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[bookmark: _Toc166660430]Introduction
The purpose of this report is to provide detailed overview of the event management plan for the targeted MICE Industry event for virtual tourism. The targeted event on virtual tour services is scheduled to be organised on 1st July 2024. Selected venue for the event is 41 Portland Place in Central London region. The key purpose of the event is to promote the adaptation of virtual tour services among independent SME tour operators and travel agencies across the UK. The report contains a detailed situational analysis and subsequent operational marketing and budget planning for the targeted virtual event. 
[bookmark: _Toc166660431]The Event Cycle
An event cycle could be defined as sequential stages through which a targeted event can be planned, arranged, executed and evaluated. The key stages of a basic event management cycle have been shown through the below provided diagram. 
[image: ]
Source: (Verma et al., 2022)
Functions of each stages of the event management cycle have been outlined below, 

[bookmark: _Toc166660432]The Event Concept
The key purpose of the target event on virtual tourism is to promote the VR technology and its applicability in tourism industry for adaptation by participating tour operator SMEs. Building business buyers for virtual tour technology setup and service through holistic promotional campaign is the main purpose of the targeted MICE event (Meredith, 2022). It has to be mentioned that the targeted event will be shorter in nature to be covered within a single day. The detailed event itinerary have been illustrated through the below provided table. 
	Activity List
	Purpose and Significance
	Time Schedule

	Event Opening
	It is the opening session to the event when attendees will be presented with basic purpose of the event. Detailed presentation will be given about benefits and applicability of Virtual Reality and Virtual Tours in tourism industry to trigger interest of the target audience (Rogers & Wynn-Moylan, 2022). 
	10Am to 11.30Am

	Feedback/Query Assessment 
	After presentation of the applicability and benefits of virtual tours for tourism industry, this phase will be utilised for answering relevant queries of the attendee tour operators (Verma et al., 2022).  
	11.30Am to 12.15Pm

	Lunch 
	Serving lunch as guest hospitality. 
	12.15Pm to 1Pm

	Virtual Tour Session 
	It will be the most crucial phase of the event when attendee tour operator business executives and owners will be given with real time virtual tour experience through showcasing different emerging global destinations and attractions with VR headsets (Arcodia et al., 2020).
	1Pm to 2.30Pm

	Video Conference 
	After virtual tour session, event attendees will be included as a part of video conference with innovative tour operators from different global market regions having optimum application of virtual tour facilities in their business (Walters et al., 2024). 
	2.30Pm to 3.30Pm

	Afternoon Snacks 
	Serving lighter snacks as guest hospitality.
	3.30Pm to 4Pm

	Discussion and Planning 
	It will be the final stage when event attendees will be provided with one to one mentoring for planning and adaptation of virtual tour services in their business. Potential leads will be generated through negotiations, cost estimations and business need analysis (Verma et al., 2022). 
	4 Pm to 5.30 Pm

	Event Tea and Snacks 
	Tea break and post event discussion before closure. 
	5.30 Pm to 6 Pm

	Event Closure 
	Final phase for event closure after packing up technical systems and sustainable disposal of the event wastes (Rogers & Wynn-Moylan, 2022).
	7 Pm


[bookmark: _Toc166660433]Aim and Objectives of the Event
Aim – The primary aim of this event is to promote the concept of virtual tour among independent tour operators and travel agencies in the UK for fostering their competitive scope and advantage with advancing virtual reality technology. 
Objectives – The key objectives of the event are listed below – 

