break-Even Point:Approximately 348 attendees (combining irperson and virtual)

Amount (£)
£50,000

£40,000

£20,000
£20,000
£15,000
£9,000
£10,000
£164,000

Amount (£)
£160,000
£80,000
£40,000
£50,000
£330,000
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       Financial Feasibility                                                                                                                                          Amount (£) Details Revenue Source £160,000 400 tickets @ £400 each Standard Tickets £80,000 100 tickets @ £800 each VIP Tickets £40,000 200 virtual attendees @ £200 each Livestream Access £50,000 Estimated contributions Sponsorships £330,000 Total Revenue               Amount (£) Details Expense Category £50,000 £25,000 per day × 2 days Venue Rental £40,000  £40 per attendee per day × 500 attendees  × 2 days Catering £20,000 Estimated cost Audio - Visual Equipment and Production £20,000 4 speakers @ £5,000 each Speaker Fees £15,000 Digital and print advertising Marketing and Promotion £9,000 30 staff members @ £150 per day × 2 days Staffing £10,000 Insurance, permits, contingency fund Miscellaneous £164,000 Total Expenses Net Profit: Total Revenue (£330,000) – Total Expenses (£164,000) = £166,000 Break - Even Point: Approximately 348 attendees (combining in - person and virtual)
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Marketing

Target Audience (Jotler, 2009)
Hospitality professionals: Executives, HR
leaders, marketing & finance directors.

-  Women leaders & entrepreneurs in hospitality.

- Corporate stakeholders & policymakers Strategic Partnerships (Getz and Page, 2024)
focused on EDL.

C Marriott, Hilton, UKHospitality , Deloitte,
Marketing Channels (Bowdin et al., 2011) McKinsey: Expanding marketing reach &
sponsorship value.

- Online: LinkedIn, Twitter (X), sponsor networks

(Hilton, MarriottUKHospitaiity). Engagement Activities (Blade, 2012)
- Offline: Ads in The Guardian The Telegraph
Hospitality Quarterly, industry conferences. Keynotes & networking sessions tailored
. . for executives.
Sponsor Promotions (Luonila, 2016) VIP panels & sponsor -led discussions to

enhance brand engagement.
Corporate case studies & success stories
on leadership & diversity.

-  Hilton & Marriott Event promotion via emaiil
campaigns, social media, and hotel screens.

-  UKHospitality & corporate networks
Targeted outreach to industry professionals.

= Exclusive discountsfor corporate employees
on in-person & livestream tickets.

The marketing plan follows the 7Ps framework (Booms and Bitner,
1981) to guarantee strategic promotion and audience engagement.
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         Target Audience ( Jotler , 2009) - Hospitality professionals: Executives, HR leaders, marketing & finance directors. - Women leaders & entrepreneurs in hospitality. - Corporate stakeholders & policymakers focused on EDI. Marketing Channels ( Bowdin et al., 2011) - Online : LinkedIn, Twitter (X), sponsor networks (Hilton, Marriott, UKHospitality ). - Offline : Ads in The Guardian , The Telegraph , Hospitality Quarterly , industry conferences. Sponsor Promotions ( Luonila , 2016) - Hilton & Marriott : Event promotion via email campaigns, social media, and hotel screens. - UKHospitality & corporate networks : Targeted outreach to industry professionals. - Exclusive discounts for corporate employees on in - person & livestream tickets.                                                                                   Marketing Strategic Partnerships (Getz and Page, 2024) • Marriott, Hilton, UKHospitality , Deloitte, McKinsey : Expanding marketing reach & sponsorship value. Engagement Activities (Blade, 2012) • Keynotes & networking sessions tailored for executives. • VIP panels & sponsor - led discussions to enhance brand engagement. • Corporate case studies & success stories on leadership & diversity. The marketing plan follows the 7Ps framework (Booms and Bitner, 1981) to guarantee strategic promotion and audience engagement.
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Stakeholders and Sponsorship

Stakeholders (McCraven, 2018)

= Hospitality industry leaders & executives.
-  Gender equity organisations and universities offering hospitality programs.
= Corporate partners & industry consultants focused on leadership & EDI.

