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Question 1: Outline the operation brief to execute from a consumers’ perspective
Event management has gained worldwide traction as a tool to harness awareness, improve customer loyalty, and generate revenue for an organization. Notably, the U.S. Bureau of Labor Statistic estimates a protracted growth of the popularity of event in the economy with a significant 44% increase by 2020 (Hendricks, 2017). Increased digitization and favorable attitudes among millennial consumers are profound factors that endeavor to influence the paradigm shift in the contemporary marketing fraternity (ibid). Further, 79% of the polled marketers acknowledge integrating event as a strategic tool to harness their sales generation activities (ibid). Moreover, the favorable attitudes among the millennial consumers toward the use of events as an approach to creating an authentic experience with a brand demonstrate an impetus to capitalize on the event management competency. Therefore, Nature’s Harvest Coves event strives to streamline the execution of the operation brief to create awareness and increase the demand for organic food and wine options in the City of West Kelowna. 
Themes and Ambiances of Nature’s Harvest Event
First, the theme of an event plays a strategic role because it influences the ambiance, perceptions, and interests of the consumers. Nature’s Harvest event capitalizes on casual and classic themes to merge the informal layout of the event and the elegant atmosphere of the Cove Lakeside Resort. Specifically, the informal attributes of Nature’s Harvest at Cove event emanates from latitudes that facilitates the customers to wander through the garden, enjoy the music, as well as sample organic food options and wines available in various booths. On the other hand, the classic theme of the event epitomizes the luxurious and relaxing ambiances of the Cove Lakeside Resort. The venue provides the consumers with a beautiful outdoor garden, which facilitates the revelers to enjoy a serene view of the organic floras that exist in the culinary garden of the Cove Lakeside Resort. Moreover, Nature’s Harvest event is primarily an outdoor endeavor that aims to make the attendees feel welcome, wander around the garden, and explore the different options from the vendors (Hire, 2019). 
Promotion Plan
Secondly, the promotion plan that an event manager utilizes enhances the authentic experiences of the consumers. A targeted promotion is essential because it creates an appeal to the right audiences using multifaceted strategies. Specifically, Nature’s Harvest event targets millennial consumers during the design of the promotional messages. Therefore, the use of radio as a medium to inform the attendees about the date of the events, requirements, and ticketing details merits because of the wide coverage of the message. Further, the choice of appropriate radio stations provides an opportunity to improve on the effectiveness of mass media resources and save on cost. The Sun FM and Power104 FM are selected because of their demographic audiences. Channeling short advertisement using the two radio stations guarantees returns on investment because of the ability to target and reach out on the millennial consumers aged 18 to 54 years. 
Alternatively, the event aims to engage in other contemporary mass media platforms that include paid websites, display board, and social media. Nature’s Harvest event features predominantly on the Cove Lakeside Resort’s website to create awareness among the visitors. The Cove’s website informs the prospective attendees of the Natures’ Harvest about the availability of special discounted rates for the accommodation services during the event. Moreover, provision of the strategic display boards at the vendors’ wineries and local organic-specialized supermarkets aims to complement the use of other promotion devices. The use of social media platforms that include Facebook and Instagram competencies enhances the level of users’ engagements in addition to saving on cost. The social media platforms are relatively easier, cheaper, and more effective to use than the conventional promotional tools because of the high usage subscription rate among the residents of Kelowna. 
Customer-centric Service Plan
Thirdly, other event itineraries gear toward providing extraordinary guest experiences. Notably, the robust security features safeguard the attendees against natural and induced threats, which may result in disruption of the event. The security staffs will scan the customer tickets and issue the latter with a branded “Nature’s Harvest” wineglass and a stamp to facilitate free entry as well as the movement along the garden. The parking stamp also facilitates the attendees to access the parking yard and guarantees the security of their belongings. 
Equally, the cadres of service delivery are consumer-focused because it entails free organic foods and wines options as well as unrestricted access to multiple vendors’ booths. The event provides an option to try a complimentary appetizer or finger food to the consumers at the vendors’ booths and an additional drink ticket available at a discounted rate of $5 each. Besides, a Question and Answer (Q&A) session that involves an attendee and a vendor enhance the authentic experience because it improves the level of engagement between the parties. The vendors are trained to disseminate information about their farms, historical background, and the organic processing of the respective options. The Q&A session provides an ideal opportunity to instill awareness among the attendees about the benefits and competitiveness of organic market and products in the region. 
Question 2: Explain how to achieve projected sales for the event
The manifestation of inadequacies in the wine-related events contributes to the challenges that impede actualization of the strategic goals. A cutthroat competition, overcrowded market space, and detrimental commodification of the services are the profound attributes of the event industry (Kim & Mauborgne, 2015). Therefore, a detailed situational analysis that encompasses assessing the prevailing external environmental strategic threats using a PESTLE and a SWOT examination process boost the effectiveness of the inherent sales strategies. 
