Part-IV B.B.A / Semester — I / Skill Enhancement Course (Non-Major
Elective) - 01: Basics of Event Management (U23BB1S1)
Course Content

UNIT I: Introduction (L -6 Hours)

Event Management, Definition, Need, Importance, Activities.
UNIT II: Concept and Design of Events (L -6 Hours)

Event Co-ordination, Developing & Evaluating event concept, Event Design.
UNIT III: Event Feasibility (L -6 Hours)

Event Feasibility: Resources, Feasibility, SWOT Analysis.
UNIT IV: Event Planning &amp; Promotion (L -6 Hours)

Event Planning &amp; Promotion, Marketing &amp; Promotion, 5P’s of Event Marketing,
Product, Price, Place, Promotion, Public Relations.
UNIT V: Event Budget (L -6 Hours)

Event Budget — Financial Analysis — Event Cost — Event Sponsorship.



UNIT I: Introduction
Meaning
Event management means planning, organizing, and running an event, like a party, meeting,
or concert, to make sure everything goes smoothly. It involves handling things like the venue,
schedule, guests, and resources.
Definition
"Event management is the application of project management to the creation and development
of festivals, events, and conferences."
— Goldblatt, J. (2011),
According to Philip Kotler, “events are defined as occurrences to communicate particular
messages to target audience.”
Why is Event Management Needed?
1. Organization and Coordination
Events involve many details: venue, catering, guests, entertainment, equipment, schedules,
and more. Event management ensures all these components are well-organized and
coordinated smoothly.
2. Efficient Use of Resources
Professional event management helps allocate budget, time, and manpower efficiently,
preventing wastage and ensuring everything runs within constraints.
3. Risk Management
Events can face unexpected challenges—weather issues, technical problems, or safety
concerns. Event managers anticipate risks and prepare contingency plans to handle these
situations.
4. Enhanced Experience for Attendees
Proper planning creates a seamless and enjoyable experience for guests, improving
engagement and satisfaction.
5. Achievement of Event Objectives
Whether the goal is to promote a product, celebrate a milestone, raise funds, or educate, event
management helps meet these goals effectively.
6. Stress Reduction
Managing an event without expertise can be overwhelming. Professional event management
reduces stress by handling logistics and troubleshooting.
7. Professionalism and Brand Image
Well-executed events enhance the reputation of the organizer or brand, making a positive

impression on attendees and stakeholders.



Importance of Event Management

L.

Smooth Execution

Event management ensures every detail is planned and executed carefully, preventing chaos
and last-minute confusion.

Time and Cost Efficiency

Proper management helps use time and budget wisely, avoiding overspending or delays.
Risk Reduction

Identifying potential problems beforehand and preparing solutions minimizes risks and
unexpected disruptions.

Enhanced Guest Experience

Thoughtful planning leads to a better experience for attendees, increasing satisfaction and
positive feedback.

Achieving Event Goals

Whether it’s marketing, fundraising, or celebration, event management keeps the focus on the
objectives and ensures they are met.

Professionalism and Reputation

A well-managed event reflects positively on the organizers or brand, boosting credibility and
future opportunities.

Coordination of Multiple Elements

Events often involve many moving parts—venues, vendors, speakers, technology.
Management ensures everything works together seamlessly.

Innovation and Creativity

Skilled event managers bring creativity and new ideas to make the event unique and

memorable.

Activities in Event Management:

1. Concept & Planning

Defining event objectives and goals
Identifying the target audience
Creating the event theme or concept
Budget preparation and approval

Selecting the event date and venue

2. Logistics & Coordination

Venue booking and layout planning

Arranging permits and licenses if required

Managing transportation and parking

Coordinating with vendors (caterers, decorators, audiovisual, security)

Planning the event schedule/timeline



3. Marketing & Promotion
e Designing promotional materials (flyers, banners, social media posts)
e Managing event registration and ticketing
e Advertising through various channels (online, print, radio)
o Engaging influencers or partners for promotion
4. Sponsorship & Partnerships
e Identifying potential sponsors or partners
e Preparing sponsorship proposals
e Negotiating sponsorship deals
e Managing sponsor relations and fulfillment
5. On-Site Management
e Setting up the venue (staging, seating, decoration)
e Managing the registration/check-in process
e Overseeing event flow and schedule adherence
e Handling technical support and troubleshooting
e Coordinating volunteers and staff
6. Post-Event Activities

e Collecting feedback from attendees and stakeholders

Analyzing event success against objectives

Managing event teardown and clean-up

e Preparing final financial reports

Sending thank-you notes to participants, sponsors, and team

Askok



UNIT II: Concept and Design of Events
Event Coordination in Event Management
1. Definition
Event coordination is the process of planning, organizing, and overseeing all elements required to

execute an event successfully, ensuring that all activities happen smoothly and on time.

