PROJECT
PROFILE

Airglds siisu

mmnﬁmuﬁvw!m
4 g LR
y. ¢ AN it A ik,

Women Entrepreneurship Platform & GilloL 24 ezl Gl
'-“b (MENCICTEN [cs14 22ellet
Gujarat Chapter

% Ud M50 wHeldlE



Hlsdl GalauLsAsdl w@zsiM - olsr2id Usel

Airslds sisu
Cultural Shows

Uzcldeil (INTRODUCTION)

o WL UISs2ell GEY HIRdetl AUdAH] Ais[ds Tld UHeg v HsilRwS
"disds s1AsU" (Cultural Shows) % 5]l B.

o 2Ll euLlels uldedl (local talent) Hie A5 HY YL ULSL, % URLlell
AldrayeR Airs(ds diRUlA UelRld 529, BUi €ls «fl (folk dances)
BH 5 IR04L el AY, UYL 4(ld, 51US 54l (textile arts) Wl €]
Wy Und 8.

¥ 92U MdsI0l Wl ddHlst 4R A (bridge) d> Adl AU, 2
&A1) A UdR{A) (tourists) tiaal AosUdeil UHeg, Ais(ds
g9uilui suil edledl ds el

Adl ¥l deil GUULL (SERVICE & ITS APPLICATION)

. dls oll (Folk Dances): [cl[dtl UgQllell HaAYY 50121 ElS ), BU
% 12{ldl 2RW1 (Garba), £i[S¥UL 1™ (Dandiya Raas), e UaIR (Padhar)
s, % AWR{] 12115\ (costumes) (BH 5 AU(QLAL AN0T]) Wl )did
19{ldell did 9 ¢,

@Cid d2(ld Al (Live Musical Sessions): ald (dhol), 2RQLLY
(shehnai), el AARLESLRIL (ravanahatha) &l UAUR2Ld dléllell GUd|
531al U2lefl Mldetlcdts Yol (soulful melodies) A ®dd sdl.

$6l Ueleil (Art Exhibitions): Halsldluila u2loil dlle (Patola
weaving), WitQil (Bandhani), 4 Hldl «{l UBS| (Mata ni Pachedi) %l
UUR DL 541 2dReU) Wal SASEL (handicrafts) il &A1 wdldiefl
ds ULl
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. dldl s&dlsil 501l (Storytelling - €lS Sell): RUL[AS £ %ﬁﬁ
(myths), @155 (folklore), ol 52951l HSlel 21| (Great Rann of
Kutch) «il & [dslyefl dldRile] selel 539,

poes2d Hi?::{;f&!s asw (Interactive Cultural Workshops):
Yalsldla{la %1dl %=t (Gujarati cuisine) (BL5U1L/AUEL Gisildd),
UURIILd cjloll 2 A A(ld AAH {ldl slsiddlel HIs) #4udl.

Aislds
ell[e1s
S G
arRyl S sl uldell (tocal

(Cultural (Handicrafts)
Heritage) Talent)

uHleR HI2 8Re9d ElUSLd (DESIRED QUALIFICATION FOR PROMOTER)

o WHI2MI Iesdell Hirglds iRl U Q1S %) (deep-rooted
passion) &ldl 1.

Uixslds vdeyetl HHAY WHE HI2 8deR Na¥Hs2 (event
management) Hi ¥ 0d Uld] eld) w154,

22UL[els UAURUA, dEdIR] (BH 3 eldrlAl), vl s6l 24l «{] Jlle
UM €ld] 3 8.

USAL HIR 2Ullels saLsIR), SIRIIR) vial salsIRL Al ALzl Ad
2AMd A2as (well-established network) @Cj, @QL[U.S 8.