Importantly, Nature’s Harvest event has prominent sales objectives, which influences the strategic formulation. The three sales objectives include attracting at least 200 residents of Okanagan to the organic wine event by September 14 2019, to link 15 local organic wineries with 200 prospective customers in a meaningful manner, and to increase the brand awareness of the Nature’s Harvest as a classic as well as casual event in the City of Kelowna. Surpassing the three objectives hinge on the ability to design robust sales strategies and plan that facilitates Nature’s Harvest event capitalize on its internal strengths and external opportunities to hedge against prevailing environmental threats. 
Specifically, the first sales objective focuses on creating awareness to at least 200 residents of the Okanagan about organic agriculture. Therefore, strategic segmentation of the Okanagan market facilitates the Nature’s Harvest to actualize on its core goal using targeted and effective promotional plans (Kim & Mauborgne, 2015). The segmented demographic for Nature’s Harvest event relates to the population of the Kelowna City aged between 25 to 55 years because of their favorable preferences toward organic agriculture and high purchasing power (City of Kelowna, 2018). Further, the choice of the Kelowna population is profitable because of the favorable economic attributes of the region that include a relatively high median household income of $68,627 (ibid). The region also boasts of numerous tourist attraction sites that attract an approximate 1.9 million visitors per year (ibid). Importantly, the high living standards and choice of millennial consumers influence the profitability of the marketing segment because of the ability to afford the ticket prices as well as the favorable attribute of the younger consumers. 
Secondly, Nature’s Harvest has a sales objective that relates to link at least 15 local organic wineries and farmers with prospective clients using the event. The placement of the event in the City of West Kelowna at an iconic Cove Lakeside Resort provides an ideal location to attract a host of the organic producer to the events because of the prominent reputation of the culinary and organic-based gardens in the resort. Therefore, the organic gardens create an opportunity for the other local farmers and wineries to benchmark organic agriculture. Moreover, the Cove Lakeside Resort has serene and luxurious ambiances that attract the attendees to the events, which facilitates the Nature’s Harvest event to link the prospective customers and the local producers in a meaningful manner. 
Third, Nature’s Harvest aims to bolster the brand awareness of its organic food option and wine event in the City of Kelowna using strategic marketing management tool. A ‘4P’s marketing tool is an integral approach to achieve the competitiveness of a Blue Ocean industry because it enables the marketers to position their brands using competencies that emanate from place conveniences, proper pricing, promotion plans, and unique product features (Kotler & Armstrong, 2017). Consequently, Nature’s Harvest event plans to capitalize on the latter three (3Ps) competencies that include product, price, and promotion to influence the popularity of its annual events. The product element mix influences strategic development and management of a good to prolong its lifespan, profitability, as well as uniqueness (ibid). Consequently, Nature’s Harvest embraces the strategic management of product capabilities to provide the attendees with unique types of organic food and wine options at the respective vendors’ booths. Specifically, the event has an objective to accord guests with an opportunity to taste different types of food and drinks at the same place. The event also strives to introduce the farmers to the current government incentives that include the streamlined online certification system, which aims to boost the growth and expand the demand of the organic market in the region. 
Equally, the price element of a marketing mix merits because of the strategic dimension. According to Kotler & Armstrong, strategic pricing reflects on pertinent market issues that include consumer behaviors, perceptions, and creation of value for the buyers (2017). Subsequently, Nature’s Harvest endeavors to price the tickets at the current market price ranges of $50 with an aim to leverage on the lack of a superior legacy in the market. Moreover, the price of $50 facilitates Nature’s Harvest to cover the operating costs and earn a marginal profit margin that will be plowed back to cater to the subsequent events. Therefore, robust pricing facilitates Nature’s Harvest accomplish its strategic goal that regards to improve its brand awareness among the millennial consumers as a classic and affordable organic food and wine event in the City of Kelowna. 
Moreover, the promotion element of a marketing mix merits because it enhances the third strategic objective of Nature’s Harvest event, which relates to improving brand awareness in the market. The event targets the millennial consumers, which necessitates the adoption of arrays of mass media resources that include radio advertisements, websites, lobbying display boards, and social media platforms. The choice of each mass media resource entails profound benefits because of the ease of use, cost-effectiveness, and real-time engagement with the prospective attendees. Notably, the selected radio stations include Sun-FM and Power 104 merits because the core demographic attributes of the listeners complement the targeted attendees of Nature’s Harvest event, which is the population aged 19 to 55 years. 
Concisely, achieving the three strategic sales objectives that include attracting 200 attendees, create a new market for the organic producers, and harness the brand reputation of Nature’s Harvest event hinges on the ability to create prominent ripples in the industry characterized by manifestation of detrimental inadequacies. Consequently, Nature’s Harvest strives to create the efficiency and competitiveness in the event industry using strategic marketing tools that include market segmentation and a ‘4-Ps’ marketing mix. 
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