2. Types of Events
e Corporate events (conferences, product launches)
e Social events (weddings, parties)
e Public events (concerts, festivals)
e Fundraisers and charity events

e Sports events

3. Roles & Responsibilities of an Event Coordinator
e Client Consultation: Understanding client needs, event goals, and budget.
e Planning: Scheduling timelines, creating event plans.
e Vendor Management: Hiring and coordinating with caterers, decorators, entertainers, tech
support.
¢ Venue Management: Booking and liaising with venue staff.
e Logistics: Arranging transportation, accommodation, seating, and equipment.
¢ Team Coordination: Assigning tasks to team members or volunteers.
¢ Budget Control: Managing expenses and negotiating contracts.
o Marketing & Promotion: Assisting with advertising or ticket sales.
¢ On-site Management: Overseeing event setup, running, and breakdown.
e Troubleshooting: Handling unexpected issues promptly.

e Post-event Evaluation: Gathering feedback and conducting a review.

4. Event Coordination Process / Steps

Step Description

Conceptualization Define event objectives, theme, and target audience
Planning Create detailed event plan including budget and timelines
Resource Allocation Assign responsibilities and secure vendors and materials
Promotion Publicize event through marketing channels

Execution Manage event day activities, monitor timeline and logistics

Evaluation Collect feedback, analyze success, and report



5. Essential Skills for Event Coordinators
e Organizational skills
e Communication and interpersonal skills
e Problem-solving and adaptability
e Time management
e Attention to detail
e Negotiation skills

e Leadership and teamwork

6. Common Tools Used
e Event management software (e.g., Cvent, Eventbrite)
e Budget spreadsheets
e Scheduling apps (Google Calendar, Trello)
e Communication platforms (email, WhatsApp, Slack)

7. Challenges in Event Coordination
e Budget constraints
e Vendor reliability
e Last-minute changes
e  Weather and external factors
¢ Crowd management and safety

e Technical failures



Developing & Evaluating Event Concept
1. Developing an Event Concept

What is an event concept?
The event concept is the overall idea, theme, or purpose that defines the event. It guides all planning
decisions and shapes the attendee experience.
Steps to Develop an Event Concept:
a. Understand the Purpose and Objectives

e Why is the event being held? (e.g., celebrate, educate, fundraise, launch)

e What outcomes are desired? (e.g., increase brand awareness, raise funds, entertain)
b. Identify the Target Audience

e Who will attend? (age, interests, demographics)

e What are their expectations?
¢. Brainstorm Themes and Formats

e  What style fits best? (formal, casual, virtual, hybrid)

e Possible themes or motifs (e.g., “green/sustainability,” “futuristic,” “cultural”)
d. Define the Event Experience

e How do you want attendees to feel? (excited, inspired, relaxed)

e  What key activities or elements will deliver this?
e. Consider Budget and Resources

e Estimate costs related to the concept (venue, entertainment, decor)

o Ensure feasibility within budget limits
f. Draft a Concept Statement

e Write a concise description summarizing the event idea, objectives, audience, and feel

2. Evaluating an Event Concept
Before finalizing the concept, it needs to be evaluated to ensure it’s practical and aligned with goals.

Key Evaluation Criteria:
Criteria Questions to Ask

Alignment with Objectives Does the concept support the event’s main goals?

Audience Appeal Will the target audience find it interesting and engaging?
Budget Feasibility Can the concept be delivered within the budget?
Resource Availability Are the necessary resources (venue, staff, equipment) available?

Uniqueness & Creativity Does it stand out or offer something fresh?

Risk Assessment Are there any potential risks or challenges with this concept?



Criteria

Marketing Potential

Questions to Ask

Is it easy to promote and generate interest?

Tools to Evaluate Event Concepts

e  SWOT Analysis (Strengths, Weaknesses, Opportunities, Threats)

o Cost-Benefit Analysis

e Surveys or Focus Groups with potential attendees or stakeholders

e Scenario Planning (what ifs to test feasibility)

Example
Step

Purpose &
Objectives

Target Audience
Theme/Format
Experience

Budget

Concept Statement

Example for a Charity Gala Event
Raise funds and awareness for cancer research

Donors, community leaders, healthcare professionals
Elegant black-tie gala with live auction and speeches
Inspiring, emotional, exclusive

$50,000

“An elegant evening gala to honor survivors and raise funds for cancer

research”



