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1. Event Overview

Event Name: The Sovereign Masquerade
Event Type: Charity Ball
Concept & Theme: A formal ball with a black and gold theme, The Sovereign Masquerade combines elegance, mystery and purpose. To create a sophisticated and intriguing atmosphere where identities are disguised and freedom of expression is encouraged guests must wear masks in addition to traditional black and or gold attire.
The event is intended to inspire a sense of exclusivity and elegance, and the regal vibe is further enhanced by thoughtfully chosen black and gold decorations.  Canapés and a free welcome drink give a memorable guest experience, while live music sets the tone for the evening with a refined yet captivating atmosphere.
The event has a charity objective that adds to its visual and social appeal. In honour of Cancer Research UK, a raffle will be held, giving attendees a chance to support a worthy cause whilst having fun.
Target Audience: Students in higher education (University) aged 18-25. Demographic segmentation is the process of diving a market into distinct groups based on demographic variables such as age, income, family structure, and other measurable population traits. Organisations can identify target groups by using this segmentation method. For example, demographic segmentation can make advertising campaigns more effective (Măgdoiu et al., 2025).As the event was organised by students and hosted in a location situated by several student accommodations and residential areas, with close proximity to the city centre, the target market was identified as students aged 18-25. Furthermore, the event was planned on a day that is widely recognised as one of the most popular for students to visit the city, increasing its appeal and accessibility to this target market. Students this age are also shown to contribute more towards charity as shown in the study conducted by Armour (2024). This is significant as this event is for a charitable cause.






2. Timing, Location & Programme

Date & Time: Event Date on 25th March 2026 and Start/End Time from 7pm – 11pm.
Venue: Dylan Thomas Centre, 6 Somerset Place, SA1 1RR.
Event Programme:
Registration – 7pm doors open & guest arrival, tickets will be scanned, welcome drinks will be provided.
Key Activities/Sessions – roaming canapes – 7:15pm– 8:30pm, live singer (act 1) – 7:30pm -8:15pm, welcome speech and thanks – 8:15pm- 8:30pm, raffle draw and awards – 8:30pm- 9pm, live singer (act 2) – 9pm- 9:45pm.
Closing & Wrap-up – last call on bar service – 10:45pm, 11pm guests departure, 11pm to late afterparty in Peppermint 13 Wind St, Swansea SA1 1DP.

Welcome speech and Thank you
“Good evening, dear readers, I would like to extend a very warm welcome to you all- thank you for attending The Sovereign Masquerade ball. It is wonderful to see so many people gathered here, dressed in elegance and mystery, ready to enjoy an unforgettable evening.
Tonight is about elegance, mystery and celebration. Behind every mask is a story, and this evening gives us the opportunity to step away from the everyday and immerse ourselves in an atmosphere of glamour, music and connection.
Masquerade balls have always been about celebration, intrigue, and bringing people together. But tonight is about something even more meaningful. Behind the masks, the music and the laughter, we are united by a shared purpose, supporting Cancer Research UK.
Cancer has touched the lives of millions of people around the world. Many of us here tonight know someone, a friend, a family member or a loved one who has been affected by it. By coming together, we are helping to fund the research that leads to better treatments, earlier detection and intimately, a cure.
Every ticket purchased, every donation made and every moment shared tonight contributed to that mission. Your presence here is more than just attendance, it is an act of hope and support for those fighting cancer today and for the generations to come.
Before we continue with the rest of the evening celebrations, we are excited to announce that we will be hosting a raffle, as you can see there are some fantastic prizes to be won, every ticket purchased will be donated directly into the pot to support Cancer research.
So please take part, enjoy the night, and thank you for all your generosity and support. Thank you.”

3. Aim and Objectives

Overall Aim: To donate/ raise awareness to Cancer Research UK charity.
Objectives:
Objective 1- To raise money from ticket sales, raffle entries to donate to Cancer Research.
Objective 2- To attract 50 attendees for this event.
Objective 3- To deliver a memorable event for guests by formal presentation, live music, catering and themed decorations.
Objective 4- To successfully promote the event on social media platforms to achieve ticket sales.





