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Nature's Harvest at The Cove is being created for The Cove Lakeside Resort in the city of West Kelowna. The event will be held on Saturday, September 14th, 2019, beginning at 5:00pm and ending at 9:00pm. This event is intended to be at the beginning of the Fall Wine Festival. It is designed to introduce guests to the organic food and wine options available within the local Okanagan Valley. An estimate of 200 tickets will be sold for the inaugural event, which will be marketed to millennials aged 25-55 in the Okanagan. The marketing platform will include a sales promotion of a discounted room rate at the resort following the evening the event takes place.
This event will be held in the Bonfire Culinary Gardens of the resort. This location will showcase the beauty and bounty of The Cove Lakeside Resort’s own organic production. The garden will provide ample space for up to ten organic food and wine stations. Guests will have the opportunity to tour The Cove Lakeside Resort common areas, discuss organic gardening techniques with the experts, as well as sample offerings from the many local organic food and wine producers.
The Cove Lakeside Resort expects to gain notoriety in the community with this event. By adding the event to the Okanagan Wine Festival Society official event list, they will gain more local recognition and continue to fulfil their mission statement which is “Seeking every opportunity to provide extraordinary guest experiences” (TravelClick, 2019).
The Cove Lakeside Resort does not intend to make a large profit from ‘Natures Harvest at The Cove’. Their intention is to bring awareness to the organic agriculture in the Okanagan. To offset the cost of producing the event, tickets will be sold for $50 each, additional drink tickets will be available for sale at $5 each. 
[bookmark: _Toc1412012]Event Outline
General Information
Nature’s Harvest will be a casual, yet classy event held at the Cove Lakeside resort in Kelowna. The layout of the event will be informal, with the guests sampling various offerings from vendors in a booth style set-up, however the natural beauty of the location, as well as the live music and fairy lights will give a more elegant atmosphere to the evening. The purpose of the event is to bring awareness to the organic offerings of local farmers and wineries in the surrounding area, in a relaxing environment where guests have the opportunity to both sample what the vendors have to offer as well as learn about the processes they use to grow their produce. Revenue sources for the event will be tickets sales, as well as drink ticket sales. 
[bookmark: _Toc1412013]Competition
The Okanagan Wine Festivals Society holds four seasonal wine festivals with over 100 individual events being hosted every year (OWFS, n.d.). They also held two wine judging competitions, one of which is the oldest in all of British Columbia (OWFS, n.d.). Assuming that the events are evenly distributed, that would mean that there are approximately 25 other wine events that would be in direct competition with Nature’s Harvest. In addition to Nature’s Harvest direct competitors, there is also an annual Organic Okanagan Festival which occurs during the day on September 30th. Tickets are much cheaper for this all ages event, coming in at $10 for general admission and only $5 for all students, seniors, cyclists, and pedestrians; children under 12 are offered free admission (Okanagan Greens, 2018). While Organic Okanagan Festival offers guests similar products at its event, Nature’s Harvest provides a completely different experience. Rather than being family focused like its competitor, it offers its guests a more mature, classy environment where adults can enjoy high quality wine and food in a more relaxing environment.
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1. Customers hear about Nature’s Harvest on the radio, through social media, or at one of the vendors locations.
2. Customers decide they would like to attend an event such as this. They then go to the Nature’s Harvest website where they can view information about the event, the vendors, the venue, and purchase tickets.
3. Ticket purchase is made through a third-party, and the customer can either present an eticket or print a paper copy at home when they arrive at the event.
4. Customers arrive at the Cove Lakeside Resort on September 14th, park their car and enter the venue.
5. Security staff scan tickets and provide guests with a branded “Nature’s Harvest” wine glass, and a stamp to allow for re-entry. They are also given the option to purchase drink tickets for $5 each. One drink ticket allows for a taster (2oz) glass of wine, where as a regular 6oz costs two tickets. Drink ticket sales will be split 60% to the vendors and 40% to the Cove.
6. Customers enter the venue and follow signs to the Bonfire Culinary Gardens where they are greeted by fairy lights, a live band playing background music, and a variety of tents and tables of local organic farms and wineries.
7. Before the band starts and MC will come on to welcome guests and give a quick overview of what the event is going to look like and get everyone jazzed up for the evening.
8. When customers visit a farmer’s booth, they will have to option to try complimentary appetizers/finger food while a representative from the location provides information on the farm, its history, and its processes.
9. When customers visit a winery’s booth, they provide their tickets to the representative of that winery and then are given a taster/glass of wine and the opportunity to ask questions about the winery.
10. Guests continue to wander through the garden, enjoy the music, and sample the wine and food offerings until the event ends at 9pm.
11. Music is cut, the MC comes back on and thanks guests for attending. Guests are kindly ushered out by staff and get to take their engraved glass home as a souvenir. 
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	Strengths
· The Cove Lakeside Resort is a long-established hotel which is well known to locals
· Great location on the beach, if guests are coming from out of town they can stay at the hotel at a discounted rate
· Many organic farms and wineries located in the Okanagan
· Westside wine trail is well established with 12 wineries, 3 of them being fully organic and many of them having organic products., This makes local vendors/presenters easier to find.
· Westbank is home to several organic farms and an organic market making local vendors/presenters easier to find and cheaper to transport produce to the event 
	Weaknesses
· Located in Westside rather than in Kelowna, and since most attendees will likely live in Kelowna transportation and accommodation could be an issue
· First time the event is running, so there is no legacy to build off of
· Parking is limited as September is busy with the last of summer tourists and attendees of other wine events in the Okanagan

