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1.0 Introduction
This report will discuss the planning techniques and processes required for our group of second year Events and International Festivals Management students to plan and deliver a successful event project. The report will cover all aspects of the planning stages, the implementation and delivery of the event as well as an evaluation of its overall success.  
1.1 Event Description and Concept
One of the core tasks in the initial stages of the event planning process is to develop a strong concept as this creates the foundations on which the event will be built as well as setting out a clear purpose as to why the event is taking place (Bowdin et al., 2012). The event conceptualisation stage consists of idea generation and screening whereby alternative design, themes, venues, and entertainment are often considered before an agreement is made (Bladen et al., 2012). As suggested by Bowdin et al, 2012 the group brainstormed a wide range of ideas which included a Gin Festival, An Alice in Wonderland Mad Hatters Tea Party, a networking dinner for local businesses, a fundraising event with raffle prizes, and a masquerade ball before collectively agreeing on a ‘Mad Hatters Afternoon G & Tea Party’ (MHGTP). It was believed that by selecting this theme, it would differentiate it from other events which is a key element in staging an event (Bowdin et al., 2012). The group were also keen on hosting a fundraising event and it was agreed that the MHGTP would be a charity event with all final proceeds being donated to Ty Hafan, one of the UK’s leading paediatric palliative care charities (Ty Hafan, 2022). The proposed event will be held in association with ‘Harbour lights spirits’ to support fellow student and director Jessie Wakely in raising brand recognition and awareness of her local business.      
1.2 Definitions

Several key terms will be referred to throughout the report and this section will provide a definition of each.
According to Getz (2012:37), an event is defined as:
‘An occurrence at a given place and time; a special set of circumstances; a noteworthy occurrence’ 
Whilst the above definition provides a general classification of the proposed event, the author feels that there will be an element of specialness surrounding the occasion with it being best classified as a ‘special event’. Getz (2012:46) defines the term special event as:
‘A special event is an opportunity for an experience outside the normal range of choices or beyond everyday experience’ 
According to Shone & Parry (2013), a key characteristic of special events is their uniqueness with their purpose being to ‘enlighten, celebrate, entertain or challenge the experience of a group of people’ (Shone & Parry 2013:7).       
Planning is an essential process in event management whereby the organiser will:
‘Look towards the event to discover what various courses of action are available to arrange it and what course of action would be the best’  
                                                                                            Shone & Parry 2013:118
The planning process is always future orientated in which goals are set and actions are put in place to achieve them (Getz & Page, 2016). 
To increase the number of guests attending the event, it needs to be effectively promoted to reach the target audience (Shone & Parry, 2013). Event marketing is a promotional strategy which can be defined as: 
‘The process by which event managers and marketers gain an understanding of their potential consumers’ characteristics and needs in order to produce, price, promote and event experience that meets these needs and objectives of the special event’ 
                                         Bowdin et al., 2011: 367 as cited in Bladen et al., 2012:163
A highly effective promotional tool for targeting communities online is digital marketing (Getz & Page, 2016) and with there being 4.48 billion people who own social media accounts (Patel, 2022), channels such as Facebook and TikTok will be used to promote the event as well as raising awareness of our chosen charity. 
1.3 Aims and Objectives