4. Project Planning Techniques

Work Breakdown Structure (WBS): WBS is a method that helps with planning, distributing resources and control by breaking down a project into smaller tasks. It can increase productivity in time management and other sectors like marketing or allocation of funds (Azizah and Yulianto, 2025).
Tasks and Responsibilities (Marketing):
1. Planning: Defining the target audience – Students aged 18-25.
2. Objectives – increase ticket sales, raise awareness and increase engagement.
3. Key messages and Branding – Charity Ball, black and gold theme+ attire, time (7pm-11pm with an afterparty), date (25th March), location (Dylan Thomas Centre and Peppermint), what the event will include ( welcome drink, canapes, live music, raffle that supports charity, awards for best dressed), team and raffle prizes.
4. Roles – Karina, lead in Marketing, with help from team members. Eden and Arwen as assistants.
5. Designed event logo.
6. Created The Sovereign Masquerade event page on Instagram.
7. Designed posters.
8. Developed and published content with event description and captions.
9. Posted regular content such as countdowns and videos to promote event.
10. Used hashtags and tagged others to boost views.
11. Printed and distributed posters and flyers in student accommodation, and university areas with help from Eva.
12. Promoted partnership with Peppermint for the afterparty.
13. Final posts to build excitement.

Tasks and Responsibilities (Sponsors):

1.Called Cancer research to ensure we can support the charity.
2.Confirmed with Cancer Research, provided signs and logos to promote at the event.
3.Cancer Research provided hampers full of items to have as raffle prizes for the event.
4.Researched sponsors in the area.
5.Created a formal letter for sponsors.
6. Emailed businesses in the area from research made.
7. Distributed the formal letters to businesses in the area to collect raffle prizes (help from Arwen). Including Swansea city centre and Mumbles.
8. Partnered with Peppermint for the afterparty after distributing the formal letter.
9. Sending and responding to emails for raffle prizes.
10. Created a formal email for welcome drinks.
11. Sent out emails to businesses for welcome drinks (unsuccessful).

Gantt Chart: 
Gantt Chart - live events.xlsx


EMBOK Domains:
Administration: Planning, coordination, and logistics
Design: Event theme, décor, entertainment, and branding
Marketing: Promotion, sponsorship, audience engagement
Operations: Venue setup, safety, and security
Risk Management: Identifying, assessing, and mitigating risks



5. Market Research & Target Audience
Market Segments: Students aged 18-25, live music lovers, locals, adults who are interested in new and unique experiences, individuals who want to socialise and attend events, individuals who want to support charity.
Competitor Analysis: The Masquerade Ball on 24th of October at the Barnstaple hotel is a competitor to our event as it has the same theme. However, it is highly more expensive, it supports a different charity (The Veterans Charity). Similarities like live music, raffle, drinks and food could have been a problem however the most important fact is that it is planned later down this year which should not affect this event (“The Masquerade Ball, 2026”).
Other competitors around the date, time and area would be city centre night clubs as this event is on student night where students visit the city centre, the individuals may want to just stay in city centre where the nightclubs are rather than come to this event (Barnes,2022).

Consumer Preferences: Instead of attending typical events, most young people want engaging and unique experiences (Eventbrite, 2026). Many people are more inclined to attend an event that promotes a good purpose such as supporting a charity. One other important source of motivation is social factors, such as travelling with friends to feel a sense of community. An addition to that is that young attendees view affordability as a key factor which influences attendance whilst music atmosphere and engaging activities increase the appeal of the event (Davies et al., 2023).As our target market are locals and students, we have made this affordable and accessible for visitors, created a unique theme event that promotes a charity and will be providing music, food and drink which should increase the events appeal as it caters to the target market preferences.
.



6. Event Marketing Plan
Marketing Channels: Instagram, emails and printed posters and flyers.
Promotional Timeline: 7 weeks before event make Instagram page with logo and a post regarding what the main message is which is to support cancer research. Ensure there are posts regarding theme, attire, and main details for guests to know such as location, date & time and what the event will include 5 to 6 weeks before event. Distribute formal letter for potential sponsors 5 weeks before the event. Continue posting more information such as team members, partnerships, raffle prizes 4 to 2 weeks before the event. Place posters and flyers 3 weeks before event and up until 1 week before event. Promote and post on the day of the event, regarding parking and to build excitement.