2L(e1s 23 A D) Al U A1) MU SIS A wLsNal HI Wit
§<Ré (marketing acumen) o213 8.
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cudAuLRLS ¢[Bslal via d€Ril (BUSINESS OUTLOOK AND TRENDS)

e JI%RUdHI %{i%ﬁ[?ts sl &[Re% Udlst & (cultural and heritage
tourism sector) Hi «lldul3t qﬁq oflal Hoil ¢l 8.

ddl (Trends): Ud{[21] G2 "8 Getd” ¥ AL (rural) dell
SRASEL Uil oil YH)Rlelal 5128 M [e5d (authentic) Asj®dls{l
addl HiaL.

[S(s2d o351 (Digital Role): ¥{loidlSel W2 sl wa A\ (21U
H1(sulL o] ef[1s1 11dUS B, WL 53]l WA 312 (NRG - Non-
Resident Gujarati) A4t 4 ATENMCTRIES

ASAL (Collaboration): A%1d UMl (1214 [G12s (TCGL) <l
A1 AU A R2UL(e1s Hivs[ds Al ALl HEAdletl YA
[tallus 8.

AYeLRAS F1SI8L (Community Engagement): 4iS[ds Udlel G121
eU1lels AYe I ALSal A Austl HI2 wLRLs HIdLT viellcdle]
EEAURSIEERITTN

Hu| AU LRLS decll (KEY BUSINESS ELEMENTS)

H'R-fgﬁ:l& ClRHloi AL e YAR (Preservation and Promotion):
2eRlell [cldy Hirs(ds Ul e21ldd,

1[5 AYe 1Al sl (Local Community Engagement): W (dzl
52l 3 saL512) 1A 5131912) @letieil) (beneficiaries) ¢l

[Relcll (Sustainability) ¥1ol qH1A2LSL (Inclusivity): Udldle
ol SO U] ol ALHLCS HHIAASAL UR HIR Hsd).

Ud (el 18l VS5 (Tourism Integration): Ud 121\ ¥415Nd]
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HL2 2l des2Uclell cUlUS Ud el URIU A1 e Sdll.

Hosoid [S[s2d HI5([221 (Robust Digital Marketing): clUS Y15
Yl usiydl 112 wletdleet We slHell dlet Adl.

1Tl ¥a AU[HSd el (Quality and Authenticity): Ue[2ld Uixs[ds
UUR o] Ao lel 59,

o1131L51U (Rel2lL (Financial Sustainability): W52+l £lu W
(longevity) Y[el(d sal HI2 [2[52 AUILL Wl AR (Y
(sponsorships) GI2L H1dSs Vel sdls{] Aloseil.

&[R2% Udlsl (Heritage Tourism)

[RelRdl (Sustainability)

0430l Aetlcoll Wal M1 UHRAII (MARKET POTENTIAL AND
MARKETING ISSUES)

. O1%1Redl ielldell (Market Potential): JoS2dsil ®)dd Uirs[ds Rl
sl Hl2l QuAl Hal Getdl (BU 35 dBldR Holl) il 51RQ Hwod 8.

. HIE[2o1 Y&l
o Vledl8el &1%3 (online presence) Al Al[21ud H1(SUL SIS

o €ledl g 22 WU 12 UsUIL 53 AUirs[ds Al UYS
yd et UsIHi 1515d Sl
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o dléld néUd (Targeted advertising) &[21 Welsla 21 Nd
5dl.

. usskil (Challenges):
o &ldsfl elaR15{l ®deaA Hiell el (competition).
o HIMH] Udldel UdleEl (seasonal tourism flows) of YUlEel 5,
o [aldy R0NRA YAl HinwLsld y[duil (infrastructure)
Yol [5dd sdl.
$1UL HIdeil Yasl (SUPPLY OF RAW MATERIAL)
« UYL Ul2LLS] 2ol dRIeNI (Traditional costumes and attire)

. ¥ddldeli Altell (Musical instruments): H 5 214, 2RLLE, wa
HR)R.

WU sALs[du] Wal AR (Traditional artifacts and
decorations)

Ul el 2% Altell (Props and stage equipment)

WL[SUL- [Anyud AlYeil (Audio-visual equipment)

HIE(221 Hizell AU (Marketing collateral) (212, Wlk2R)

dllR2 s (Logistics): SALSIR] W Aledetl HI2 URAEs
(transportation), U] LS (venue rentals) Wal %3] U(He
(permits).