Clearly defined aims and objectives are of key importance in event planning as they provide the focus and direction for the achievement of success (Shone & Parry, 2013). The formation of objectives will be based on the SMART principle as stated in Bowdin et al., (2012) with them being set as follows:
The aim is to: 
· Plan and deliver a unique event experience for guests whilst promoting Harbour Lights spirits and raising funds for the charity Ty Hafan 
The objectives are: 
· To attract one hundred and thirty paying guests with the profits of £512.04 being donated to our selected charity
· To source a sufficient venue which incurs no hiring costs as this will keep the event low budget as well as maximising the proceeds to charity  
· To select a date which allows the group a sufficient amount of planning and preparation time in amongst current course commitments as well as allowing students who begin summer placements in May to participate in the event
2.0 Timing, Location and Event Programme
Before the event timings could be established, there were a number of factors that had to be taken into consideration and the group needed to determine the most suitable date to host the event. Provisional dates had initially included the 14th of May, however the group first needed to establish if these dates were feasible by performing a search on the surrounding areas for any potential competitors. Competition is a key consideration in event planning as there may be more than one event taking place on the same day which can have a detrimental effect on ticket sales (Shone & Parry, 2013). As part of a feasibility study, an assessment of the market revealed that on the initial proposed date, the Swansea Gin, Rum, and Prosecco Festival was being held at the Patti Pavilion which could place the MHGTP at a serious disadvantage in terms of maximising ticket sales. It was therefore decided that an appropriate date to host the event would be the 30th  of April as this is a time where many people get paid as well as being before the busy summer period where many venues are booked in advance (Shone & Parry, 2013). This would also give the group a sufficient amount of time to be able to plan the event properly as well as being within the university term dates before students are due to start their summer work placements. 
When selecting a venue, we had to take into consideration a number of factors to ensure that the venue was suitable for the event’s needs (Bladen et al., 2012). A number of possible locations were considered which included Bella’s Bar, Hensol Castle and Morgan’s Hotel and as part of an assessment of suitable venues, Gin Ne Sais Quoi (GNSQ), Swansea was chosen as it was felt it would meet the needs and wants of the audience with this being paramount when making any venue decisions (Bladen et al., 2012). GNSQ is in a centralised location in Swansea Marina with nearby parking facilities and good transport links via bus and train. A close contender was Bella’s bar in Pontlliw as its design fitted the theme of the MHGTP event perfectly with this being a key element in determining an event venue (Bowdin et al., 2012), however the location wasn’t easily accessible with there being inadequate transport links and this option had to be discounted (Bladen et al., 2012). Having now identified a venue, it was essential to plan a site visit to GNSQ to determine what facilities were available (Bladen et al., 2012). The venue itself is a large opulent gin and cocktail bar which can seat 130 guests and it would also help to minimise costs on themed decorations as it already has a wow factor being uniquely decorated in pink (See Appendix A) with there being no charges for hire of the venue. A meeting with the site manager provided us with clarification that they were also able to provide catering if required, resident DJ and security personnel (Bladen et al., 2012).
Creating an event programme is a critical part of the planning process as it provides the ‘what’s on’ of the event and the flow to the days schedule (Bowdin et al., 2012). According to Bowdin et al., (2012) it is the programme which creates the event experience for the attendee, and this must provide a timeline for the schedule and meet audience expectations. The proposed event will be held between 4pm and 7pm and the programme can be seen in Appendix B. 
3.0 Planning Techniques
A number of project planning techniques can be applied to identify critical tasks and outline the sequence of activities within an event schedule (Shone & Parry, 2013). A work breakdown structure (WBS) provides a visual display of the key components required to successfully deliver the event whereby a Gantt chart breaks these components down into subsequent tasks with scheduled timelines (Bowdin et al., 2012). Both of these techniques will be applied in the planning stages of the Mad  Hatters Afternoon G & Tea Party and can be seen in Appendix C.  
4.0 Market Research 
When marketing for the MHGTP, the group first needed to identify its target audience as part of a feasibility study before a marketing plan could be established (Bowdin et al., 2012). In order to identify our target audience, a survey was conducted on Facebook with the aim of gathering quantitative data on the typical gin drinker (See Appendix D). The results revealed that 79.75% of gin drinkers are female which suggests that the proposed events target audience will be predominantly female and with only 27% preferring to drink at home, this indicates that a gin event could be a popular social occasion. The demographic revealed the drinking age varied over a wide range and although the age bracket 18-24 had the highest percentage at 34%, the age groups 44-54 and 55-64 were the second and third most popular and therefore by evaluating these market segments a marketing plan could be constructed. 
4.1 Event Marketing Plan
Social media is a powerful marketing tool with it being extremely cost-effective in comparison to the more traditional methods such as print or radio (LYFE marketing, 2019). With Facebook being the most widely used digital platform in the world, this channel will be used to promote the event as well as the new ‘up and coming social media platform’ TikTok (Big 3 Media, 2021). As suggested by Bladen et al., (2012), social media can be used to disseminate marketing material to potential customers and the marketing team will be responsible for setting up social media pages and sharing engaging content with the target audience. A marketing plan can be seen in appendix E.  
5.0 Financial Considerations 
Financial planning is essential, and the group needed to ensure that all expenditures were covered by setting a budget as this imposes financial discipline to monitor and track all expenses and revenues. In order to develop the budget, a detailed listing of all key revenue and expense items needed to deliver the event must be identified  (Catherwood & Van Kirk, 1992) and the group needed to determine what resources were required. All costs and revenues were itemised which enabled the group to establish a budget of £2,938.04 and to ensure all expenditures were covered, ticket prices have been set at £25 per person as this would also allow a profit of £2.40 per ticket to be donated to Ty Hafan. A charity auction and raffle will also take place at the event to raise additional funds for our chosen charity with all prizes being donated from local businesses so not to incur any additional costs to ourselves. A breakdown of all costs can be seen below with a photo gallery of expenditures being shown in Appendix F. 