Sponsorship (Kotler, 2009)
Full Sponsors: Hilton & Marriott
Headline branding, international promotion, and keynote opportunities.
Main Sponsors:Deloitte & McKinsey
Sponsor executive networking lounges & leadership panels
Co-Sponsors: UKHospitality, industry associations, HR consulting firms

Support for industry research reports, training materials, and panel discussions.
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    Stakeholders and Sponsorship Stakeholders ( McCraven , 2018)  - Hospitality industry leaders & executives. - Gender equity organisations and universities offering hospitality programs. - Corporate partners & industry consultants focused on leadership & EDI. Sponsorship (Kotler, 2009)  Full Sponsors: Hilton & Marriott Headline branding, international promotion, and keynote opportunities. Main Sponsors: Deloitte & McKinsey Sponsor executive networking lounges & leadership panels . Co - Sponsors: UKHospitality , industry associations, HR consulting firms Support for industry research reports, training materials, and panel discussions.                                                                                          
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Risk Management and Contingency Plans

Key Risks and Mitigation

Venue Issues — Backup venue secured (Business Design Centre) in case of
unforeseen disruptions (Raj et al,, 2009).

Speaker Cancellations — Maintain a list of backup speakers from industry
experts (Byrnes, 2022).

Low Ticket Sales — Improve digital marketing & corporate sponsorship
activations, offer targeted discounts for bulk registrations (Birdir et al.,, 2021).
Tech & Streaming Failures — Implement redundant streaming services & on -
site IT support for virtual attendees ( Birdir et al., 2021).

Security & Safety Risks — Professional security team, medical personnel, and
emergency protocols in place (Richards et al., 2014).

General Contingency Plans

Full event insurance covering cancellations, liability, and disruptions (Getz and
Page, 2024).

On-site emergency response team for health and security incidents ( Arcodia
and Reid, 2005).

Clear crisis communication plan to address unforeseen incidents (Getz and
Page, 2024).

Sponsors receive post-event ROI reports with attendee insights & brand
engagement metrics (Richards et al,, 2014).

~ ok

in
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     Risk Management and Contingency Plans                                                                                                                    Key Risks and Mitigation - Venue Issues → Backup venue secured (Business Design Centre) in case of unforeseen disruptions (Raj et al., 2009). - Speaker Cancellations → Maintain a list of backup speakers from industry experts (Byrnes, 2022). - Low Ticket Sales → Improve digital marketing & corporate sponsorship activations, offer targeted discounts for bulk registrations ( Birdir et al., 2021). - Tech & Streaming Failures → Implement redundant streaming services & on - site IT support for virtual attendees ( Birdir et al., 2021). - Security & Safety Risks → Professional security team, medical personnel, and emergency protocols in place (Richards et al., 2014). General Contingency Plans - Full event insurance covering cancellations, liability, and disruptions (Getz and Page, 2024). - On - site emergency response team for health and security incidents ( Arcodia and Reid, 2005). - Clear crisis communication plan to address unforeseen incidents (Getz and Page, 2024). - Sponsors receive post - event ROI reports with attendee insights & brand engagement metrics (Richards et al., 2014).
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Evaluation and Success Metrics

Metrics for Success

- Target 500+ in-person attendees, 200+ livestream
viewers (Getz and Page, 2024).

- Revenue: Achieve £166,000 net profit (Raj et al, 2009).

- Leverage sponsor networks (HiIton, Marriott,
UKHospitality, Deloitte) & secure industry media
coverage (Wehman and Revell, 2006).

- 90%+ positive feedback from participants & sponsors
(McCraven, 2018).

Follow-Up & Future Growth

- Sponsor ROI Reports: Provide insights on attendance,
engagement, and media reach (Arcodia and Reid,
2005).