/(_ //,_-N — —

e B e =

/0 divglAsmal 0 dselflaumed o dlEResuwd

(Cultural (Technical J u2lHe (Logistics
Resources) Za Equipment) and Permits) -
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A1y H1SH (BUSINESS MODEL)

Huw| |45 (Core Revenue): [2(se AulLl (ticket sales), Aleq(2u
(sponsorships), el @YL[AS5 v 41 HLflelR].

YRS VildS (Supplementary Income): %{'l%{;[?lfs ol w14lRd
U519 (merchandise) (SxdSAL) W [0Sl loel 2152 59,

YR Udld (Value Proposition): Ut2lell Uirs[ds il A1el (e sd
XSSl

dlé1d Neisl (Target Audience): Ai2s[ds Gileln), Ud{ln),
URAIRL wal 211 [e1s & 1] 4).

dlld cudRel[Uel (Cost Management): 2201 M1S, 5ALSIR §1, HIB(3,
I R A RIS EARWRIE YRITICE

A 1A UlsUL (BUSINESS PROCESS)

ASCUslL (Conceptualization): 2ol &flH, AHA]L WA sl «155] 524,

$ALSIRe(l Uiedil (Artist Selection): Uit 534l Aixs[ds dedls]
B (tsd d UldlAlded 531 2% ddl iLlls Uldeilal w1sdl.

2slequiel vial 01&51{2[% (Scriptwriting and Choreography):
U LHS (AARA Y 2cdeU w4 1Uq,

da1Zl (Preparation): Ul2LLS) ¥4l VIR (costumes and props) Rolddil
W] Weildd,

20+l AULZ] (Venue Preparation): GLE (2 4 H1GeS (MY
Uled M1AUs HIOWISTY Y [Aeii] 12 101 YR[eld sdl.

UA IR (Promotion): HedH Ul Hi2 Aledd el A 3156151 Aoid)ei]
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GU1dL 524l

U&2iel (Performance): dHIM A 1Z)xa Ue2ld s,

Uuldle wa YHUIRBIL (Feedback and Improvement): CICISIETENE]
Y RRdl Hie Uldule Ws[Ad sdl.

Hleld 2L [Stiell % [RULd (MANPOWER REQUIREMENT)

(a1l cfsd |uleel |HLRS HIRLSs $4 | ails v
(Particulars) i\l (Months) adcl/al[:‘}d dclel (Annual
AuAL (Re. dlWHi) | (Re. Expenses)
dlWHi) | (Re. dlWHUD)
sAN 0.30 0.0 .0
(Skilled)
uY-§2AN 0.u 0.0 9.R0
(Semi-
skilled)
[we1-g210
(Unskilled)
54 (Total)

?ﬁl‘-lc'ki HHYYUAS (IMPLEMENTATION SCHEDULE)

uqd o] AHY (M[&elini)
(Activity) (Time Required in
months)

%3 |of A Ultsl 1
(Acquisition of premises)
oliusiy oy
(Construction) (%1 d12] S1Y dl)
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o2 ol HileRle{l WRlE] ua

po21d el (Procurement & installation
of Plant & Machinery)

al18liel cuqrell

(Arrangement of Finance)

%] HleldL(Seisil Ml

(Recruitment of required manpower)
56 % AHY

(Total time-some activities shall run

concurrently)

WD 5200l W (COST OF PROJECT)

(o1l RS (. AlVH)
(Particulars) (Amount-Rs in Lakhs)
u’l-unui_[éq U{?I (Pre-operative Expenses) 0.¥0

lol ol USlel (Land and Building) 9.00

H2lle1? (Machinery) g0y

o(scuie2 Wal sl{U2 (Equipment and LUy

Furniture)
s1As13) 1-1\5'[ (Working Capital) 0.(0
54 wIgs2 i (Total Project Cost) 1Y.¢o

ol18licil A¥ld (MEANS OF FINANCE)

A 5-2H @)l (Bank-term loans) @8{-5 QQQH (fixed assets) o1l OU% Y13¢ 8.