	Expenditure
	Costs

	Food by Sean themed Alice in Wonderland afternoon tea including props £15 x 130 guests
	£1950

	5cl miniature Harbour Lights Sunset Gin £5 x 130 guests
	£650

	Decorations 
	£208.04

	Mixer supplied by GNSQ £1 x 130 guests
	£130

	Venue hire
	£0

	Security (Inclusive of venue hire)
	£0

	Resident DJ (Inclusive of venue hire)
	£0

	Staff (Inclusive of venue hire)
	£0

	Total
	£2,938.04



	Revenue
	Cost

	Ticket Sales £25 x 130
	£3,250

	200 raffle and auction tickets @ £1 each
	£200

	Total
	£3,450



	Proceeds to Ty Hafan
	Total

	Revenue £3,450 minus expenditure £2,938.04 = 
	£512.04



6.0 Health and Safety 
A key principle of event planning is to be able to provide a safe environment for all guests and employees, and event organisers have an obligation to comply with all legal requirements relating to health and safety in the workplace. The delivery of the MHGTP must adhere to the guidance set out in the Health and Safety at Work etc. (HSW) Act, 1974 ensuring that actions are taken to prevent any foreseeable risks and injuries and failure to do so, could result in prosecution (Bowdin et al., 2012). As the event involved members of the public, the group confirmed with the venue that public liability insurance was in place (Ty Hafan, 2022) with further detail relating to health and safety being discussed in the risk management section below. 

6.1    Risk Management Plan
Risk management is a vital component of event planning and organisers need to ensure that all potential risks are examined before implementing policies and procedures to minimise them. An event has many elements of risk which range from behavioural problems as a result of heavy alcohol consumption to tripping over a loose piece of wire and it is essential that a risk assessment which identifies all of the possible risks is carried out  as well as stating the measures that are in place to control them (Bladen et al. 2012). As stated by the Health and Safety executive (2011:1 as cited in Bladen et al. 2012), ‘The law does not expect you to eliminate all risk, but you are required to protect people as far as “ reasonably practicable” and a risk assessment must be undertaken before the MHGTP can take place. A risk assessment will now be created to protect the safety of all guests, employees and suppliers present at the event. The risk assessment has been partially lifted from a previous risk assessment specifically designed for Ffos Las racecourse hospitality boxes and can be seen in Appendix F.   
7.0 Legal Arrangements
The MHGTP will need to comply with a number of rules, regulations, and licensing requirements and the group needed to investigate what permits and licences were required to be able to proceed. The venue provided clarification that the premises is fully licensed being able to supply alcohol and consumables as well as being able to provide entertainment and there was no action required by the group with regards to obtaining any additional permits or licences for these areas (Bowdin et al., 2012). However, as the event was hosting a raffle to raise funds for charity, the group needed to seek clarification on the legislation surrounding this. Ty Hafan’s own website was able to confirm that as the raffle was being run as part of an event, a licence was not required providing it met a certain criterion which it did (See Appendix G).   
8.0 Contingency Planning
Often referred to as plan B, a contingency plan is developed in preparation for the unexpected to allow alternative arrangements to be in place should any issues arise (Silvers, 2008). The group needed to prepare for any unforeseen circumstances that might occur at the MHGTP and a list of possible scenarios needed to be identified. By having a contingency plan in place this will allow us to act quickly and appropriately to the ‘what if’ scenarios identified and the measures that will be taken for each of these. A contingency plan is shown in appendix H (Silvers, 2008).   
9.0 Evaluation Strategy
The evaluation stage of an event enables organisers to determine whether the event has met its objectives as well as identifying any future improvements that can be made. As the event has not yet taken place, the success of the day itself cannot yet be measured, however a pre-evaluation of market research will be carried out to assess levels of interest during the marketing stages (Cleave, 2021). On the day of the event itself, the MHGTP event will be measured using both qualitative and quantitative data. Qualitative data will be collected in the form of visitor perceptions, staff feedback and feedback cards with the quantitative data being gathered from ticket sales data and attendee statistics (Shone & Parry, 2013). 
10.0 Evidence of Division of Work and Responsibilities
Effective teamwork is essential for an event to be successfully delivered and set roles and responsibilities for each member of the group needed to be established (Bowdin et al., 2012). A communication group was set up where all members were asked to state their preferred roles based on their individual skill sets and ability to effectively perform in their chosen area. This process is in line with McDuff’s theory (1995:208-210 as cited in Bowdin et al., 2012), where it is stated that team members should be appropriately selected based on them having the ‘right combination of skills, personality, communication styles and ability to perform’. The delivery of the event is determined by the event team with each member being a contributor to its success or failure and it is therefore vital that roles are duly allocated (Bowdin et al., 2012). Once the group had established individual roles based on McDuff’s principles stated above, weekly tasks were assigned out by the group co-ordinator with all evidence being shown in Appendix I.     
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Appendix B
	Event Programme 