[bookmark: _Toc166660434]Event Operations
In order to successfully conduct the above mentioned event, the associated event management team and manager will require a wider range of skills. First of all, the event management team will be selected based on their digital technical skill and familiarity with VR headsets so that they could smoothly conduct the virtual tour session with large number of attendees. Collaboration and time management skill will be commonly needed by each event management team member to conduct necessary activities as the event activities are planned with tight time schedules (Rogers & Wynn-Moylan, 2022). 
Alongside basic leadership and management skill, the event manager will also require having basic analytical and problem solving skill so that unnecessary challenges can be minimised. The virtual tour event has been planned with minimalistic resource requirements (Smith, 2012). The sponsoring VR tech company will provide the necessary number of VR headset and video conferencing setup as the event acts like a promotional campaign to the business. Additional resources that need to be arranged include computers, projectors, dustbins, basic flower decoration, etc (Arcodia et al., 2020). 
Application of the EMBOK Model 
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Source: (Robson, 2008)
Domains: The primary domain of the targeted event on virtual tour technology is marketing. Promoting VR tech application for virtual tour adaptation among SME tour operators in the UK makes marketing the key domain for this event. The operation of the event largely emphasises demonstration of VR tech application in tourism to build adaptation interest among attendees (Rogers & Wynn-Moylan, 2022).  
Phases: A basic event management process consists of five key phase including initiation, planning, implementation, event hosting and closure (Robson, 2008). In case of the virtual tour event, event planning will be the most crucial stage to engage the interest of valid number of tour operator business owner and executives so that the sponsoring VR tech company could get productive number of customer leads (Verma et al., 2022). Event hosting stage needs specialised digital skill for interruption free presentation of virtual tour experiences to the attendees. 
Processes: Throughout the event management phases, communication will be the most crucial skill requirement so that event organiser team could keep the targeted attendees interested through responding to their queries (Walters et al., 2024). Communication skill will also be essential for effective coordination of tasks. Monitoring skill will also be essential so that the event could track the building interest of attendees and subsequently follow-up potential leads. 
[bookmark: _Toc166660435]Event Budget
It has been mentioned earlier that the targeted virtual event is mostly a promotional event that will be supported by a reputed VR tech product and service provider in the UK. The event not only promotes virtual tour concept to tourism businesses but also promotes the associated VR tech brand and its services as well (Smith, 2012). Hence, the main source of funding to the event will be sponsorship availed from the partner VR tech company. In case of income generation, the sponsoring authority will fund the activities and wages of event management team (Verma et al., 2022). Moreover, the event organising MICE project team will also get commission from each converted b2b consumer lead from the event as well. 
The detailed budget and income details for the event have been shown below. 
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[bookmark: _Toc166660436]Industry Trends / Issues / Impacts
[bookmark: _Toc166660437]PESTLE Analysis
In order to evaluate key external market trends to influence the targeted UK event for virtual tourism promotion, a detailed PESTLE analysis has been conducted below. 
Political – BREXIT transition and change in visa policies for UK travellers to EU destinations have drastically affected tourism service demand condition as Europe is the most preferred holiday destination for the largest proportion of outbound travellers (Walters et al., 2024). Thus, it could increase the need of virtual tour technology among British tour operators to give customers with more realistic view of emerging new destinations and accommodations outside Europe. 
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Source: Statista, 2024
Economical – Recent economic downturn and inflation instability within the UK has deeply affected spending power of UK customers towards tourism services. Hence, it could contribute in event participation interest of tour operators to strengthen their post-pandemic marketing campaign with virtual tours (Lu et al., 2024). 
Social – As per reports, trend of independent online travel booking in the UK has exponentially increased in recent years. Thus, growing trend of online travel booking could make virtual tour services more relevant for tour operators within the UK to enhance their consumer experiences in the pre-service booking stage (Dashper& Finkel, 2020). 
[image: ]
Source: Statista, 2023
Technological – The technological environment in the UK could play vital role for making tour operators and travel agencies in the virtual tour technology oriented event. As per a recent study, virtual reality technology has the highest proportion of application (37%) in tourism related services and operations within the UK (Walters et al., 2024). 
[image: ]
Source: Statista, 2023
Studies also claims that ownership rate of VR headphones among younger generation z and millennial population in the UK is growing. Hence, increasing social adaptation rate of VR among people will make this technology more relevant to the marketing approaches of tourism sector businesses within the UK as well (Lu et al., 2024). 
Legal – The targeted participants to the event are SME tour operators and travel agencies in the UK. Thus, the Data Protection Act 2018 will be an essential legal guideline for the event organiser team to keep privacy and data security to the participating business owners and executives (Arcodia et al., 2020). 
Environmental – The Environmental Protection Act 1990 imposes strict policies for industrial waste management and MICE industry is also covered within the provisions of this legislation (Dashper& Finkel, 2020). Thus, it will influence the event organised team to sustainably manage the event waste before finally releasing the venue.
[bookmark: _Toc166660438]SWOT Analysis
The internal environment of the targeted event and its organising team have been analysed below using a detailed SWOT analysis. 
	Strengths
	Weaknesses