(a1l 2sldiz] (&) SU (. dlvUi)
(Particulars) (Percentage Share) | (Amount-Rs in Lakhs)

UH1229] YldIelel U% 3.4
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(Promoter's
Contribution)

ol$ §19ellod (Bank
Finance)

54 (Total)

(142 19 (55U4A (FURNITURE AND FIXTURES)

A. (554 (Fixtures)

(ao1dl
(Particulars)

N
(Unit)

uld vlsu
W3 (Unit
Cost)

(Re. dlWU)

ASH (Amount)
(Re. GLWHI)

A1Ges Rizen o 1ilsA
(Sound System and Speakers)

0.9y

dale (o1 olsaulee
(Lighting Equipment) (e
dlyA Aled)

o\yo

AL(SUL-[Apyuid olsaunoe
(Audio-Visual Equipment)
(MIBs2R, 2$lel)

iR (Generator) (Qsmu_
UldR HlR)

% Ulal WSl B[Rl
A2uy (Stage and Performance
Area Setup)

0165 cdRell (Seating
Arrangements) (I{RQRQJ{-\, oloy
Qo)




Hlsdl GalauLsAsdl w@zsiM - olsr2id Usel

ANnde o Ul (Decorations
and Props) (?-ﬂl-l Lll-ll'él)

URaset dlsell (Transportation
Vehicles) (ltell/sALSR] HI2)

28l via e{ls [cld-13 ARy
(Security and Crowd Control
Barriers)

(2(s(251 ¥1a U2 (122U

(Ticketing and Payment
System)

AYUIR AlYell (Communication
Equipment) (cllsl-21sl)

s AYS va ASsd plsaunee
(First Aid and Medical
Equipment)

54 $H (Total Amount in Rs.)

25, URdsq, dlu), ddIR (Tax,
Transportation, Insurance, etc.
in Rs.)

oA (525321 W (d1ul3d1)

(Electrification Expenses
(Wiring) in Rs.)

AleS §4 $H (Grand Total
Amount in Rs.)
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B. {s[:l-?-l?. e 2wy (Furniture & Setup)

GRIE AsH | Uld AsH WA | 28U (Amount)
(Particulars) (Unit) | (Unit Cost) (Re. dlWH)

(Re. dlWH)
0] 65 el (Seating Set oo oo
Furniture) (u22{l31], Glov)
2Wd ¥al 51Go2¥ (Tables | Set 0.¢0 0.C0
and Counters)
(S Ro5U vial s Set oY 0.y
(Display Stands and Racks)
54 SH (Total Amount) LUy

Ay 1L dydldeil 2131d2] (SALES REALIZATION CALCULATION)

Gellest oseel] (2llefl | UL 56 AL
(Product) vl 2sldlRlui (Total
(Quantity (No. | (Sales in Sales)

of Shows)) Percentage) | (. Alu{Hi)
We2lel/22% 20l 200 900% ¥0.00
(Performance/Stage
Show)

54 (Total)
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alSLSIScl 2181dR1+] (PROFITABILITY CALCULATIONS)

s$H
(Sr.
No)

(ca1dl
(Particulars)

ay-|
(Re.
AlWH)
(Year-Il)

A.

