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Back Ground of the Event

Event Overview

* This presentation is a feasibility and an outline of a DEI
event called Womenlift in Leadership Live 2025 .

* Theeventwill be a full-day hybrid conference,
combining both in-person and virtual attendance by
streaming the live events (Brown, 2021; Simons, 2019;
Bajpai etal., 2022).

* The purpose of the eventis to address the issues of
gender gap in leadership positions in the hospitality
industry.

* Uppal (2024) reports that over 70% of employees in
hospitality industry are women, but they only 8.8% of
senior leadership positions are held by women.

Aim and Objectives

Aim: to address the gender gap in leadership in the
hospitality industry.

Objectives:
a. To educate the participants on the benefits of embracing
gender equality in leadership withing the hospitality industry.

b. To highlight the challenges of implementing DEI
initiatives/policies in leadership recruitment in hospitality and
how to overcome them.

c. To foster gender equality in leadership in the hospitality
industry.
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Feasibility Test

* The feasibility analysis was done using the SWOT analysis tool.

SWOT analysis was chosen for feasibility analysis because it will provide a comprehensive view of the event's internal
strengths and weaknesses alongside external threats and opportunities (Indra et al., 2022; Hertzum et al., 2023).

¢ The hybrid event nature will expand accessibility and ensure high audience reach (Bowdin et al., 2023).
® The extensive gender inequality in leadership within the hospitality industry combined with increased demand for DEl and gend er equality will
stimulate attendance.

Weaknesses

¢ The event will require significant upfront funding for financing promotion, venue, and set  -up.
® The event has a high dependence on ticket sales and sponsorships for revenue generation.

Opportunities

® The event can leverage gender inequality in leadership hiring to allow forlong  -term branding, making it an annual event, and have support from
gender equality groups.
* The event can create post-event resources like webinars, reports, gender equality, diverse leadership hire, and forums to create  ongoing revenue.

Threats

¢ The prevailing economic downturns may reduce ticket sales and attendance (Huseynli, 2022; Hyun and Soebbing, 2023).
® Speaker cancellations could interfere with the event and its objectives.
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Target Market

* The event targets the tourism and hospitality industry and its professionals, especially those holding leadership
positions because they influence hiring and promotions.

* This target market will be grouped into two segments: primary audience and secondary audience.

Primary Audience Secondary Audience

* HR Professionals e MICE Event Consultants
* Policy Makers * Hospitality Academics and Students
 Diversity Officer * Hospitality Businesses

e Executive Management e Gender equality groups/activist/advocates
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Demand

e Thereis a high demand for gender equality in leadership in almost
every industry and government institution (Coleman, 2024;
Cummingetal., 2023).

e As a result, gender bases DEl programs have become more
importantin the workplace because they are key in (Follmer etal.,
2024):

a. Attracting employees,
b. Retaining employees, and
c. Delivering good customer service.
* This creates demand for events and forums that can help

organisations in hospitality achieve gender equality in
leadership.

Supply

e Whilethereis a considerable supply of DEI events, workshops, and
resources, only a handful are industryspecific or job role specific.

e This creates a gap between demand and supply that the Inclusive
Womenlift in Leadership Live 2025 can fill.
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Competition

Direct Competition

A

e Direct competitors occur when businesses (or event planners, in
this case) offer the same product/service to the same target
audience (Cararo etal., 2023; Ellner et al., 2017).

¢ The event will face direct competition from other industry-

specific DEI events in the hospitality, MICE event planning, and
tourism industries.

e They might have overlapping aims, goals, and activities/content,
causing them to compete for attendees and sponsors event.

The event will overcome the competition through:

Indirect Competition

Indirect competition comes from business or event
planners that might offer overlapping products or services
(Cararoetal., 2023).

They include, HR Conferences, Leadership conferences,
Corporate wellness and workplace culture event, and
online resources and webinars.

a. Nichefocus by offering content that targets leadership gender gaps in the MICE/hospitality/tourism industries.
b. Ahybrid format (combining physical and online attendance) allows a high event flexibility (Bowdin et al., 2023).
c. Offering Comprehensive content by combining leadership, actionable workshops, and industry networking in one event.

d. Strategic partnerships
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* Inorderto generate adequate revenue through
sponsorships and ticket sales, the event must gain
enough attention and traction in the target audience
(Harb et al., 2019; Hulland and Houston, 2020).

