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IMPORTANT: ALL RED TEXT IN THIS TEMPLATE SHOULD BE REMOVED/DELETED BEFORE SUBMISSION


1. EXECUTIVE SUMMARY
[We suggest you complete this section after you have completed the other sections of the Business Plan.]

An executive summary for a business plan should concisely highlight the most important aspects of the plan. Start with a brief introduction to the business, including its name and location. Outline the business's product or service it offers. Detail the market opportunity, explaining opportunities that exist and your target market. Summarize your competitive advantage and why your business stands out. Include a snapshot of your financial projections and funding requirements. Conclude with some short-term goals that the business is hoping to achieve. Keep it clear, compelling, and under one page – the Executive Summary will not be included in the word count.


2. THE BUSINESS IDEA
[NO TEXT HERE – ONLY IN SECTIONS BELOW]

2.1 The Product/Service
Include the company name, location and industry it will be operating in. 
Briefly, what the business does and who for? 
Explain your product or service in simple direct terms.
What the features and benefits are of the product/service? What is the value proposition?

The company name is the immersiFest Pod, operating across South Wales and selected areas across England within a pratical travelling distance. ImmersiFest operates rapidly within the evolving section of events industry, specialising in immersive festivals, concerts experiences. Studys show from immersive experience are becoming a surg in populairuty with audinces are increasingly wanting to seek the experience (Immersive Experience network, 2024). With ImmersiFest pod it combines technology, storytelling and audience participation creating memories from the comfort for the customers home (Mossberg, 2007). With an immersive technology advanced experience, ImmersiFest pod is a business that a solution for within the events and entertainment industry. ImmersiFest pod is founded to create and provide for customers the thrill, atmosphere and ambiance of live festivals and concerts. The pod which has been created and designed to create the sights, sounds and the feelings of a live festival and concert using audiovisual technology, virtual settings. Thses are the key foundations of an immersive pod, knowing to trick the customers brain into the state of presence, shutting out the physical world (Staff, 2025). To explore the interactive features giving the customer the feeling or sense that they are there. With using these key features, it will engage and involve the customer as much as possible to enjoy there chosen event which they would like to experience from the comfort of their own homes. With ImmersiFest pod exploring the qualities of understanding what the customers rising preference for their memeorable experience would like to be shown (Pine & Gilmore, 2002). From this can combined the storytelling, technology and audience interaction, At ImmersiFest pod the creation has been made as a realistice festival or concert environment that can bring high customer satisfaction and emontional engagement.The product works by coordinating digital media (such interactive software, spatial audio, and 360-degree video) with tangible, environmental components called multi-sensory actuators. These integrated actuators can quickly implement climate-controlled airflow, introduce unique scents, provide thermal infrared heat, cause localised vibrations, and modify ambient LED illumination. According to scholarly research, a user's psychological "sense of presence" and emotional absorption are greatly increased when tactical and ambient input are added to a conventional VR headset (Gao & Spence, 2025). Additonally with the pod the use of virtual and enclosed sensory settings is known to focus to reduce anxiety and enhabce sensory processing (Guan et al., 2022). The creation around the pod to form ImmersiFest offers a way to create unforgettable concencetions by removing physical limitations and transforming passive oberservation into passive obersrvation into active bodily experinces (Charles , 2024).  This product is clearly specialized and has been designed to block out the sense of overcrowding and people, with the less distractions and still being able to visual see or slightly hear others. Key benefits include imporved accessibility and mental helath for those who are unable to experience there chosen festival or event live. Customers can experience without the additional extra costs of travelling, accomidaction, food and drink to their large-scale event. At ImmersiFest there is a greater enhancement of enjoyment. With additional research it is shown that by fostering a greater sense of participation, immersive experiences can have a favouble impact on hugh engagement and an indviudlas pleasure (Guan et al., 2022). The value proposition of ImmersiFest pod is that there is key element of driver and albiity to deliver an authentic festival and concert experience in a convenient, accessible and immersive format. With the ablity with virtual reality and interactive technology with combining high quality audiovisual features. 




2.2 SWOT Analysis Summary
Briefly highlight the key strengths and weaknesses from your SWOT Analysis on the business (Appendix A). Discuss the opportunities and threats you noted, and what you will do to reduce risk and maximise potential.