	
· 4pm - Welcome to the Mad Hatters Afternoon G & Tea Party where you will be greeted with a magical ‘Drink Me’ potion of Harbour Lights colour changing gin and choice of mixer
· 4:15pm - All guests will be seated at their themed tables by the characters of Alice in Wonderland whilst the resident DJ takes you down the musical rabbit hole 
· 5pm - Guests will be served a ‘Mad Hatters Afternoon Tea’ which will include a selection of ‘Eat Me’ sandwiches, savouries, and sweet treats 
· 6pm - The Mad Hatters White Rabbit Raffle will take place to raise funds for Ty Hafan children’s hospice
· 6:45pm - Queen of Hearts feedback cards handed out
· 6:50pm - Alice in Wonderland’s closing remarks
· 7:00pm - The dream is over, and guests are free to continue the party in GNSQ 










Amanda Lewis		Events and International Festivals Management
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Appendix C
Work Breakdown Structure (WBS):




Gantt Chart:
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Appendix D
Quantitative research conducted by Sam:
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Appendix E
	Time period
	Action to be taken

	
10th March – 29th April

	· Research content design 
· Liaise with GNSQ, Ty Hafan and Harbour Light Spirits to discuss design ideas and agree content regarding company logos
· Set social media pages up on Facebook and TikTok
· Marketing team to regularly create engaging content
· 3 Facebook and TikTok posts to be shared per week   
· GNSQ, Ty Hafan and Harbour Light Spirits to share marketing teams’ content on their own pages   
· Monitor and evaluate content being shared i.e likes, shares, comments
· Check out competitors marketing posts to evaluate their popularity



Appendix F
Harbour Lights Sunset Gin 5cl:
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Food By Sean and table props: 
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Mood board by Melissa for decoration inspiration:
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Mood board by Nicole for decoration inspiration:
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Breakdown of decoration costs provided by the decoration team:
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Appendix G
	
RISK ASSESSMENT                                                                                                GIN NE SAIS QUOI

ASSESSING OFFICER: AMANDA LEWIS                                                                            DATE: 14TH MARCH 2022


	
LIKELIHOOD OF OCCURRENCE (L)

	
POTENTIAL SEVERITY OF HAZARD (S)                                                                                                 

	
RISK RATING



   1 = Improbable                                                     1 = Trivial                                                             1-2 = No action required 

   2 = Possible                                                          2 = Minor                                                             3-4 = Not a priority but needs attention   

   3 = Occasional                                                      3 = Major (1 person)                                           5-9 = Requires attention as soon as possible

   4 = Frequent                                                         4 = Major (several persons)                                10-36 = Immediate action required

   5 = Regular                                                           5 = Loss of life (1 person)

   6 = Common                                                         6 = Loss of lives (multiple)

	
HAZARDS

	
CONSEQUENCES
	
WHO IS AT RISK
	
L
	
S
	
INITIAL RISK RATING
(LxS=IR)
	
CONTROLS
	
L
	
S
	
RESIDUAL RISK RATING (LxS=RR)

	
Threats from fire and smoke
(Bladen et al., 2012)





	
Loss of life (Bladen et al., 2012)