UNIT III: Event Feasibility
What is Event Feasibility?
Event feasibility is the process of determining whether an event is practical and achievable based on
key factors like resources, budget, audience, timing, and venue.
Key Factors to Consider in Event Feasibility:
1. Purpose and Objectives
o What is the goal of the event?
o Does it align with your organization's mission or strategy?
2. Target Audience
o Who will attend?
o Is there sufficient interest or demand?
3. Budget
o What is the estimated cost?
o Are there funds or sponsors to cover costs?
o What is the potential revenue?
4. Venue and Location
o Is there an appropriate venue available?
o Does the location suit your audience?
5. Timing and Date
o Does the proposed date avoid conflicts?
o Is the timing favorable for attendance?
6. Resources and Staffing
o Do you have enough personnel?
o Are the necessary equipment and technology available?
7. Permits and Regulations
o Are there legal or compliance issues?
o Are necessary permits obtainable?
8. Marketing and Promotion
o How will you promote the event?
o  What channels will you use?
9. Risk Assessment
o  What are potential risks?
o Do you have contingency plans?
Got it! You want to understand Resources, Feasibility, and SWOT Analysis—probably in the
context of event planning or a project. Let me break down each concept and how they connect,

especially when evaluating an event or project.



1. Resources
Resources are all the inputs needed to successfully plan and execute your event/project. These usually
fall into categories:
e Human Resources: Staff, volunteers, speakers, entertainers, technical crew
¢ Financial Resources: Budget, funding, sponsorships, ticket sales
e Physical Resources: Venue, equipment, materials, technology
e Time: Planning duration, event duration, deadlines
e Information: Data on audience, market research, regulations
Having a clear inventory of available resources is critical before deciding if an event/project is

feasible.

2. Feasibility
Feasibility is the assessment of whether your event/project is practical and likely to succeed with the
resources and conditions available.
Key feasibility dimensions:
e Technical feasibility: Do you have the technical skills, tools, and knowledge?
e Economic feasibility: Is the event financially viable? Will costs be covered?
e Legal feasibility: Are all permits and regulations accounted for?
e Operational feasibility: Can the event be organized with your current team and processes?
e Schedule feasibility: Can it be done within the required timeframe?

The feasibility study helps you identify potential barriers early and make an informed go/no-go

decision.

3. SWOT Analysis
SWOT stands for Strengths, Weaknesses, Opportunities, and Threats. It’s a strategic tool used to

analyze internal and external factors affecting your event/project.

Category Description Example (Event Context)
Internal assets or advantages you can _ _
Strengths (Internal) Strong sponsorship, experienced team
leverage
Internal limitations or challenges you
Weaknesses (Internal) . Limited budget, small venue
ace
Opportunities External trends or openings you can  Growing demand for event topic, new
(External) exploit tech

] Competitor events on same date,
Threats (External) External challenges or risks

weather risks

How do they fit together?



Resources help you identify your Strengths and Weaknesses (internal factors).

Feasibility analysis tells you whether your resources and conditions can realistically support
the event.

SWOT analysis expands feasibility by including external factors (Opportunities and Threats)
to guide strategic planning.



UNIT IV: Event Planning & Promotion

Event Planning (Simple Steps)
1. Decide What Your Event Is About
o What’s the purpose?
o Whois it for?
2. Pick a Date and Place
o Choose a good day and a venue that fits your crowd.
3. Set a Budget
o How much money do you have?
o What will you spend it on?
4. Plan the Event Schedule
o What will happen, and when?
5. Get Help
o Who will help you run the event?
o What do you need (equipment, food, etc.)?
6. Prepare for Problems
o What could go wrong?

o Have a backup plan!

Event Promotion (Simple Steps)
1. Tell People About It
o Use social media, email, or flyers.
2. Make It Exciting
o Share why people should come.
3. Ask Others to Help Spread the Word
o Friends, partners, or influencers.
4. Remind People

o Send a message before the event to keep it top of mind.



Marketing & Promotion in Event Management
What It Is:
Marketing & Promotion means telling the right people about your event in a way that gets them

excited to attend.