	Opportunities
· Organic food and healthy eating are currently trending; millennials are really interested in learning about healthier local food choices and provide great WOM advertising through their use of social media
· Awareness of local business offerings
· Changes in government issued health guides (such as the Canada Food Guide) have been encouraging the public to switch to healthier, plant-based alternatives
· Kelowna’s economy and population continue to grow at rates higher than provincial and national standards
· Agriculture, tourism and viticulture are all key drivers of Kelowna’s economy 
	Threats
· Climate change: Wildfires, floods, and problematic growing conditions can negatively affect the availability of food and wine for this event
· Changes in liquor licensing could make application processes difficult
· Poor weather could cause the event to have to be taken inside
· There are many other wine events taking place in September in Kelowna and the rest of the Okanagan, meaning there will be a very high level of direct competition





[bookmark: _Toc1412017]PESTEL Analysis
Political: One major change to come from politics is the new Canada Food Guide, which has influenced Canadians regarding what they eat. The new food guide shows not only the importance of what goes on the plate, which should be mostly plant-based, but also what should be avoided, primarily processed and prepared foods (Hui, 2019). They also discuss the importance of eating “mindfully” and “healthfully”, which aligns with the shift to more wholesome, organic foods (Hui, 2019). This has huge implications for how the public views the food they eat and adds credibility to the organic agriculture industry. 
Politicians also have the choice to either support traditional agriculture practices; and they are often encouraged to do so either by lobbyists and corporations from the meat and dairy industries, or to back the organic underdogs.  

Environmental: Sustainable agriculture has seen great changes over the last couple of years, and one can only imagine the innovations to come. Already organic farming boasts several advantages over traditional farming from a sustainability point of view. For one, it causes less soil and water pollution by using less of the harmful fertilizers and pesticides that both pollute water supplies and deplete soils over time (Wales, 2018). According to the Food and Agriculture Organization of the United Nations (FAO), approximately one third of the world’s soil has been damaged by traditional farming methods and deforestation which are related to erosion and global climate change (FAO, 2015). Organic farmers also follow strict regulations regarding the types of fertilizers and pesticides they can use. The world is gradually looking towards using more clean energy such as wind and solar, meaning many people will also be buying more food that is grown organically and without the use of oil-based fertilizers and pesticides (Wales, 2018).
Climate change has a direct impact on the amounts of produce that a single farmer or vineyard can yield. High temperatures, floods, and wildfires can all cause problematic growing conditions which would limit access to organic produce and wine. This could potentially drive up costs and lower potential profits for the event.
Another impact of climate change would be on the tourism industry in the Okanagan. As has been seen over past couple years, the Okanagan is severely affected by wildfires and drought during the summer months. Not only do the fires impact growing conditions of the agriculture industry, it also affects the public’s ability and motivation to get out and enjoy the surrounding area when it’s blanketed in smoke. Just last year in 2018, the smoke levels were the worst they’ve ever been causing both incoming and outgoing flights to be cancelled at the Kelowna airport (Schmunk, 2018). In addition to affecting transport, the smoke levels present a health risk to those who are vulnerable, including the elderly and those with respiratory issues (Schmunk, 2018), which will impact the turnout rates of event attendees especially if it is an outdoor event.