Minor injuries (Bladen et al., 2012)

Smoke inhalation (NFPA 101, 2000 as cited in (Bladen et al., 2012)

Property damage (Bladen et al., 2012)

Panic (Bladen et al., 2012)



	
All persons on site including event attendees, employees, and contractors

	
2
	
6
	
12
	
Fire detection systems including smoke and heat alarms (Silvers, 2008)

Continuous and unobstructed means of egress - All escape routes and exits must be clearly visible  (Silvers, 2008)

Visual and audible notification systems including fire alarms (Silvers, 2008)

Emergency evacuation plan in place (Bladen et al., 2012) including for those with disabilities (HSE, 2022)

Staff briefed on fire evacuation procedures (Bladen et al., 2012)

Suppression systems including fire extinguishers
(Silvers, 2008)


	
2
	
3
	
6



	
Acts of terrorism and bomb threats (Bladen et al., 2012)





	
Loss of lives (Harrell et al., 2010) 

Complex major injuries (Harrell et al., 2010) 

Minor injuries (Harrell et al., 2010) 

Panic (Harrell et al., 2010) 

Trampling (Harrell et al., 2010) 

Burns (Harrell et al., 2010) 

 

	
All persons on site including event attendees, employees, and contractors


	
2
	
6
	
12
	
On-site security team (Harrell et al., 2010)

Security checks on entry to the event (Rath, 2017) 

Processes in place for unattended packages (FEMA, 2001 as cited in Silvers, 2008)

Processes in place for unauthorised deliveries (FEMA, 2001 
as cited in Silvers, 2008) 

Security inspections of the site prior to the event taking place (FEMA, 2001 as cited in Silvers, 2008) 

Ensuring adequate security controls are in place (FEMA, 2001 as cited in Silvers, 2008)
	
2
	
3
	
6

	
Slips and trips (Ffos Las, 2021)

	
Injury (Ffos Las, 2021)

	
All persons on site including event attendees, employees, and contractors

	
3
	
2
	
6
	Good housekeeping (Bladen et al., 2012)

Pre event inspection (Ffos Las, 2021)

Good reporting (Ffos Las, 2021)

Rapid cleaner deployment (Ffos Las, 2021)

Signs (Ffos Las, 2021)

Site check prior to opening (Ffos Las, 2021)

Electrical power cords and cables covered or securely anchored (Silvers, 2008)

All floors in hospitality to be monitored by appointed member of staff for any spillages (Bladen et al., 2012)

	
2
	
1
	
2

	
Food safety (Silvers, 2008)


	
Food borne illness/ poisoning caused by the consumption of contaminated food (Silvers, 2008)

The consumption of food which is unsafe for individuals (Maroondah City Council, 2019)

Serious illness (Food Standards Agency, 2021)


	
Event attendees 
	
2
	
4
	
8
	Ensure that the catering supplier (Food by Sean) has public liability insurance (Warwick Health & Safety Services, 2022)

Ensure the caterers (Food by Sean) are registered with the local authority and request a copy of the most recent environmental health report (Warwick Health & Safety Services, 2022)

Ensure that a food hazard analysis procedure based on the principles of HACCP is in place, implemented and maintained along with requesting a copy (Warwick Health & Safety Services, 2022) 

Ensure that the transport used to deliver the catering supplies is clean and where applicable temperature controlled (Warwick Health & Safety Services, 2022) 

Ensure that the caterers (Food by Sean) are trained in have food hygiene and can provide certificates (Warwick Health & Safety Services, 2022)

Ensure that all information on allergens is provided (Warwick Health & Safety Services, 022)

	
2
	
1
	
2

	
Crowd behaviour (Silvers, 2008) 
	
Aggressive behaviour (Silvers, 2008)

Drug and alcohol intoxication (Silvers, 2008) 

Noise control (Shone & Parry, 2013)

Disputes and confrontations with persons under the influence of alcohol (Ffos Las, 2021).

