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Brightlingsea Christmas Late Night Shopping

Introduction
The Brightlingsea Christmas Late-Night Shopping Event aims to boost the local economy, promote community engagement, and create a festive experience for residents and visitors.



Event Overview
· Date: December 15, 2024
· Time: 4:00 PM - 10:00 PM
· Location: High Street and Victoria Place, Brightlingsea
· Key Features:
· - Over 30 local vendors
· - Holiday-themed food stalls
· - Live entertainment
· - Family-friendly activities


Research Phase

Research conducted includes:
- Community surveys: 450 responses, 80% interest in a holiday shopping event

- Vendor interest: 40 applications, 30 selected

- Traffic & Accessibility Study: Safe capacity of 2,500 people


Planning Phase
Key planning aspects:

- Vendor stalls set along High Street and Victoria Place
- Safety & Security: 4 police officers, 10 security personnel
- Marketing: £1,200 budget, social media ads, posters, partnerships

Coordination & Execution
Execution Plan:
· - Vendor setup: 12:00 PM - 2:00 PM staggered arrival
· - Performances: Brightlingsea Primary Choir (6 PM), Colne Brass Band (7 PM)
· - Volunteer team: 20 members from Brightlingsea Youth Centre

Evaluation
 Post-event evaluation methods:
· - Attendance and sales data collection
· - Vendor & visitor satisfaction surveys (QR codes at exits)
· - Social media engagement analysis and post-event review meeting on December 20

Theoretical Framework: EMBOK
· Event planning based on the EMBOK framework:
· - Administration: Budgeting, permits, stakeholder management
· - Design: Layout, decor, festive ambiance
· - Marketing: Social media reach, 'shop local' campaign
· - Operations: Logistics, crowd control, and vendor management

Budget & Financial Planning
· Total Budget: £10,000
· - Expenses: Permits, marketing, lighting, security, staffing, entertainment
· - Income: Sponsorships (£3,000), Vendor fees (£2,500), Local government grant (£1,500)
· - Financial viability: £1,000 contingency fund to cover shortfalls

Industry Trends & Challenges
· Key Trends:
· - Experiential events attracting engagement
· - Sustainability: Eco-friendly planning
· - Digital marketing: Social media for outreach
· Challenges:
· - Online shopping competition
· - Weather uncertainties
· - Health & safety concerns (COVID-19)

SWOT Analysis & Cultural Considerations
· Strengths: Community support, festive appeal, local vendors
· Weaknesses: Limited parking, weather dependence
· Opportunities: Seasonal engagement, digital marketing
· Threats: Online shopping, health & safety concerns
· Cultural Considerations: Traditional holiday elements integrated (Santa's Grotto, caroling, local artisans

Conclusion
· The Brightlingsea Christmas Late-Night Shopping Event is designed to boost local economic activity, foster community spirit, and deliver a memorable festive experience.
· With careful planning, coordination, and community engagement, the event is set to be a resounding success, while paving the way for future improvements.
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