	· Even location is one of the key strengths as London has the highest population of tour operator and travel agency businesses within the UK (Verma et al., 2022). 
· Event partnership with VR tech service provider is strength for effective demonstration of virtual tour experience to attendees (Zheng et al., 2022). 
· The event also has a very strong purpose as demand and use of virtual tours and VR technology in tourism sector is growing. 
· The event also has strong revenue generation capacity as attendees are business owners seeking for advancements. 
· The event has a strong management team with decent technical knowledge and skills for assisting VR tech demonstrations and activities (Godovykh et al., 2022). 
	· The event is shorter in duration with limited scope for following up the developed b2b consumer leads for virtual tour services.
· The event management team is largely dependent on the sponsoring partner VR tech company for virtual activities and attendees’ experience management. 
· Due to being a short-term promotional event, the event, funding capacity of the event is weaker due to overdependence on the sponsoring authority (Verma et al., 2022). 
· The event has weaker revenue generation assurance as financial output largely depends on final virtual tour service adaptation interest of the attendee businesses. 

	Opportunities
	Threats

	· Increasing tourism interest in emerging destinations outside Europe could increase the need of virtual tours among tour operators to gain customer confidence (Verma et al., 2022). 
· High application rate of virtual reality technology in tourism within the UK makes the event highly relevant to the contemporary market scenario to get valid number of attendees. 
	· In the current economic downturn and high inflation rate, tour operators can show negative interest towards virtual tour adaptation (Zheng et al., 2022). 
· Attendee SME tour operators might show negative adaptation interest due to their skill shortage with VR in the present market condition. 



[bookmark: _Toc166660439]Target Market and Positioning
It has been mentioned earlier that the target market or attendees to the virtual tour event will be independent tour operator and travel agencies from London and nearby UK market regions. SME tour operators and travel agencies struggling with their survival in intense competition with bigger brands and seeking for high tech transformation towards better competency is the main target market segment for the event to attract (Verma et al., 2022). On the other hand, SME tour operators in the UK who are trying to develop package holidays to emerging destinations outside Europe can be a potential target market as virtual tours could be potential solution for them to attract buyers with real time view of uncommon destinations. Geographic target market of the event is largely limited to tour operators and travel agencies within London and adjoining regions due to limitations of marketing activities, location and time period (El-Said & Aziz, 2022). The event will be positioned at high quality – low price positioning segment as attendee tourism SMEs will be offered with cost effective adaptation of virtual tour services. Virtual tours could be highly beneficial for SME tour operators to innovatively differentiate their service demonstration and promotional efforts and the event will help them with cost effective adaptation. 
[bookmark: _Toc166660440]Marketing Action Plan
The detailed marketing plan or the virtual tour event has been provided below using the 7Ps of marketing mix model. 
Product – The key services offered through the event include a day of hospitality with food, realistic virtual tour sessions and free virtual tour consultation and planning services. Alongside the cost free benefits of the event, the event attendees will be offered with virtual tour service adaptation packages at discounted costs with all VR headset and system setup. (El-Said & Aziz, 2022)
Price – Entry to the event will be based on cost free invitation to the attendee SME tour operator business owners and executive. In case of virtual tour service and VR service packages offered through the event, prices will be set with 30% discount from the contemporary market pricing of the package (Zheng et al., 2022). Thus, it can be said that the event will be following penetration pricing approach so that more interest consumer leads can be generated for future. 
Place – In order to avail entry, pass to the event, interest SME tour operators and agencies will require accessing the dedicated online booking platform. Interested attendees will be able to reach the booking page of the event through directly clicking on the hyperlink shared with digital promotional contents (Wu & Lai, 2022). Event seats can be booked through registering with business details and other necessary information. 
Promotion – In order to attract the right audience to the event, b2b promotional approaches will be given with greater preference in this event. Invitation emails will be sent to the official mail Id of recognised SME tour operators and travel agencies in London. The invitation mails will contain direct online booking link to the event pass (El-Said & Aziz, 2022). Alongside email, a team of field marketing executives will be deployed to promote the event brochure to individual tour operators across London so that their participation interest can be triggered. 
People – The event will have free of cost virtual tour service adaptation planning and consultation facility for the attendees so that they could realise their adaptation capacity. Each attendee and interested lead will be followed up through telephonic updates so that sustainable sales can be fostered. 
Process – At the end of the event, attendees will be able to get accurate estimate for virtual tour service adaptation process in their business. 
Physical Evidence – To justify physical evidence, two event management executives will be deployed near the selected venue of 41 Portland Place. These executives will be running administrative duties from the target location for responding to physically enquiring attendees (Wu & Lai, 2022). 
[bookmark: _Toc166660441]Monitoring Key Performance
To evaluate successfulness of the virtual tour event, range of KPIs could be used in different stages of the project cycle. For example, number of interested businesses to participate in the event and number of businesses making online or offline registrations will be a crucial KPI to evaluate promotional efficiency. In the event closure stage, number of attendees placing order for VR facilities will be vital productivity KPI for the event as well (Zheng et al., 2022). 
[bookmark: _Toc166660442]Cultural and Situational Considerations
It has to be remembered that attendee tour operator business owners and executives will be coming from different cultural and social background and subsequently their tourism trend preferences could also largely vary from each other (Wu & Lai, 2022). Hence, virtual tour session within the event will try to showcase diverse range of emerging international destinations so that tourism interest of individual attendees could be satisfied. 
[bookmark: _Toc166660443]Conclusion
The virtual tour event has strong potential to generate suitable financial output through showcasing the potential of virtual tour service and virtual reality technology to potential SME tour operators and travel agencies across the UK. In case of successful lead conversion rate and financial output from the event, similar events will be organised in other UK locations having decent popularity of target market b2b audience. 
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To provide event attendees with real-time view of the potential of virtual tours in tourism industry for triggering their adaptation interest. 