Key Messages & Branding: This event was advertised with the key message “An extravagant masquerade awaits, promising a night to remember where every guest becomes royalty, wrapped in elegance and mystery” describing what the event is about with further more captions on the Instagram page displaying to future guests that this event is a formal masquerade ball to support a cancer research charity  with the theme and attire being black and gold.
Sponsorship: Identified sponsors for the raffle prizes such as local businesses, and Cancer Research themselves. Sponsors such as, AU Vodka, Thatcher’s, Wagamama, Slug and Lettuce, Las Iguanas, Gower brewery, The No Sign, Venue 42, Bonnie Rouges and Nando's wanted to support the charity Cancer Research, so they gave free items or vouchers for the raffle. It can boost their reputation for showing support which can improve customer loyalty. Peppermint agreed to be a collaborator with this event, helped arrange an afterparty which helped them bring in more customers.


7. Budget & Financial Plan
Projected Income: 600£ from ticket sales
Expected Expenditure: 600£
Venue & Equipment: 170£ est
Marketing & Promotion: 10£
Staffing & Security: Free
Catering & Logistics: 200£
Miscellaneous: 20£, decorations = 200£
External Suppliers: Free
Budget Report: No Profit.






8. Contingency Planning
Alternative Venue: Peppermint, 13 Wind St, Swansea SA1 1DP.
Weather Contingencies: Indoor event, attendees are responsible to ensure they check the weather.
Key Supplier Failures: Ensuring every supplier and staff will be attending before the event. Ensuring staff roles can be covered if someone is absent, one of the members will have to cover anyone who does not show up.
Crisis Communication Plan: All members should be notified and discuss a message to respond with quickly and clearly on the right channel (Instagram or other social media platform if necessary). 


9. Evaluation Strategy
Post-Event Surveys: Will be conducting a post event survey that will provide guests' feedback.
Key Performance Indicators (KPIs): Number of tickets sold.
Attendance Measuring: Ensuring every guest is recorded at the event (people who have bought a ticket and who have attended), the amount of raffle tickets sold would show engagement, or the number of people interacting or viewing the Instagram page.
Debrief Meeting: Late April.


10. Sustainability & Event Legacy
Sustainability Considerations: Be eco- conscious of printing out formal letters, posters and flyers. Not printing out an excessive amount just what is needed to be more environmentally friendly. Using channels such as emailing online and posting on Instagram to avoid using paper or getting transport to destinations. 
New Economics & Legacy: The event will involve the community and help raise awareness and donate to Cancer Research charity.
Event Impacts: Some decorations will have to be disposed of as they are single use which is not environmentally friendly. Food and drink waste is also an issue that needs to be dealt with accordingly.


11. Key Areas of Managing Event Operations
Staff Rota: bar staff 7pm – 11pm, security 7pm-11pm, volunteers needed all day, photographer 7pm -11pm, live singer 7pm-11pm, kitchen staff 4:30pm- 11pm.
Logistics & On-Site Management: 7 round tables, with 8 seats per table, two tables for raffle prizes, one table with water and decorations people can use, a backdrop where attendees can take photos, a stage where the singer will sing bringing their own microphone that will be linked with the speakers in Dylan Thomas Centre, lift and stairs at the venue, visitors will be arriving on their own accord with the transportation method they prefer including staff and volunteers.
Stakeholder Coordination: Peppermint and Dylan Thomas centre.



12. Division of Work & Responsibilities


Meeting Minutes: Meetings were conducted in person and on social media platforms to ensure communication is clear to every member. The meetings involved discussing tasks that need attention and finishing, what has been completed, and future tasks that need to be considered.
Email Correspondence: Sponsors, staff, partnership, volunteers and team members.
Task Assignments: Marketing and Sponsors was my role. Using Belbin’s team role framework, I got the results of being an Implementer, complete finisher and team worker which worked well with the rest of my team (Belbin, 2025).
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