Key Elements:
1. Identify Your Target Audience
o Know who your ideal attendees are (age, interests, profession, location).
2. Develop a Clear Message
o What’s special about your event?
o Why should people care or join?
3. Choose Promotion Channels
o Social Media (Facebook, Instagram, LinkedIn, Twitter)
o Email Newsletters
o Event Websites and Online Event Platforms (Eventbrite, Meetup)
o Press Releases & Local Media
o Paid Advertising (Facebook Ads, Google Ads)
o Word of Mouth (partners, influencers, attendees)
4. Create Engaging Content
o Eye-catching graphics, videos, and posts
o Testimonials, sneak peeks, or behind-the-scenes
5. Timing & Frequency
o Start promotion early (weeks or months ahead)
o Regular reminders as the event date approaches
6. Use Calls to Action
o Clear instructions: “Register now,” “Buy tickets,” or “Save your spot”
7. Leverage Partnerships
o Collaborate with sponsors, speakers, or organizations to amplify reach
8. Measure Success
o Track registration numbers, social engagement, website visits

o Adjust your strategies based on what works best



5 P’s of Event Marketing
1. Product
e The event itself — what experience or value are you offering?
e Examples: Conference, concert, workshop, fundraiser.
2. Price
e What attendees will pay to participate (ticket fees, registration costs).
e Consider affordability, discounts, and perceived value.
3. Place
e  Where the event takes place — physical venue or virtual platform.
e Location should be convenient and appropriate for the target audience.
4. Promotion
e How you communicate and advertise the event to attract attendees.
¢ Includes social media, email, ads, flyers, partnerships.
5. Public Relations (PR)
¢ Building a positive image and relationships through media and community engagement.

e Press releases, media coverage, influencer endorsements, community outreach.

Product in Event Management
The product is the event itself — the experience, service, or value you’re offering to your audience.
What makes up the "Product" in an event?
o Type of event: concert, conference, workshop, festival, sports game, gala, etc.
o Event content: speakers, entertainment, activities, workshops, networking opportunities

o Experience: atmosphere, venue, quality of services (food, seating, technology)

Benefits for attendees: education, fun, connection, inspiration, business leads

e Unique Selling Point (USP): what makes your event different or special compared to others
Why is the product important?

e It’s what attracts people to attend.

e It defines your event’s brand and reputation.

e It shapes all other elements like pricing, promotion, and logistics.

Price in Event Management

Price is the amount of money attendees pay to participate in your event.

What to consider about Price:

¢ Ticket cost: How much will you charge for entry or registration?



e Pricing strategy:
o Free vs. paid event
o Early bird discounts or tiered pricing (VIP, general admission)
o Group or student discounts
e Value perception: Does the price match what attendees expect to get?
e Budget needs: Does the price cover your costs and help reach financial goals?
e Competitor pricing: What are similar events charging?

e Additional costs: Will there be extra fees (parking, merchandise, workshops)?

Why Price matters:
e It directly affects attendance and revenue.
e Too high — may deter attendees.
e Too low — may undervalue the event or reduce budget.

e Balances accessibility and profitability.

Place in Event Management

Place means where your event happens — the physical location or virtual platform where attendees

will gather.

Things to consider about Place:
e Venue type: conference center, park, stadium, hotel, online platform, etc.
e Accessibility: easy to reach by your target audience (transport, parking, public transit)
e Capacity: can it comfortably hold the number of expected attendees?
o Facilities: restrooms, seating, audio/visual equipment, Wi-Fi, catering options
e Ambiance: does the venue fit the event’s style and purpose?
¢ Location convenience: safety, nearby hotels or amenities for guests

e Virtual option: if online, is the platform reliable, user-friendly, and engaging?

Why Place matters:
e [t influences attendee comfort and satisfaction.
o Affects attendance numbers and overall event success.

e Determines logistical needs and costs

Promotion in Event Management

Promotion is how you spread the word about your event to attract attendees and build excitement.

Key things about Promotion:



Marketing channels:
o Social media (Facebook, Instagram, Twitter, LinkedIn)
o Email campaigns and newsletters
o Event websites and online event platforms (like Eventbrite)
o Flyers, posters, and local advertising
o Press releases and media outreach
o Paid ads (Google Ads, Facebook Ads)
Messaging:
o Clear, engaging info about what, when, where, and why
o Highlight benefits and unique features of the event
Timing:
o Start promotion early and keep reminders coming
o Use countdowns and last-minute pushes
Engagement:
o Use videos, photos, testimonials, or sneak peeks to build interest
o Encourage sharing and word-of-mouth promotion
Calls to action:

o Tell people how to register, buy tickets, or save the date clearly

Why Promotion is important:

It drives attendance and revenue.
Builds your event’s brand and buzz.

Helps you connect with your target audience.

Public Relations (PR) in Event Management
PR is about managing the public image of your event and building good relationships with

the media, community, and stakeholders to create positive awareness.

What PR involves in event management:
Media Relations:
o  Writing and sending press releases
o Inviting journalists and bloggers to cover your event
o Organizing press conferences or media previews
Community Engagement:
o Connecting with local groups, organizations, or influencers
o Partnering with charities or causes to boost goodwill
Crisis Management:

o Handling any negative news or issues professionally and quickly



o Preparing responses for potential problems
Reputation Building:
o Sharing positive stories, testimonials, and successes before and after the event
o Managing social media conversations to maintain a positive image
Stakeholder Communication:
o Keeping sponsors, partners, and key people informed and happy

o Creating reports or updates to show event impact

Why PR matters:

Builds trust and credibility for your event.