To generate at least 250 potential real business related event attendees 15 days before the actual event date. 


To convert at least 15% of the event attendees into potential customer or lead for virtual tour service and setup provided by the sponsoring VR tech company. 



Event Planning – The initiation stage for planning of event purpose and objectives and setting key activity targets. This stage also requires detailed situational research for the target market and subsequent planning of event activities as per the interest of target audience (Fox et al., 2014). 


Event Booking – Stage for arrangement of event essentials after development of the primary plan. Key activities include venue booking, activity scheduling, booking of required hospitality and guest services, etc. 


Event Marketing – Key stage for promoting an event to its target audience for attracting valid number of attendees (Getz & Page, 2019). 


Event Administration – the actual phase in which the planned event will be organised and executed as per the targeted plan and purpose (Meredith, 2022). 


Event Finance and Analysis – Key stage for evaluation of the successfulness of a conducted event with respect to financial output or other KPIs. 
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The EMBOK Model showcases the three key dimensions of essential skills and
knowledge that are required to create, plan and deliver a successful event. The three
key dimensions of event management knowledge and skill areas indicated in the

EMBOK Model include domains, phases and processes (Robson, 2008).
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Particulars (£)
Sponsors 35000
REVENUE 50000
EXPENSES

Maintenance Overheads 500
Entertainment Expenses 12600
Catering and refreshments 21400
Staff payments 8000
Marketing costs 850
Rents and Bills 650
All Insurance 188
Heating and Lighting 50
Print Stationery 110
Delivery expenses 75
Repairs and Maintenance 213
Telephone and Internet 120
Advertising and Promotion 246
Total Expenses 45001
PROFIT 4999
PROFIT RATE 14.28
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Unexpected jump in UK inflation

UK consumer price inflation unexpectedly rose to 10.4% in February, pushed up by higher food prices
and more expensive drinks in pubs and restaurants
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Desired uses for virtual reality according to British adults 2022
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Share of respondents who own a virtual reality headset
in the UK 2022, by generation
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