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Concept

The event our team decided on was a themed afternoon tea with a twist, it will be an Alice in Wonderland themed afternoon tea partnering with our sponsor Harbour Lights Sunset Gin (the twist), the finalised event name being ‘Mad Hatters G&Tea’. 
The concept combines the aesthetic of Alice in Wonderland, particularly the Mad Hatters tea party, with a classic afternoon tea including sweet and savoury treats alongside the Harbour Lights Sunset Gin which also correlates perfectly with the event. We decided to utilise a theme that coincided with the type of event as it not only creates a buzz surrounding the occasion but also promotes sharing on social media emphasising the potential of the event being memorable for consumers and providing a beneficial base for design and catering standpoints. Bowdin et al states that ‘The value of planning is achieved by focusing an organisation (such as an event organising committee) on particular objectives and in the creation of defined pathways by which these objectives can be achieved. We are also working with Ty Hafan by holding a raffle and auction during the event with all the proceeds going directly to the charity whilst raising awareness for the cause. 

Event Programme

The event will be held on the 30th April 2022 between 4-7pm at our chosen venue, ‘GNSQ’, and the event programme is as follows;

	3.00pm
	The whole team will arrive at the venue, GNSQ.

	3.05pm - 3.45pm
	Set up; Including dressing the tables, the welcome area, set up of the raffle & auction, tech, ensuring everything is on track & content creation before event.    

	4.00pm - 4.30pm
	Welcome guests as they arrive with their complimentary Harbour Lights Sunset Gin, show them to their table and ensure all guests are content. 

	4.30pm - 5.00pm
	Greeting/welcome speech & Ty Hafan awareness speech once all guests have arrived, and the selling of raffle tickets. 

	5.00pm – 5.30pm 
	Afternoon tea’s will be served, provided by food by Sean. Content creation throughout.

	5.30pm – 5.50pm
	Begin raffle prize draws.

	5.50pm – 6.30pm 
	Auction.

	6.30pm – 6.45pm
	Total up money raised through the raffle & auction in order to determine the final amount collected for Ty Hafan.  

	6.45pm – 7.00pm
	Closing speech before guests leave announcing the total raised for Ty Hafan.

	7.00pm – 7.30pm
	Clean down of venue.

	7.30pm
	Event concluded. 


                                                       
Aim

To create and execute a successful, themed, afternoon tea event that raises awareness for UWTSD, Harbour Lights Gin and Ty Hafan in Swansea.

Objectives

· To design and produce an identifiable theme for the event whilst creating an immersive experience for the consumers.
· Raise awareness for the University and our sponsor Harbour Lights Gin, and to raise money and awareness for the charity Ty Hafan.

Project Planning

In order to ensure that everything went according to plan in a timely manner I created a Gantt chart for my faction of the team, as you can see below it outlines tasks and when they are completed, this helps us visualise our progress. Gantt charts are also beneficial motivators and organisers as they indicate specifics keeping people on track and improving team cohesion, they also enable us to better our time management. Bowdin et al describes the need to ‘monitor and evaluate progress, coordinate decisions in all areas so that event objectives are progressed and communicate with, inspire and motivate those responsible for carrying out the various elements of the plan’.
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Market Research

We used two types of market research techniques throughout this project which were consumer observation and a survey; Customer observation market research has been conducted in similar venues/events to determine that the audience we will be aiming at includes, but is not limited to, the following; Women, gin lovers and supporters of the Ty Hafan charity, classic afternoon tea’s are usually marketed towards groups of women.

The survey was created (see Appendix 1) and conducted by another member of our team surrounding gin drinkers, the results concluded that, of the 79 responses, 79.75% were women and the remaining 20.25% men hence why our event is primarily aimed at women, but not limited to. The results of the survey also showed that the age of gin drinkers are primarily 18-24 year olds (34.18%), followed by the 45-54 (21.52%) and 55-64 (15.19%) age groups which is seemingly quite broad across the board considering age. Another statistic found through this market research was the situation where respondents most prefer to drink gin, it found that 28.61% of people prefer to drink it with friends and 27.09% of people prefer to drink it on a night out; Our event combines both of these conditions therefore it can be deduced from these figures that it would be the desired place to drink gin for the majority. 

Event Marketing Plan

In order to market this event we utilised various techniques including using marketing objectives, a SWOT analysis and the 4P’s of the marketing mix to establish the direction we would take. The marketing objectives created are as follows;

· Promote brand awareness for our sponsor Harbour Lights Gin, and to raise awareness and money for the charity Ty Hafan. 
· Encourage customer and event engagement. 
· Create event awareness through social media content creation. 