Social/Cultural: Organic food and healthy eating is a major trend right now. According to the Canada Organic Trade Association, the organic market in Canada is up $3.5 billion since 2012 (Canadian Organic Trade Association, 2017). Not only is Canada as a whole moving towards more organic choices, British Columbia especially is picking up on this trend and has the highest per capita organic sales (Canadian Organic Trade Association, 2017). 
Winery owners in B.C. have also reported that Millennials have a major influence over wine preferences, and therefore wine sales (BC Wine Trends, 2018). They are more likely to be drawn in by wine blogs and social media recommendations from friends as well as wine apps (BC Wine Trends, 2018). Millennials are more focused on the overall experience of the wine in addition to its origins, which pairs nicely with an organic experience focused event.  

Technological: Since organic farms and vineyards do not use pesticides or other chemicals, their produce is highly susceptible to a variety of diseases and pests. Normally, farmers and viticulturists would use a copper-based spray to protect their plants (Pedneault & Provost, 2016), but for Nature’s Harvest’s vendors, this is not an option. One trend attempting to address this issue looks at preventing fungal diseases rather than treating them. It is possible to breed fungus-resistant grapes by cross-breeding a Mediterranean grape varietal with North American and Asian varietals. The result is a hardier, higher quality grape vine that does not require chemicals to prevent fungus from growing on it (Pedneault & Provost, 2016). In the future there may be other advancements in fruit, vegetable, and grapevine breeding that could eliminate the need for chemicals and pesticides all together. Advances such as these can potentially allow farmers and wineries to produce higher quality products in greater amounts, which would lower food costs for the event.

Economic: British Columbia’s economy slowed in 2018 due to lower consumption and activities which are related to restrictive policy changes in the real estate market (Business Council of British Columbia, 2019). Although it slowed slightly, it is still continuing to grow at a decreased rate of approximately 2.2% to 2.4% due to secure labour market conditions and wage growth “well above historic norms” (Business Council of British Columbia, 2019). 
Despite slowing provincial economic growth, Kelowna continues to show that is a young, bustling, and developing community. Agriculture, viticulture, and tourism are key growth industries in the Okanagan Valley (Government of British Columbia, n.d.), which are all being represented by Nature’s Harvest at the Cove. Also, Kelowna’s population grew by 2.0% between 2017 and 2018 which is well above B.C.’s growth rate of 1.4% (Invest Kelowna, 2018). In addition to having a growing population, Kelowna’s median household income has increased 19.5% over the past ten years to $71,127, exceeding both national and provincial averages of $70,366 and $69,995 respectively (Invest Kelowna, 2018). 

Legal: In addition to the legal factors influencing organic agriculture producers, Nature’s Harvest also has strict laws and regulations is must adhere to. First and foremost being food and alcohol regulations. The Liquor and Cannabis Regulation Branch (formerly the Liquor Control and Licensing Branch) issues liquor licenses which will be necessary in order to sell alcohol to the public at the event. This is a food focused event, so the liquor license would fall under a “Food Primary” license, costing $950 for the application fee and first-year licensing fee (Government of British Columbia, n.d.). Changes to the liquor license requirements would have a major impact on the event. 
In addition to the legal requirements that need to be met to acquire the liquor license, there are also many requirements regarding what must take place during the event. Some examples of these are that the staff at the event will also require “Serving It Right” or “Special Event Server Training” and “Foodsafe” certificates (BC Liquor Stores, n.d.). As this is a high-end event requiring experienced employees however, it is likely the servers and staff already hold these certificates. There are also a number of regulations regarding the amount of liquor that can be served, the minimum charge per drink, ensuring patrons get home safely, and many other aspects of the event that must be considered (BC Liquor Stores, n.d.). 