- Long-Term Strategy: Use results to expand industry
pqrtr)1erships & improve future editions (Richards et al,
2014).
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                                                                                                                  Evaluation and Success Metrics Metrics for Success - Target 500+ in - person attendees, 200+ livestream viewers (Getz and Page, 2024). - Revenue: Achieve £166,000 net profit (Raj et al., 2009). - Leverage sponsor networks (Hilton, Marriott, UKHospitality , Deloitte) & secure industry media coverage ( Wehman and Revell, 2006). - 90%+ positive feedback from participants & sponsors ( McCraven , 2018). Follow - Up & Future Growth - Sponsor ROI Reports: Provide insights on attendance, engagement, and media reach ( Arcodia and Reid, 2005). - Long - Term Strategy: Use results to expand industry partnerships & improve future editions (Richards et al., 2014).
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Concept and Objectives

Event Type:Breaking Barriers in Hospitality is a large-scale Conference (MICE industry focus), falls undeBusiness
Sector ()I;owdin, Allen, and Harris, 2011)

Theme
Celebrating equality in hospitality and inspiring progress acrossindustries (Lorenzo et al., 2018).

Location
Evolution London, Battersea Park, with livestream access (Getz and Page, 2024).

Event Features

- Empower hospitality professionals {R, marketing, finance, leadership, and operations) and highlight
challenges like pay gaps (Statista, 2024), career advancement and diversity policies (Bartlett, Johnson, and
Schneider, 2016).

- Attendee networking, strategic collaboration and international promotion through Hilton and Marriott, and live
streaming.

= Free, departmentspecific (front office, housekeeping, finance, HR, morketing) founded by industry leaders
(Reid, 2011).

= Premium seating, exclusive networking with keynote speakers, VIP lounges, food vendors, and cocktail bars
(Pedersen, 2015).

Key Objectives
- Promote leadership and diversity in hospitality through expert discussions and research (Quinn, 2013).
- Offer industry-specific professional development trough expertled workshops (Bladen, 2012)..

- Maintain financial sustainability through sponsorships, partnerships, and ticket sales Ereining and Phillips,
2008).
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    Concept and Objectives                       Event Type: Breaking Barriers in Hospitality is a large - scale Conference (MICE industry focus), falls under Business Sector ( Bowdin , Allen, and Harris, 2011) Theme Celebrating equality in hospitality and inspiring progress across industries (Lorenzo et al., 2018). Location Evolution London, Battersea Park, with livestream access (Getz and Page, 2024). Event Features - Empower hospitality professionals ( HR, marketing, finance, leadership, and operations .) and highlight challenges like pay gaps (Statista, 2024), career advancement and diversity policies (Bartlett, Johnson, and Schneider, 2016). - Attendee networking, strategic collaboration and international promotion through Hilton and Marriott, and live streaming. - Free, department - specific (front office, housekeeping, finance, HR, marketing) founded by industry leaders (Reid, 2011). - Premium seating, exclusive networking with keynote speakers, VIP lounges, food vendors, and cocktail bars (Pedersen, 2015). Key Objectives - Promote leadership and diversity in hospitality through expert discussions and research (Quinn, 2013). - Offer industry - specific professional development trough expert - led workshops (Bladen, 2012).. - Maintain financial sustainability through sponsorships, partnerships, and ticket sales ( Breining and Phillips, 2008).
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Event Phases (Event Cycle)

DPlanning Phase: Identify key stakeholders, finalize venue selection, and secure
sponsorships and speakers ( Bowdin et al., 2011).

DDeIivery Phase: Execute scheduled sessions, networking events, and keynote
presentations. Ensure smooth logistics and tech support (Bowdin et al., 2011).

DPost-Event Evaluation: Collect and analyze attendee feedback, measure
success based on attendance, sponsorship value, and media impact (Getz &

Page, 2024).

Event Schedule

Day 1: Leadership & Industry Innovation
Workshops: Front Office Strategies, Leadership for Diversity, Financial Operations (etal,
2012). Yeoman
Keynotes: Kathleen Taylor (Hospitality) and Dame Sharon White (Retail) on leadership
innovation.
Day 2: Inclusive Business Strategies
Workshops:Inclusive HR Strategies, Marketing Diversity, Talent Development (Bladen,

2012).
Keynotes: Eva MalmstrémShivdasani (Hospitality) and Asma Khan (Culinary) on

workforce equity and market trends.