A SWOT analysis (see Appendix 2) is used to identify strengths, weaknesses, opportunities and threats surrounding the product/service you offer, we used this framework to analyse possible problems that could arise and positives that we could utilise. 

We found that producing a themed event, on a Saturday partnered with sponsorship from Harbour Lights were strengths whilst delays in the campaign and slow and divided content creation were our weaknesses. Opportunities centred around supporting the Ty Hafan charity as it’s an incentive not usually included in similar events, however threats would be the competition likely having a higher budget than us, due to us being an institution, and possibly similar events appearing on the same day. 

We then used the 4P’s of the marketing mix (product, price, place & promotion) to frame our marketing plan; Chai Lee Goi states that the main reasons the marketing mix is a powerful concept are It makes marketing seem easy to handle, allows the separation of marketing from other activities of the firm and the delegation of marketing tasks to specialists.

Our marketing strategy centres around social media, the team have created accounts on Instagram, TikTok and created an event page on Facebook, we will be monitoring activity such as impressions on these platforms. They will also be used to promote the event itself alongside promotion for the local businesses and charity involved, Harbour Lights, Food by Sean and Ty Hafan. The marketing team have also been consistently gathering content, incorporating the theme, ready to release for public relations before ticket sales in order to spark interest in the event.

With regards to the 4P’s, the product we are offering is a package deal event with a life cycle that includes the announcement, the on-sale stage, maintenance throughout and then the closing period with content creation planned for every stage of the life cycle. Including a local charity will be beneficial in regards to our competition as it’s an incentive similar events do not offer, also the collaboration of a local institution (UWTSD) and various local businesses provide even more appeal for the event. The inclusion of local businesses also proves beneficial for price as it gives us the ability to dictate it on the premise that local people will pay a higher price for local products/services, the involvement of the charity Ty Hafan will also encourage consumers to be actively involved. Place has been a priority for us especially when marketing the event, in relation to theme we need an event that’s ‘instagrammable’ while also correlating with the aesthetic, this will ensure that the content created will reach its full potential and therefore attract and impact consumers at the highest level. GNSQ our chosen venue provides the perfect place to host an ‘Afternoon G&Tea’, it not only has the desired aesthetic but its consumers are correspondent with our own target market, primarily gin drinkers and women, so it furnishes a foundation for our marketing plan. Promotion of the event will include content creation on various social media platforms focused on the local charity work planned for during the event and the partnership with local businesses, this will divulge the reason to attend and also why the product is worth the price. 




Expenditure 

Financially we are not looking to make a profit through this event, however any profits made will be added onto the total sum donated to Ty Hafan, raising awareness for the cause and money for the charity being our main objective through the event. We outlined an income and expenditure plan (see Appendix 3) based around the attendance of 100 guests, capacity of the venue being 130. 

Risk Management Plan

In order to ensure the safety of everyone involved in the event, staff and attendees, a risk assessment was produced (see Appendix 4) for the purpose of identifying possible hazards and creating solutions to reduce the risk. 
[bookmark: BM3]A risk assessment is required by law under the Management of Health & Safety at Work Regulations 1999 , regulation 3 under the Health and Safety act requires the following – 	
                       (1) Every employer shall make a suitable and sufficient assessment of - 
(a) the risks to the health and safety of their employees to which they are exposed whilst they are at work; and
(b) the risks to the health and safety of persons not in their employment arising out of or in connection with the conduct by them of their undertaking,

Contingency Planning

We have also created a contingency plan (see Appendix 5), this is an assessment that outlines possible problems that could arise during the event and establishes solutions in order to avoid the worst outcome. Through the contingency plan a number of possible risks have been highlighted, such as the venue, sponsor or staff falling through, and fallback plans put into place to counteract any issues that do arise. According to Bowdin et al ‘benefits associated with the planning process include its capacity to identify and resolve problems, generate a range of potential alternative strategies for consideration…’.

Evaluation Strategy

The evaluation strategy involves looking at our objectives for the event and measuring the success of the event against the objectives planned to achieve, it is key to have feed back pre, post and during the event.
Pre event:
· Most popular venue
· Best time
· Which social media platform to primarily use
· Response on social media 
· How many tickets were sold

During event:
· Real time feedback
· Social media posting from consumers
· Brand awareness/placement
· Observation
· Event numbers on the day
· Response on social media

Post event:
· Evaluation methods; For quantitive data we will collect email addresses from attendees and email a survey via Microsoft Forms post event, for qualitative data we will collect feedback from venue, caterer, charity/guest speakers etc.
· Experience from staff/team perspective 





· 
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