[bookmark: _Toc1412018]Event Goals
1. To ensure that everything is ready for the event two weeks before the exact date: This event has been scheduled for mid-September, and plans are underway to have everything ready before the date (ReigningIt, 2015). Adequate planning will ensure that the event will be a success. All barriers such as bad weather can be dealt with by setting up tents.
2. Bring awareness to at least 200 people by September 14th, 2019, about the outstanding organic produce in the Okanagan by giving them the opportunity to experience local organic agriculture in a relaxing, elegant atmosphere.
3. To ensure there is at least $1,000 to put towards next years event, staff will effectively manage costs by following structured budgets from the point of conception to the time the event ends on September 14th, 2019. 
4. Provide up to 15 local wineries and farmers the opportunity to educate the public and bring awareness to their businesses by providing them an environment that allows them to engage with up to 200 potential new customers in a meaningful way. 
5. Increase brand awareness of the Cove Lakeside Resort. Nature’s Harvest will bring awareness to the natural beauty offered by the resort as well as its ample amenities. The Cove is currently ranked as the #1 hotel in West Kelowna, ideally after hosting the event it will also be a competitor to the hotels in Kelowna as well. 
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There are several demographics which are important to consider regarding Nature’s Harvest segmentation strategy. The segmentation market will include anyone who enjoys food and wine and is of legal drinking age, thus 19 years and older, however due to the $50 ticket price of the event, as well as all associated costs such as accommodation and transport, it is important that consumers also have an adequate amount of disposable income to justify attending the event. In 2018 the median household income of Kelowna’s population was $68,627 (up $6,014 from the year previous), which would be enough to allow the average household to attend an event such as this (City of Kelowna, 2018). The Kelowna area also attracts approximately 1.9 million tourists annually, so the segmentation market will also include those not from the area (Tourism Kelowna, 2017).  
[bookmark: _Toc1412021]Targeting Strategy
While Nature’s Harvest appeals to anyone in the area at the time of the event who is over the age of 19, it’s important to narrow down who the target will be in order to implement the most effective marketing strategy. 
Millennials aged 25 to 55 will be the focus target market for the event. The reason being that this is these are the ages with the greatest amount of purchasing power; not only do they have a large amount of their own disposable income, but they also influence the purchases of their family members (Thach & Olsen, 2006). In addition to having strong purchasing power, they also exhibit consumer traits which are well suited to this type of event. For example, millennials are environmentally and socially aware (Thach & Olsen, 2006), meaning they are conscious of the impact that the products and services they purchase have on the community and the planet. Therefore, an event that supports local businesses who operate in a way that protects the environment and the surrounding community will serve these customers excellently.
In terms of geographic markers, the target market will include those already living in the Kelowna area. It is possible that tourists will hear about the event and attend it, however they will not be focus of the marketing strategy. The Kelowna area is already home to several organic wineries and restaurants, and the city is actively implementing green initiatives which align with the values of the event (City of Kelowna, 2018).
[bookmark: _Toc1412022]Placement 
The event will be held in West Kelowna at the Cove Lakeside Resort. While the event itself is a more casual experience for guests to learn about and sample the organic offerings from the valley, the venue itself is quite luxurious which will offer guests a classy, relaxing evening in a beautiful outdoor garden. The event will take place outdoors at the culinary garden where guests will be able to enjoy some of the organic plants which already exist in the resort’s garden. The reason the event will be held outdoors is that attendees will feel welcome to move around and explore the different vendors as well as take in the overall atmosphere (Hire, 2019).
[bookmark: _Toc1412023]Product 
This event will provide its customers with the unique types of organic food and wines. In fact, guests will have variety of different dishes to try offered by the outstanding cooks at the Cove. This gives guests the opportunity to taste different types of food and drinks at the same place. With the support from the provincial government, it is an advantage for organic market to grow and be in more demand, in that there will be an opportunity for the organic market to eventually grow. “[B.C Government] is excited to announce the development of the Organic Online System to streamline the organic certification process. The new online system will save farmers and processors time, support those transitioning to certified organic, and provide ongoing, reliable data about the organic sector that will help us grow” (Certified Organic Associations of B.C.).
[bookmark: _Toc1412024]Price 
The event will be priced according to current market prices, which averages at $50 per ticket. Since this is the first time the event is running, there is no legacy for them to run off of which means they need to ensure guests don’t overlook it in favour of an existing wine event with a long-standing reputation. The $50 ticket price will allow the Cove to recover the associated costs of running the event, with a small amount of profits left over to put towards running the event a second time the following year. 
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Since the event will be targeting millennials, it is important that it uses media sources that will appeal to a younger target audience as well as the slightly older millennials. To hit both age groups, Nature’s Harvest will a variety of promotional strategies. 
Radio is one of the more expensive media channels Nature’s Harvest will use to bring awareness to the event, however it offers major reach to consumers in the area. Short ads will be played on both SunFM and Power 104. SunFM’s core demographic is women ages 18 to 35, while Power 104 core demographic are men ages 25 to 54. By advertising on both stations, awareness of the event will be brought to both genders and all ages included in our target market. 
The event will be also be advertised on the Cove’s website and lobby display board, as well as at the vendors wineries and local organic specialized supermarkets, such as Choice’s and Nature’s Fare. As was mentioned in the event description, the Cove will be offering discounted rates on room for the night of the event as a sales promotion. The Government of Canada also provides support to the organic sector. In fact, government of Canada has spent more than $20 million dollars on investment to the organic sector (Agriculture and Agri-Food Canada, 2018). 
Finally, Nature’s Harvest will make use of social media via Facebook and Instagram. They will not use paid advertisements however, they will have company owned pages that will be run for at least six months leading up to the event. The event will also be advertised on the Cove’s social media pages as well as its website. 
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	Nature’s Harvest at The Cove
Budgeted Income Statement