Attracts media coverage and wider attention.

Helps create a strong, positive brand that people want to be part of.

Can influence attendance and sponsorship.



UNIT V: Event Budget
Event Budget
An event budget is a detailed plan of all the expected income and expenses related to your
event. It helps you manage money, avoid overspending, and ensure the event is financially
successful.
Key Components of an Event Budget:
1. Income (Revenue) Sources
Ticket sales
Sponsorships
Donations
Merchandise sales
Grants or funding
2. Expenses
Venue rental
Catering (food & drinks)
Staff and labor (event staff, security, cleaners)
Equipment and supplies (AV, decorations, furniture)
Marketing and promotion (ads, flyers, social media campaigns)
Permits and insurance
Transportation and accommodation (for speakers or VIPs)

Miscellaneous costs (contingency, unexpected expenses)

Tips for Creating an Event Budget:

Be realistic: Research actual costs and get quotes.

Include a contingency fund: Usually 5-10% of your total budget for surprises.
Track expenses regularly: Update your budget as costs come in.

Balance income and expenses: Aim for break-even or profit.

Prioritize spending: Spend more on what matters most for event success.

Financial Analysis for Events
Financial analysis is the process of reviewing your event’s financial data to understand its

profitability, costs, and overall financial health.

What It Involves:
Estimating Costs and Revenues
o List all expected expenses (venue, staff, marketing, etc.)

o Forecast all income sources (tickets, sponsorships, merchandise)



2. Break-even Analysis
o Calculate how many tickets or sales you need to cover your costs
o Helps set pricing and sales goals
3. Profit and Loss Projection
o Estimate potential profit or loss by subtracting costs from revenues
o Helps decide if the event is financially viable
4. Cash Flow Analysis
o Track when money comes in and goes out
o Ensure you have enough cash to pay bills on time
5. Return on Investment (ROI)
o Measure financial success by comparing net profit to the total investment
o Formula:
ROI=Net ProfitTotal Investmentx100%ROI = \frac {\text{Net Profit} } {\text{Total
Investment} } \times 100\%

Why Financial Analysis Matters:
¢ Helps you make informed decisions about budgeting and pricing
e Identifies potential financial risks early
e Ensures the event meets financial goals

e  Supports reports to sponsors and stakeholders

Event Cost
Event cost is the total amount of money required to plan, organize, and run your event. It includes
all the expenses you’ll incur from start to finish.
Common Event Costs Include:
¢ Venue Rental: Cost to book the location
e Catering: Food and drinks for attendees
o Staffing: Salaries or fees for event staff, security, and volunteers
e Equipment & Supplies: Audio/visual gear, decorations, furniture
¢ Marketing & Promotion: Advertising, printing flyers, digital campaigns
e Permits & Insurance: Legal permits and insurance coverage
¢ Transportation & Accommodation: Travel and lodging for guests or speakers
¢ Entertainment & Speakers: Fees for performers, speakers, or facilitators
¢ Miscellaneous: Contingency fund for unexpected expenses
Tips to Manage Event Costs:
¢  Get multiple quotes to find the best prices

e Prioritize spending on key elements that impact attendee experience



¢ Include a buffer (usually 5-10%) for unexpected costs

e Track all expenses carefully to stay within budget

Event Sponsorship
Event Sponsorship is when a company or individual provides financial support or resources to

your event in exchange for marketing opportunities and brand exposure.

Why Sponsors Get Involved:
e Toreach your event’s audience and promote their brand
e To support causes or industries they care about

e To enhance their reputation and community involvement

Types of Sponsorship:

o Financial Sponsorship: Cash to help cover event costs

e In-Kind Sponsorship: Products, services, or equipment instead of money (e.g., catering,
printing, venue space)

e Media Sponsorship: Advertising or media coverage support

Benefits for Your Event:
e Helps cover expenses and reduce costs
e Adds credibility and prestige

e Expands marketing reach through sponsors’ networks

How to Attract Sponsors:

1. Identify potential sponsors who align with your event’s audience and goals

2. Create a sponsorship proposal outlining benefits, audience info, and sponsorship levels

3. Offer different sponsorship packages (e.g., title sponsor, gold, silver) with various perks

4. Highlight the value sponsors get (logo placement, speaking opportunities, social media
shout-outs)

5. Maintain good relationships and deliver on promises

skskok