Appendix A provides a useful SWOT analysis for the business ImmersiFest pod, highlighting the key streghts, weaknesses, opportunites and threats associated with the business. A SWOT analysis is a strategic planning framework used to evaluate an organizations or project position, the framework guides in decision making, finding and indentifing internal advantages and external risks to achieve goals (CIPD, 2025). Appendix A highlights from the SWOT analysis the key strengths for ImmersiFest pod these include the offering of a unique, safe entertainment within a festival or concert experience. The pod provides customers who rent out the pod a safe controlled area where they can feel comfortable to engage in the festival. The pod key focuses on safety and accessibility that every customer who books the experience can enjoy with confidence. Weekness include from the SWOT high initial and ongoing operationl costs. High significant investment could be likely required to maintain design, technology, equipment, transportsation and maintenance. The SWOT analysis highlights several significant opportunities for the ImmersiFest pod, including the opportunity to form alliances with festival organisers and the rising desire for immersive entertainment experiences. Innovative attractions like the ImmersiFest pod have a positive market since consumers are increasingly looking for memorable and interactive experiences at festivals and events. This trend offers the company a chance to grow its clientele and make a name for itself in the experiential entertainment industry. With key partnerships with festival orgsnisers and event companys also can present signidicant growth potential. ImmersiFest can brand out and increase aweareness to porteional customers, with long term partnership can incease repat bookings providing a more predictable revenue sream, with the support of business sustainanbility and growth. ImmersiFest will spend money on focused marketing initiatives to promote the pod and inform prospective buyers of its advantages to optimise these prospects and lower related risks. The immersive festival experience will be highlighted through social media posts, with adverstising videos and demonstrations. Highlighted through the SWOT analysis also identifies competion from popular festivals having there own quite space at a festival, At Glastonbury they offer Healing fileds, for a more relaxed enjoyable festival experience (Seaman, 2024). Although it doesn’t include any immersive experience, it does offer screens and headphones and blankets. However, ImmersiFest is different and to reduxe the risk of others just using a quite space as a festival, the focus can be used to get the customer to use ImmersiFest is the offering of something unique and memorable. With Effective Markerting Strategies used for the creation of customers finding us and understanding awerness about the product and the many features it can bring to that customer. 


3. THE TEAM
[NO TEXT HERE – ONLY IN SECTIONS BELOW]

3.1   Key Personnel
[NO TEXT HERE – ONLY IN BOXES BELOW]
Fill in a section below for each member of staff who will be working in your business from the start including yourself as owner [THESE WILL HAVE ASSOCIATED COSTS REMEMBER SO MUST BE NECESSARY]. Briefly tell us who you are, about your relevant skills and experience, and your roles and responsibilities in the business. 

Name and Company Position: Zara Pearce – CEO and creative director 

Skills and Experience: working in small start up business and in the tourism and event sector

Role and Responsibilities: overseeing the whole of the company day to day tasks, making the final decions when needed to, fixing tasks or issues in a quick and professional way. 


Name and Company Position: Eden Edgar – Operations Manager 

Skills and Experience: Managerment from previous employment an understanding on key elements of a events and festivals. 

Role and Responsibilities:  Managing daily operations and logisits, overseeing the work, ensuring health and safety compliance, monitoring customer satisdaction and the service quality, resoloving operational issues and improving where nessarary. 

Name and Company Position: Tyler-belle Richards – Finance Mananger 

Skills and Experience: Previous experience in finance, accounting, experience in preparing budgets and financial reports, experience in using accounting software.

Role and Responsibilities: Managing busgets, Monitoring the income, Producing financial reports and forecasts. Managing invoices and supplier payments, supporting business descions. 


3.2  Skills Gaps & Key Partners
[NO TEXT HERE – ONLY IN SECTIONS BELOW]
In the below sections, identify the skills shortages your business has and what you’re going to do about it (staff, training or outsourced). 

3.2.1  Additional Staff Requirements (Roles and Responsibilities):
(What roles will you recruit for, why and what skills gap will it fill?)
·  The Pod Set up Crew – 2-3 roles to be filled – requirments of a full driving licence with the ability to drive long distance to the customer, safely set up and dismantle at the customers home once required and having a greater understanding of health and safety procedures.

· Customer Experience and Markering – Manage the immersiFest social media, create and promote content such as customer interaction, photos, videos. Respond to customer enquiries provide an understanding about the product and what is has to offer, Mangage bookings, analyse customer feedback to identify areas for the improvement. 