	

	Revenue:

	Ticket Sales
	$10,000

	Wine Ticket Sales
	1,200

	Total Revenue
	$13,200

	Operating Expenses:
	 

	Food Supplies
	3,000

	Advertising 
	3,000

	Tent Rentals (for booths)
	1500

	Wages Expense
	1000

	Live Music Band (Glory days Duo)
	600

	Lighting
	   150

	Liquor Licence Application Fee
	100

	Liquor Licensing Fee
	945

	Wine Glasses (250 glasses)
	570

	Website Domain
	20

	Tickets (200 tickets*$1.89)
	378 

	Liability Insurance
	150

	Security
	200

	Total Operating Expenses
	11,613

	Net Income/ Loss
	$1,587



Revenue: The main revenue source for the event will be the ticket sales. Nature’s Harvest is expecting to sell 200 tickets at $50 each. The ticket price only includes attendance and food; hence the guests will have to purchase drink tickets on the side. The event has budgeted an average of $15 drink ticket sales per guest ($15*200 = $3,000). Organic wineries will be bringing their own wine, and the revenue will be split between the vendor and Nature’s Harvest. The vendor will keep 60% and will give 40% to Nature’s Harvest. 
Expenses: The major expenses to the event will be both food and advertising. The Cove will be responsible to purchase organic food supplies and will prepare the food for the event. The cost of extra kitchen labour is not included in the cost of food itself. Advertising and promotion are also keys for the success of this event, therefore the event will allocate $3,000 into this category. It will include advertising on two radio channels (Sun FM and Power 104 FM), in Kelowna Capital newspaper, on social media (Facebook and Instagram), and on The Cove’s location. The event will also be required to rent tents for vendor booths, it will rent 10 booths for $250 each. It will also require two extra kitchen staff members, and three servers, and two people to set up and then to take down the event. The other operating expenses will include live music, lighting, printed wine glasses (with event’s name engraved on it), liability insurance and security etc. Lastly, the team members will create the website for the event which will save associated costs, however, it will have to hire a third-party ticketing company to handle the ticket sales. This third-party (Yapsody.com) will charge 2.8% plus $0.49 per ticket. There might be other expenses that might occur during the planning and execution phase of the event. 
Net Income: The budgeted income statement shows a profit of $1,587 after covering all the operating expenses. 
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