56 dUIBL dYEld (Total Sales Realization)

AY 1L (Sales) (AU% deg, tIRdll)

¥0.00

B W1dS (Other Income) ([1dd tlRdl)

0,00

56 dUIBL dYEld (Total Sales Realization)

¥o.00

GuUlesl WA (Cost of Production)

514 H14 (Raw Materials)

¥.00

Y (2@l (Utilities) ([c1ud dlRdl)

1Yo

HloAd2L(Ssd (Manpower) (UALIR/H%R)

R0.¥0

d&lde] Wl (Administrative Expenses) ([e1dd dl2dl)

0.(0

AULRL el (AL WA
(Selling & Distribution Expenses) ([cidd Hldll)

o.(d

1% (Interest) ([cldd HlRdl)

1Ue

54 Geuleel W (Total Cost of Production)

.13

ALY «i§l/oi5ulel (Gross Profit/Loss (A - B))

10.49

ole: Sy IR (Less: Depreciation)

1.%9

Wlo{l24192] (PBIT - Profit Before Interest and
Tax)

(R

114592 (Income-tax) (€% 5 €2 Il

SR

Yv) s1§l/e 5110l (Net Profit/Loss (C - D))

%.6R

Ysi:3 548l (Repayment)

1Uce

endl AV A (Retained Surplus (E - F))

Y3y
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0ls9del (2N Gl (BREAKEVEN ANALYSIS)

(clo1dl
(Particulars)

AN-| (¢, EALWHI)
(Year-I)

RelR U-Rf (Fixed cost)

ARl (Depreciation)

1.%9

Q% (Interest)

1LuUce

Uleld2L(sd (Manpower)

2.9R

54 (212 W3 (Total Fixed cost)

¢.9

(A WA (Variable cost)

5[] M1E (Raw materials)

y(elally (utilities)

Uleld2L[sd (Manpower)

dsladl wa (Administrative expenses)

AYLL Bl (AL WA
(Selling & distribution expenses)

54 A WA (Total Variable cost)

\‘slUﬂ UL [l (%) (Contribution margin (%))

YU 0l5-8del Ulge2
(Break-Even Point in Value)

s1IeLS1U/A 5130 HRIB{) (STATUTORY/GOVERNMENT APPROVALS)

. QAU el Bde2 «{luR(l (Business and Event Registration):

o Wllels Adlalninl (Local Authorities): AMC/SMC/VMC
ed| (eq| delddlda uldell 8dee (e (event permits)

Noad],

o §I1UR As2] v (Fire Safety Approval): W1 53l o512

13
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ode2y HIS WU YaHdletl [AdMle] uldel 524,
. Yré&ll v 6{ls [etxl (Security and Crowd Control):

o UldlA [$6UeA (Police Clearance): 28l cudell HI2 el[els
UlEl Y (Qeilol A1 sl 524,

. dild wa 0{1@8 AUel (Music and Intellectual Property):

o AdMld caAlRidl (Music Licensing): SWUlR182S 2{ld
(copyrighted music) =il GUY1AL 52dl HL2 PPL/IPRS UlAe(l %3]
Gy Hadq,

. 52U ¥ V{sUl¢sl (Taxation and Compliance):

o GST «iluuil (GST Registration): A3l sl AdIH) 52 (GST)
HIe ol s:dl.

dAldlH o) ol 216AULASH] (TRAINING CENTERS AND COURSES)
Ao Hirslds 2letl WIAN%EA HIS SIULLSIRS dIEH Sol:

. J1%Ud Adild slles wsleH] (Gujarat Sangeet Natak Akademi):
YeQlell Adfld, sl el oll25a UlcdlEet A 1ud,

Yol Ad il vl Airslds uglauil [Aeildr, AxUd US1R
(Department of Youth Services and Cultural Activities): 4i25[d$
YR W o2 HaAaHe 1210 HI2 d52AWie] wlloset 539,

2y [els gf&qﬁ{a'lun el el (Local Universities and
Institutes): H 3 CEPT Y[clcl (2] 24 RuA Y Y[cAdRFe),
Airs[ds dlRUell dALGst (cultural heritage management) A oifdd
AR SHL #1862 53] A5 B.

o€ 1ol WEALUSH] Wl A[Clet1A (Online Courses and
Webinars): *ddy uled (Swayam portal) UlEdetl uledalEe

14
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We s\, @ cudy 1, HI5(391 uial Gl RSl U [Rletl yd uld
8.