3.2.2  Training and Development:
(What training, provided by who, to fill which gap, how much – provide references):
· Virtual Reality CAD Training course – At computer training wales. Costing £275 per person the pod set up crew will develop their technical skills required to create, manage the immersive experience (Computer Training Wales, 2022). 

·  St Johns Ambulance Health and Safety Course – The course includes training in four areas these are Health and safety and First Aid, Mental Health and General Public and Young People. The course will require 3 days starting from 9am – 4pm each day with the cost of £336 per person (St John Ambulance Cymru., 2025). 


3.2.3  Outsourced Support / Key Partners:
(Who will you use and why, which specialist service will this provide your business, how much – provide references):
· Technology vendors will also be important collaborators, offering the software, audio equipment, virtual reality headsets, and technical assistance needed to run the immersive pod.
·  Sponsorship partners will pay a vitual role within promoting immesriFest pod giving a great increasing of the brand and the awareness it has for those who will find it so helpful. With Sponsorships and brand partnerships they are increasingly important for a new start up business as they can enhance revenue streams and customers (Xperience Works | Partner with Authentic Events Today, 2026). 


4. MARKET RESEARCH
[NO TEXT HERE – ONLY IN SECTIONS BELOW]

4.1  Market Information, Trends and External Factors
This is an opportunity to demonstrate how well you know the market your business will be operating in.
What facts and figures have you found from your research that offer credibility and support to your business proposal? (Statistics, data, percentages, financial figures, population and size, etc)

Studies show that aroud 62% of consumers who are going to an event or festival must travel a far or long distance to attend, meaning chances of delys, overcrowdmeant (AV Magazine, 2025). However, futher studies suggest that 76% of people who would like to experience an immersive experience within an event or festival lack the experience due to nothing around there area (The Immersive Experience Institute, 2025). ImmersiFest will expand marketing activities by showcasing the immersive pod in different cities across the Uk. Increasment of the brand, with hope to track new and poteintional customers, maximise the wider target market, estavlishing the business. 
What trends have you identified from your market research that are important to your business idea?

Appendix D provides a graph demonstrating the significant growth within the UK immersive entertainment market between 2021-2023. The market is set to make a high increasement with rapide expandment to 68,5 billion by 2033. Aswell with a compound annual growth rate of 29.9% will to be expected of the market from 2026 to 2033 (Grandview, 2025). With great and new advancements in digital technologies this has made an immersive entertainment more offering to those who wish to use it, plus younger consumers who are very familer with immersive and interactive technology (Dalton, 2023). This increasing market demand for ImmersiFest bolsters the feasibility of the company idea. By offering cutting-edge and engaging experiences, the company may take advantage of customers' need for immersive entertainment and make a significant impact in the growing. 
Highlight the main, ‘interesting’ findings from your PEST analysis (Appendix B). What external factors have you identified that will have significant impact on your business, and what can you do about them?

Appendix B provides a PEST analysis for ImmersiFest studies show from the chart that there will be greatly impacted by several important external circumstances, according to the PEST analysis. Politically, the company must abide by local council standards, employment legislation, and health and safety regulations. Strong ties with local authorities and frequent risk assessments will be maintained to handle this.
Economically, growth could be supported by government grants and sponsorship opportunities, but demand could be impacted by shifts in consumer spending. Maintaining revenue will be aided by collaborations with event organisers and competitive pricing.
Demand for distinctive and sharing experiences is rising on a social level. By utilising social media marketing and developing experiences that appeal to a diverse clientele, ImmersiFest Pod may profit from this trend. Finally technologic factors show both opportunities and challenges. 



4.2  Customer Profiles
Who is your business aimed at? Identify and discuss three distinct customer profiles from your research that you would target for your product and service. Include the differing demographics but also pinpoint why they might use your business (their likes, habits, behaviour, etc).

1. Customers aged 18-35 – Curious and want to try something they have never done before
. Students
. Often discovers new trends, prodcuts and business via socia media and wanting to share their experience online for others.
. Cannot afford to go to a festival or concert or friends can not make it so with ImmersiFest they can plan a day to rent and secure the pod to their home.