* The suggested marketing channels (with high reach
and impact) are:
e Social media campaigns, which will include graphics,

content (video and image), and targeted ads (Allen etal.,
2022; Evans etal., 2021).

e Partnerships with leading hospitality companies like Hyatt,
Marriot International, and InterContinental Hotels Group
(Cornwell, 2020; Jensen and Cornwell, 2021).

e Partnerships with gender equality activists and groups.
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Venue Availability and Resources

Venue

The chosen venue for the event is The International Convention Centre, Birmingham, UK. This Venue is available for the most of
March and April of 2025.

ICC Birmingham has excellent public transport access, as state as the art audidsual infrastructure, large halls, and adequatereak
rooms (ICC Birmingham, 2024). It has a high number of good hotels to accommodate international delegates.

The award-winning venue has wheelchair accessibility and theatrstyle systems that allow live streaming.

The ICC Birmingham has 10 conference halls that can hold up to 3000 delegates (ICC Birmingham, 2024).

ethe event will run for the whole day. This creates a need for meals and refreshments for the
participants. The catering resources will include food, beverages, and utensils.

Catering

Audio-Visual ethe event will need a camera and audio forrecording and live streaming. It will also need interactive
(AV) and IT streaming platforms to allow forvirtual attendees to participate in Q&A.

Parking and ethe eventshould ensure it participants have ample parking, easy access, EV charging points, and bike
accessibility [RECSEE

Human

ethe event will need to have enough staff and personnel to carry out the different event functions
resources




image16.svg
                                                                                                                                                                                                                                                                  Venue Availability and Resources Venue • The chosen venue for the event is The International Convention Centre, Birmingham, UK. This Venue is available for the most o f  March and April of 2025. • ICC Birmingham has excellent public transport access, as state as the art audio - visual infrastructure, large halls, and adequate break  rooms (ICC Birmingham, 2024). It has a high number of good hotels to accommodate international delegates. • The award - winning venue has wheelchair accessibility and theatre - style systems that allow live streaming. • The ICC Birmingham has 10 conference halls that can hold up to 3000 delegates (ICC Birmingham, 2024).  8  • the event will run for the whole day. This creates a need for meals and refreshments for the  participants. The catering resources will include food, beverages, and utensils.        Catering  • the event will need a camera and audio for recording and live streaming. It will also need interactive  streaming platforms to allow for virtual attendees to participate in Q&A.           Audio - Visual  (AV) and IT  • the event should ensure it participants have ample parking, easy access, EV charging points, and bike  racks.         Parking and  accessibility  • the event will need to have enough staff and personnel to carry out the different event functions         Human  resources


image17.png
Skill Requirements

e The human resources will include the core team made up of event managers, coordinators, and marketing specialists.

e The project will need an onsite team during the material day, including AV technicians, IT specialists, s exi#fftp athfodpstal
e Last, the event will need speakers, panel chairs, and workshop designers.

e The above teams will need to demonstrate the following key skills:

Creativity and
critical thinking

Time Written and
Management verbal
Skills communication

Attention to Problem -solving
detail skills

Organisational
Skills
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Back Ground of the Event

* The event team will need to finance the event marketing, hiring the proposed venue, compensating key speakers, and
salaries/wages.

* The eventis expected to earn revenue from ticket sales, sponsorships, selling merchandise, selling resources (printed
or webinars), and exhibitors' booths.

Cost Estimation Revenue Projection
Expense Estimated Cost R SaTES Projected Revenue
: £10, 000
Venue Hire £10, 000 VIP Ticket Sales (@£50.00) SE—
Regular Ticket Sales (E@25.00) ’
Catering £8, 000 SmmserliE £100, 000
Exhibitor Booths (@£2,500.00) EZE00
Equipment £7, 500 £30 000
Donations ’
£197, 500
Key Speakers’ fees £15, 000 Total Revenue
Staff and Logistics £10, 000
Other £5, 000
Total Estimated Expenses £145, 500
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Funding Sources

w

Donations and Hotel Partnerships

Donor funds from seeking to
support DEl or gender equality, and
partners that will help cehost event

Sponsorships

Sponsorship funds by organisation
that want to advertise in the event,

w

$30,000

$75,000

_/

$7,500

$150,000

N

>

Exhibitors Booths

Charging organisations that will want to
showcase their products in booths at
the event

©)

Ticket Sales

Tickets for both VIP and ordinary
attendees
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THANKYOU

Q&A
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