. UdiMel [Asiy oIS didln (Tourism Development Board Training):
1% Udldel (121U [@[12S (TCGL) Gl AUirs[ds U1l Ui
dlelu sRisH).

sicilel HI(221 cYEUsll (Innovative Marketing Strategy)

&1 [5HA (low-cost), (S[wed el Wejd-Slotd YEU 1) GIRL UIUS
R[S W HidRAYIA V&Sl w1yl

. ®o2s2d [S[sed '»as' (Interactive Digital 'Glimpse"):

o YSRUal: Al(Aud HI[SUL (Social Media) U2 3€0-[S2il
[c[Suil5 (360-degree videos) ¥i&ldl d{ud RUL(G2] (VR)
2R (tours) Ul 5dl, %8 £2(51 212041e1l 229%w{] 2 2eld|
sI191Refl d5AUH| Sldlefl Befeid 1N,

q1ed: Ydloll W ([l a2+ (foreign tourists) A A41sNdl
Y2 Haod "[sUR vils [(H[Rid1 v11G2" (FOMO) A H)eid (5ot
Qlffsfs (online traffic) Uel 54,

. JRUdl SIuAUNRU (Diaspora) %¥1SISL:

o &Yoll: (M l1] °Ad] WA 1Y) (NRG - Non-
Resident Guijarati) A4t[Ua €&y Weildd] HI cl&d
FAu0s/9R2 1A ANS2UAL Ul ldd]. w1 wEUAL HLdelldHs
%1518l (emotional connection) U IR 45 ¥ dHa "elHsHaL"
(Homecoming) &llH U2 ¥1s[Nd 53.

o CGLeL: NRI (NRI) Udesl vial H12l (2(52 QUL (large ticket sales)
Ui ay R sdl.
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. Hli)és-l-i)d'{scjaf%l?. (Micro-Influencer) uis(2or:

o &Well: 21Ad 6E)I1RY (travel bloggers), L[5 §5/5U4
ca o] (vloggers), sl €8 §218¢ E)Ofscj,?ﬂf%{%m (lifestyle
influencers) H&d As2] (free entry) el (AN y[delld] ]
20l (A9l Yl sdl Ul A IH[Ad s:dll.

o Alel: v WA (low-cost) Mﬂ{sd %ll-ﬂ&-llb-n (authentic reviews)
Ul [delln Yeisl Yl usl.

. "&oslslsR 221" (Handicraft Hashtag) (G lel:

o &Ysll: 5131213 (handicrafts) s URLLS SELL (costume art) UR
e2lo] 5(otd 53l #MaaNiPachedi ¥12ld| #GarbaVibes %3l
306'[3[ &2129Y (trending hashtags) GIRL YHR-%A2S S22
(UGC) ol Wlclsel A 1ug,

YHR-%olRS S0
(User-Generated
Content)

UIHS-Desq W oAR

(Micro-Influencer)

25011l sd WUASAe (Technological Upgradation)

odse NaaNeof] s1l&iHdl (efficiency) drllRdl, Nelslsil Hejeidal 6i&dR
Woildd] W A Seil UdlEal (revenue streams) ¥AL[Ad $cll HIsil

16
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A IHRL:

. yllad (2(s(251 w1 RSVP [RieU (Automated Ticketing and
RSVP System):

o MAIMBL: BookMyShow {eldl Insider %3cl W2 sl 418 A 515d
(integrated) %nsaaa, % QR $1S-u1ULRd Qd‘?ﬂ (QR code-based
entry) Wl Fd-219H AAL’L S2l (real-time sales data) U¢tlel
2.

ALed: ARl (entry) »SUL Wsildd), 155 cudsIR) (cash

transactions) €l21Sdl A Y&sledl Sel (audience data) As[HAd
5dll.