2. Customers who suffer with anxiety or accessibility -unable to attend due to the event not suiting there needs
. Often want to just listen to their favourite artist but can not due to large crowds, loud environments, flashing lights – with ImmersiFest customer prefrences are talked through from booking 
. lack of information given to accessibility before purchasing a ticket – ImmersiFest information is directly given via social media

 
3. Families – who cannot afford the additional costs for being able to go to a large-scale event 
. ImmersiFest gives them their time to be free and not worry about anything no addional costs
. Easy to plan and stress free with reminders and updates 


4.3  Competitor Profiles
Identify three distinct competitors that you will be competing with for customers. Individually discuss how are they different to your business? What are their strengths and weaknesses? How will you compete with them? What will be your USP in comparison? What’s your competitive edge/advantage?

1.  Glastonbury Festival – Glastonbury create value through different customer experiences, their strengths include with an established global brand. Strong customer loyalty, diverse entertainment options and a powerful community identity (Taylor et al., 2014). Weeknesses include high costs for a ticket, additional costing to get to the location and other essentials needed, overcrowed, accessibility challgenes preventing the experience ruined (Mair & Whitford, 2013).  ImmersiFest USP will be that “customers are entering the experience with no worrys and in their safe space home, creating a broader appeal and allowing the freedome and choice.”


2.  Cinema – Over the last few years cinemas have been screening festivals and events for fans to enjoy large scale perfromaces (Whitten, 2023). Strengths from showcasting at the cinema include high quality prodcustion and the ability to create connections.  However, weaknesses include those who suffer with anxiety and find it hard to leave the house would not find this working for them. At ImmersiFest the USP stands on that “we can bring the safe space to you and make it the way you want it.” 


Overall immersiFest competitive advantage with fully stand and market their product with the differentiation rather than size and repuation. 



5. MARKETING PLAN
[NO TEXT HERE – ONLY IN SECTIONS BELOW]

5.1  Price
Give examples of how you are going to price your products/services in order to appeal to customers? What will your prices say about your product or service in terms of quality and affordability? How do they compare to competitors? Provide a price list if you wish in your Appendices.

Pricing will be a tiered pricing strategy with the hope to attract a wide range of customers with maintating a percerption of high quality of the product. The pricing will be placed as affordable as can be. Pricing structure is that immersiFest is an inclusive, high-quality experience. Foucusing  will concentrate on providing good value through innovation, originality, and accessibility. 


5.2  Product
Give some ideas about the aesthetics of your product/service. How will it look, any design or packaging ideas, give some ideas around branding, etc. Include any designs, prototype designs, branding mock-ups, etc in your Appendices.

Appendix C provides a clean design of the pod. The pod's sleek, contemporary, and easy-to-use design complements immersiFest's inventiveness. Because of its small size, it can hold up to two people at once, giving users a more intimate and personal experience while making effective use of the event area. Visitors may fully interact with the immersive material and technology offered within the pod thanks to the enclosed structure's ability to reduce outside distractions.

5.3  Placement
Where are your products and services going to sold online and offline? How are your products and services distributed/delivered to customers? 

The pod will be rented out and can be booked online via our social media platfroms, where the customer will chat and design what festival or concert, they would like to experice and any additional things they would like to add including,
. Size of pod
. how many people would be using the pod 
. duration of how long they would want the pod 
. chairs required 
. headphones required 
. where they would like the pod to be placed (home or garden)

The pod would be delivered to the customer by the set-up crew where they will take there time to setting up the pod, answering any questions the customer may have and the next steps to take to enjoy the experience plus timings of when they will be back to take down the pod. 
5.4  Promotion
[This should be the biggest section of your marketing plan]
How are you going to raise awareness and promote your product/service? How are you going to create relationships with customers and encourage feedback and loyalty? Which forms of digital and traditional advertising will you adopt – be specific, and give examples?