Injury (The SES Group, 2021)

Loss of life (The SES Group, 2021)

Injury to security officer when physically intervening in any antisocial or violent behaviour (Ffos Las, 2021)
	
All persons on site including event attendees, employees, and contractors 
	
2
	
3
	
6
	
Good customer engagement by security and all staff (Ffos Las, 2021) 

Collective responsibility of all staff to spot issues and report to line manager (Ffos Las, 2021)

Use of early intervention to prevent escalation of issues (Ffos Las, 2021)

Challenge 21/25 to be robustly managed including the provision of free drinking water (Ffos Las, 2021)

Close monitoring of all guests to spot any developing issues with behaviour or persons becoming intoxicated (Ffos Las, 2021)

Provision of a time out zone if someone is overindulging (Ffos Las, 2021)

Zero tolerance for persons being abusive or violent (Ffos Las, 2021)

Security and staff easily identifiable. Use of bodycams where appropriate (Ffos Las, 2021)

Response to issues of violence will be by appropriate and accredited security staff (Ffos Las, 2021)

High visibility roving patrols round the zone to deter persons engaging in antisocial behaviour (Ffos Las, 2021) 

Drug search strategies in place (Bladen et al., 2012) 

If crowd conditions become unmanageable, involve law enforcement (Silvers, 2008) 
	
2
	
1
	
2





 
Appendix G
Raffle criteria:
	· The sale and draw of tickets must take place during the event
· Tickets may only be sold to people attending the event
· No more than £500 may be used to buy prizes
· No more than £100 may be spent on costs
· No cash prizes may be given

                                                                                   Lifted from Ty Hafan, 2022  



Appendix H
	Scenario
	Contingency Plan

	· Power failure
	· Emergency generator

	· Rowdy behaviour
· Uninvited guests
	· Security in place
· Tickets to be shown

	· Venue becomes unavailable
	· Source back-up venue (Morgan’s Hotel)

	· Medical Emergency
	· Event team trained in first aid
· Accessibility to first aid kit throughout the event

	· No shows

	· Tickets to be paid in full prior to the event

	· Staff shortages
· Team members on sick leave
	· Event team and staff must be prepared to cover alternative roles and departments 

	· Caterer unavailability/cancellation
	· Source alternative caterer (Caswell Caterers)



Appendix I
	Name
	Job Role

	Jessie 
Sam
Joshua
Melissa
Amanda
Eden
Sarah
Chloe
Shannon P
Shannon D
Nicole
Emma
	Co-ordinator
Tech/Security
Hospitality/Food and Beverage
Social Media/Event Design/Raffle
Hospitality/Food and Beverage
Event Design/Set-Up
Event Design/Raffle
Social Media/Event Design
Event Design/Set-Up
Event Design/Set-Up/Runner
Event Design/Set-Up
Event Design/Set-Up



Evidence of set roles and task delegation:
[image: Text

Description automatically generated]
[image: Graphical user interface, text, application

Description automatically generated]

[image: Text, letter

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated with low confidence]
[image: Text, letter

Description automatically generated]

[image: Text

Description automatically generated]
Evidence of communication with Food by Sean:
[image: Graphical user interface, text, application, chat or text message

Description automatically generated]
[image: Graphical user interface, text, application, chat or text message

Description automatically generated]
[image: Graphical user interface, text, application, chat or text message

Description automatically generated]
[image: Graphical user interface, text, application, chat or text message

Description automatically generated]

[image: Graphical user interface, text, application, chat or text message

Description automatically generated]
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Choose an appropriate event date and time
Source a suitable venue
Research caterers and themed menus
Research event design and decorations
Site visit to Bella’s bar
Site visit to GNSQ
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Book venue hire
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4:00 pm Arrival of guests are welcome drink
4:15pm Guests are seated
5pm Mad hatters afternoon tea is served
6pm Raffle takes place
6:45pm Feedback cards handed out
6:50pm Guests are thanked
7:00pm End of event
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Overview of discussion:

Event Date: 14th May
Event Time: dpm-7pm

Job roles
Jessie - Co-Ordinator

Sam - Tech/Security

Josh - Hospitality/Food8Bev

Mel - Social Media/Event Design
Amanda -Hospitality/Food&Bev
Eden- Event Design/Set-Up

Sarah - Event Design/Ratfle
Chloe - Event design/Social Media
‘Shannon D- Event Design/Set-Up
Shannon P - Event design/Set-up
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Homework for this week from everyone:

* To list the roles or jobs you would be
interested in doing for the event. (If you don't
do this you may end up doing something
your not keen on so get your name into the
mix!)