To successfully make awarness for the pod, ImmersiFest will implement using short reals behind the scenes footage, and the pod experience demonstrations posted on social media sites including insagram the main platform, tiktok and facebook. With Visual content it is particually effective for promoting experiential products because it helps gives the customer and understanding the value and it is worth the money before renting the experience (Pine & Gilmore, 2002). Also, immersiFest will collaborate with local unversiites, groups and accessibility organisations as well as creative industrys to promote the pod and in the hope to find the right audiences who are looking to experiences something like this. With the main marketing message center on the pod's distinctive qualities, such as its immersive technology, cosy design, and accessibility focused. ImmersiFest can set itself apart from conventional festival attractions and draw a wide variety of customers by emphasising innovation, inclusion, and individual participation. This marketing approach will boost awareness, promote involvement, and fortify the immersiFest brand. ImmersiFest will focus on developing strong realtionships with customers by creating positive, memorable and inclusive experiences they will remember forever. Engagement for customers will begin before the customer experiences there pod experience. It will start off social media interactions, checking in on customers seeing if they have any questions. During the customers pod experience, ImmersiFest team will check in. After the pod is taken from the customers home, to encourage feedback a message will be sent to check that there experience was enjoyable also offering a 25% discount code if they were to book again after filling out the digital surrey made via Google Forms. With this feedback it can shair experiences for porterional customers and any feedback to make improvements if needed. With building trust, engagement and customer satisfaction will create the long-term relationships (Buttle & Maklan, 2019). 

6.  KEY RESOURCES
[NO TEXT HERE – ONLY IN SECTIONS BELOW]
In the below sections, describe the key physical resources your business requires to start-up and operate. Include references to where you have sourced these options/solutions/information. 

6.1  Premises
What physical space do you need for your business? For production, sales, administrative work, etc. Where will this be located ideally and what are the costs for rent and business rates approximately? (Show citations for research)

Due to the size of the pod, they can be stored well efficiently within a secure storage unit at Store24 when not in use. This will provide a practical and cost-effective solution for protecting the pods when not in use. Store24 will be paid monthly with a cost of £31.25 (stora.co, 2026). 


6.2 Equipment
What are the most important things you will need to do your key business activities? What equipment, tools, technology, fixtures/fittings, etc do you need to operate effectively and competitively? Provide notes on potential suppliers, including costs and citations for the information.

Equipment needed:
. Immersive Pod – materials sourced from the company and others 
. Chairs 
. Meta Quest 3 VR headset 
. Storage Unit 
. Business cards





6.3  Key Suppliers
What key suppliers do you need for your business to operate effectively that will be provide you with the ingredients, materials or functions to operate and sell to customers on a day-to-day basis? Provide notes on potential supplier names, including costs and citations for the information.

ImmersiFest will depend on several important vendors who supply the supplies, technology, services, and operational support needed daily in order to run efficiently and give a top-notch immersive experience. To guarantee dependability, quality, and customer satisfaction, strong supplier connections are crucial (Kotler & Keller, 2016). 

Supplier names include 
. Meta- estimated cost for Vr headset £470 (Meta, 2025)
.Store24 – Storage Unit £31.25
.IKEA – Pod furniture £50-100
.Screwfix – Parts for any breaks – Various prices 
. Vista Print UK – Business cards, posters for Marketing £100 per order 
. Abobe Creative cloud – marketing materials and immersive content - £57 per month 

7.  FINANCES AND START-UP SUPPORT
[NO TEXT HERE – ONLY IN CHART BELOW]
[A basic table/chart of figures similar to the below MUST BE INCLUDED IN THIS SECTION]

A basic understanding of the level of income needed to outweigh costs should be demonstrated here for your first year of operations. A summary of figures should be shown in table/chart format – an example is shown below. It should detail expected annual costs and annual income, and a summary of overall profit/loss. (Further financial breakdowns, including monthly cashflow forecasts can be provided if you wish in the Appendices)


	EXPENDITURE
	Year 1 
£

	Company Registration
	100

	Rent/Rates
	375

	Staff Wages
	20,000

	Travel/Accomodation
	1,500

	Telephone (mobile)
	150

	Broadband
	0

	Utilities
	1,800

	Marketing and materials 
	1,200

	Insurance
	1,200

	Capital Expenditure/Equipment
	15,000

	Training & Development
	2,400

	Accounting/Legal
	1,200

	Outside Services
	1,000

	Stock/Materials Purchases
	2,500

	Bank Charges
	260

	Office Consumables 
	100

	Loans Repayments
	500

	Total Expenditure
	£     63,000


	INCOME
	Year 1 
£

	Sales A
	45,000

	Sales B
	-

	Sales C
	5,000

	Capital Introduced
	10,000

	Funding 
	10,000

	Loans/Borrowing
	10,000

	Total Income
	£ 70,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	85,000

	Total Expenditure
	63,000

	
	

	Profit/Loss
	£22,000

	
	














7.1 	Financial Summary
Explain how you have arrived at the figures in the previous chart. Provide detail for the main costs and areas of income shown (this should link to other sections in the business plan, including The Team, Marketing Plan and Key Resources). Without this section and explanation then your figures are meaningless – attention should be given to providing realistic, well-researched figures. 
You should also detail the start-up support you have found that is suitable/applicable for your business and industry. This should be included in the previous chart within Income.