+ Back up location. (Can be a list or
preferably be detailed venues such as
capacity, extras offered eg food, decor,
sounds and lighting etc.) 13:30
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Jessie Uni
This weeks tasks:

design and set up department - Nicole, Eden,
Emma, Shannon D and Shannon P:

« start to locate decorations.

- bring links / prices / images to next weeks
lesson.

Hospitality department-

Amanda and Josh:

« Get quotes from different catering
companies / venues on prices of drinks and
food including menus / images from each
place.

Security / Runner - Sam and Shannon D :

« get information on the different types of
licencing we will/ may need including prices
(do not apply for anything as we don't have
location or date)

Marketing - Sarah and Mel:

« Can you create a list of businesses to
contact for raffle / auction prizes together
and between the two of you decide who will
contact who.

+ make a mock up email for contacting
people.

« start to email people (this point can wait
until next weeks tasks thought)
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Mel - Start to set up social media pages,
research Alice and Wonderland (pintrest,
watch the movie, shorts, other events) create
moodboards for social media (colours,
characters, fonts)

Chloe - with Mel research AIW and create
moodboards for social media (colours,
characters, fonts) After that's complete start
to work on logo/ poster drafts (I suggest
using Canva) Mel and myself will be here for
anything we can help with on that front.

Eden & Sarah : Research Alice in Wonderland
and take note of essential props/
placements/colours and designs and create
to create a mood board of layouts for the
department you want to look into (tables/
lights etc) and think of potential WOW
factors that could go into the venue.

Sarah & Mel, create a list of businesses we
could approach for raffle/ auction prizes and
we will finalise next week who will contact
who between the three of us along with a
script to go with it.
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Jessie Uni
Homework this week:

Sam : check out GNSQ and Morgar's hotel
assessing what we would need in terms of
lighting/ sound/ security, including things
they already have there as a venue

Josh and Ananda : research similar events
menu and try and design a perfect menu for
the event, also research the menu's of both
locations and see what is possible, if you
also have time see f there's any catering
companies that could provide what menu
you've designed (bakeries for funky cupcake
etc)

Mel - Start to set up social media pages,
research Alice and Wonderland (pintrest,
watch the movie, shorts, other events) create
moodboards for social media (colours,
characters, fonts)

Chloe - with Mel research AIW and create
moodboards for social media (colours,
characters, fonts) After that's complete start
to work on logo/ poster drafts (I suggest
using Canva) Mel and myself will be here for
anything we can help with on that front.

Eden & Sarah : Research Alice in Wonderland
and take note of essential props/
placements/colours and designs and create
to create amood board of layouts for the
department you want to look into (tables/
lights etc) and think of potential WOW
factors that could go into the venue.
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Emma could you along with Eden & Sarah,

Research Alice in Wonderland and take note
of essential props/placements/colours and
designs and create to create a mood board
of layouts for the department you want to
look into (tables/ lights etc) and think of
potential WOW factors that could go into the
venue. Xxx 13:39
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Food by sean

10K people like this, including Sara Melvile and 35 friends
Food delivery service

VIEW PROFILE
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Hi Amanda... Nicola here

we love a theme.... how many people
'2;  would this be for x

Hi Nicola, as we are only in the early
planning stages we don't actually

have any numbers yet. Are u able to
give me a couple of different
quotes i.e 50, 80, 100 if that's ok x
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Hi Amanda, you would receive
sandwiches, and we can work with you
to figure out what desserts you'd like
best for the theme! xx

Fab thankyou. Would you just be
able to give me a rough idea of

what would be included in each
package and the different sandwich
fillings you offer & x
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Hello for that number it would be £15
per person, this would include props
etc for the table x

sorry read that wrong... so individul
tea?

)
that you would like indivually boxed or
@ displayed on atable?

they would both be £15 per person x
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Afternoon Tea
A selection of finger
\ sandwiches
Ham @ Salad, Cheese & N
L] Pickle, Fxx Mayo.
Chicken & Stuffing
. Cheese Quiche <
Scotch Fgx
\ Sausage oll x
4 Lemon Meringue Tart
Brownic or Blondic Q
Bivcoll Cheesccake
. Sconc with jam & Cream
it Ten
\ achbor i v with
) a g rme & tag. |
‘ Tea for 2 £25
. Tea for 4 £45
Tea for 6 £65
Y > > ]
L L €

ignore the prices, but this is the menu!
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