The financial summary for ImmersiFest first year of operation served as the foundation for financial projections. The resources needed to create, promote, and deliver the immersive pod experience are reflected in the estimated £63,000. The largest cost is Staff wages total up to £20,000 which covers a vitual part running a business. Following by the second highest cost Equipitment costing £15,000 these include the purchase of virtual equipment, audio systems and the construction of the pods. Projected income is £70,000, Sales A is £45,000 these include bookings made and Sales C is £5,000 where merchandise and marketing has been used for. Overall based on the findings from the finiancal summary the total income is £85,000 with a total expenditure £63,000, totaling with the profit of £22,000. 




APPENDICES
Three compulsory appendices are included (A, B, C) but you can also include additional appendices if you wish. Appendices contain any additional information such as raw data, tables, and supporting information such as screenshots, and additional evidence. The information in the appendices is relevant but is too long or too detailed to include in the main body of your work. 

Appendix A – SWOT Analysis

	Strengths
	Unique
Safe
Immersive festival experience

	Weaknesses
	High cost
Limited awareness of immersive pods

	Opportunities
	Growing demand for this service
Partnerships with festival organisers

	Threats
	Competition with popular festivals


 

Appendix B – PEST Analysis

	Politicial
	Comply with government regulations including health and safety, public liability and employment law. 
Build positive relationship with local authorities
Comply with council sound and light curfews
Create risk-assessments to prevent political protests

	Economic
	
Take advantage of government grants
Implement competitve pricing strategies
Build rapport with organisers and local sponsors to maintain income

	Social
	
Utilise social media and other partnerships
Design an experience that appeal to a wide range of demographics

	Technological
	Use of immersive technologies
Ensure equipment remains up to date
Provide on-going training to stay ahead of other competitors




Appendix C – Pod Design 





















Appendix D – Grand View Reasearch Graph 








REFERENCE LIST:

AV Magazine. (2025). Avinteractive.Com. https://www.avinteractive.com/markets-news/visitor-attractions/immersive-experience-audiences-become-more-discerning-10-04-2025/

Buttle, F., & Maklan, S. (2019). Customer Relationship Management (4th ed.). Routledge. https://doi.org/10.4324/9781351016551

Charles , J. (2024, April 5). Immersive Sensory Pod [Review of Immersive Sensory Pod]. Julia Charles Event Management; &nbsp;. https://www.juliacharleseventmanagement.co.uk/entertainment/exhibition-entertainment/immersive-sensory-pod/

CIPD. (2025, March 7). SWOT Analysis. CIPD. https://www.cipd.org/uk/knowledge/factsheets/swot-analysis-factsheet/

Computer Training Wales. (2022). Virtual Reality Developer Courses | Bridgend | Swansea | Cardiff | South Wales [Review of Virtual Reality Developer Courses | Bridgend | Swansea | Cardiff | South Wales]. Computertrainingwales.Co.Uk. https://www.computertrainingwales.co.uk/courses/computer-aided-design/virtual-reality-cad-training.html

Dalton, J. (2023). Seeing is believing [Review of Seeing is believing]. https://www.pwc.ch/en/publications/2020/Seeing_is_believing_PwC_AR_VR.pdf

Gao, Y., & Spence, C. (2025). What role does touch play in active entertainment? A narrative review of tactile feedback in gaming. I-Perception, 16(3). https://doi.org/10.1177/20416695251336117

Grandview. (2025a). UK Immersive Entertainment Market Size & Outlook, 2030 [Review of UK Immersive Entertainment Market Size & Outlook, 2030]. Grandviewresearch.Com. https://www.grandviewresearch.com/horizon/outlook/immersive-entertainment-market/uk

Guan, H., Xu, Y., & Zhao, D. (2022a). Application of Virtual Reality Technology in Clinical Practice, Teaching, and Research in Complementary and Alternative Medicine [Review of Application of Virtual Reality Technology in Clinical Practice, Teaching, and Research in Complementary and Alternative Medicine]. Evidence-Based Complementary and Alternative Medicine, 2022, 1–12. https://doi.org/10.1155/2022/1373170

https://www.facebook.com/stepsrehabilitation.co.uk. (2026). STEPS Rehabilitation leads the way with the world’s first immersive neuro-animation experience that delivers brain repair (neuro-restoration). - STEPS Rehabilitation. STEPS Rehabilitation. https://stepsrehabilitation.co.uk/2021/12/steps-rehabilitation-leads-the-way-with-the-worlds-first-immersive-neuro-animation-experience-that-delivers-brain-repair-neuro-restoration/

Immersive Experience network . (2024). Immersive Audience Report 2024 www.immersiveexperience.network [Review of Immersive Audience Report 2024 www.immersiveexperience.network]. https://immersiveexperience.network/wp-content/uploads/2024/06/IEN-Audience-Report-2024.pdf


Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education. - References - Scientific Research Publishing. Www.Scirp.Org. https://www.scirp.org/reference/referencespapers?referenceid=3155681

Mair, J., & Whitford, M. (2013). An exploration of events research: Event topics, themes and emerging trends. International Journal of Event and Festival Management, 4(1), 6–30. https://doi.org/10.1108/17582951311307485

Meta. (2025). Meta Quest VR headsets, accessories and equipment | Meta Quest [Review of Meta Quest VR headsets, accessories and equipment | Meta Quest]. Www.Meta.Com. https://www.meta.com/gb/quest/

Mossberg, L. (2007). A Marketing Approach to the Tourist Experience. Scandinavian Journal of Hospitality and Tourism, 7(1), 59–74. https://doi.org/10.1080/15022250701231915


Pine , B., & Gilmore, J. (2002). The experience economy: Work is theatre & every business a stage: Goods and services are no longer enough [Review of The experience economy: Work is theatre & every business a stage: Goods and services are no longer enough]. Journal of Revenue and Pricing Management, 1. https://www.researchgate.net/publication/292752215_The_experience_economy_work_is_theatre_every_business_a_stage_goods_and_services_are_no_longer_enough

Seaman, U. (2024, June 28). “It gives us somewhere to stop for a minute” - Glastonbury Festival’s new sensory spaces. ITV News. https://www.itv.com/news/westcountry/2024-06-28/a-look-around-glastonburys-new-sensory-spaces

St John Ambulance Cymru. (2025). Search For A Course | St John Ambulance Cymru [Review of Search For A Course | St John Ambulance Cymru]. Sjacymru.Org.Uk. https://www.sjacymru.org.uk/en/courses/search

Staff, C. (2025). 5 Benefits of Virtual Reality. Coursera. https://www.coursera.org/articles/benefits-of-virtual-reality

stora.co. (2026). Store24 Self Storage. Store24 Self Storage. https://store24.today/sites/store24-neath-port-talbot-self-storage-units/order/contact-details?unit_type_slug=trailer-storage

Taylor, J., Bennett, A., & Woodward, I. (2014, November 1). Festivalisation of Culture [Review of Festivalisation of Culture]. https://www.researchgate.net/publication/281430093_Festivalisation_of_Culture

The Immersive Experience Institute. (2025). The Immersive Experience Institute. The Immersive Experience Institute. https://www.immersiveexperience.org

Whitten, S. (2023, September 10). Taylor Swift could change the movie theater industry with her Eras Tour concert film — here’s how. CNBC. https://www.cnbc.com/2023/09/10/taylor-swift-eras-tour-movie-theaters.html

Xperience Works | Partner with Authentic Events Today. (2026). Xperience Works. Xperience Works. https://www.xperienceworks.co.uk









---------------------------------------------------------------------------------------------------------------------------------------
		Page 0 

6

---------------------------------------------------------------------------------------------------------------------------------------
		Page 20 
image3.png
UK immersive entertainment market, 2021-2033

70k

60k

50k
40k
30k
20|
10l
mmumEl .
0

2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033

GRAND VIEW
HORIZON

Market Size (US$M)

=

2





image4.png
UK immersive entertainment market, 2021-2033

70k

60k

50k
40k
30k
20|
10l
mmumEl .
0

2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033

GRAND VIEW
HORIZON

Market Size (US$M)

=

2





image1.png




image2.png