. [S[esed sdlsIR S2101 ¥al U2 (Digital Artist Database and
Payments):

o CLAIMBL: 1115 5G1SI1R\AL U2 SE) (portfolio), 64591 Bdsld
(booking history) sl QSC{QHOﬂ [do1dl (payment details) ]
AALGe] 5l HI2 54lGS-wLHL[Rd CRM/HRM 41§24

o GLeL: SALSIRe1l uiedll (selection) o »SUl Wetlad], HidAd L Sl
(manpower) %= RUlda 2AYL[Ad 5] WA HHUUR Y5dRl
Yletfzd 52,

. Al-ulf@ad \-R-fo'lc'llaaj:s $9292 (Al-Powered Personalized
Content):

o MEIUBL: (2(52 WIleallRell AULGe1L ©(dSI¥all (previous
history) AR A1) el HEHe (recommendations) i
(525162 (discounts) HlsEdL Hi2 Al (Al) dIHIRA B
uis(3a1 (email marketing) 14l

o GLeL: AlSS wNdRil (customer retention) 4| l;l,oﬂlCl[a’d
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RIAY LY (repeat business) Hi gyl s:dl.

. 9e2s2d NS RuLlAl] (AR) [se23:

o MEIHRL: ©dedel] IO W YL[AAE HI[SUL U 21041 Y1LLLS
(Garba attire) ¥12c| U2lul (Ve elHd 101l AR (AR) (s Uslol

5dl.

o @leL: Uetslel 42ULE (audience engagement) qg1d] W 6ileSe

Al (viral) Weildd].

xaulfad (2(s(221 (Automated Ticketing)

SCELSIR S2L01» (Artist Database)

Al-dUL[Gd se2e2 (Al-Powered)

w{oNRS RUL[G2] (AR Filters)

SWOT [dsd YL (SWOT Analysis)

(sl (Strengths - S)

o %% RAUclell Y Vi AlrUNR
Aixslds aR A (Rich, diverse
cultural heritage) (q1R01L, U™,
51US $€l), B U Wd YR Udld
(value proposition) Utlel 53 8.

o ULl uldeil wal s1R121R1e
HYOYcd aA2ds (Strong network of
local talent).

o WU AR glRL Hi%-.f;[?l.‘s Vol
SR2%s udlyel (cultural and

AW 1S (Weaknesses - W)

« Y1yl ugf& (Seasonal nature) -
AUl Wl d&dR] [l Alesla
15N sdl Y3,

o W [d2AUYIY Y1RQ1A (international
standards) sj~y el 1]
(permanent) u&%foi QU] (venue)
ALl HIOWLSIY Y[t l]ed] Meld,
« U122 Ul 8ded Nt 2 Aal
Aixs[ds stlet (cultural knowledge) <
(¢ S12AKU (dual skill) *icidlsfl
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heritage tourism) Hie Ho 0l o1 RULd.

ALl - sleef] oid1HA] 2 eLfe1s dlsb
. AeUS1A ALSS (hotels, tour pdeeuell G 1yl (High
operators) 18l AsAUdIeAl competition).

Aelldsil.

dsl (Opportunities - O) 21wl (Threats - T)

. &Re%/5RUM 2RAU - ¥ [atuHd [siuHeis1R] Hglwil
(Heritage/Cultural Tourism) Hi (Irregular regulatory clearances)
qleg, ViIA 53] VAV RY (NRG) | A UR(H2 (permits) o 514

ol H2lUl(Cleat uallxl drgell. | ©d-2yui (A€ (delays).

e J1%Ud 2[RAU SlUfR2el [AMR2S | - dule Wl G112 ARH] Bl
(TCGL) A1 ysls HIlelR] 531 | edinlotell S1WUL (Weather risks),
Ud el Us\Hi 2515201 524, U1 $31a 11B2SIR 2Ll (outdoor

. 9o252d A52AW (interactive | shows) HI2.

workshops) ¥ HeS19 « JRIgd M €2LS) Aedl S4ls{l
(merchandise) SRS Gl A 1dSell b{ﬁ{sddl (authenticity) A1 YH (Lo
Udl&ls] A(dra sl (Diversification | sdlel UldBle] %1 WU (Reputation
of revenue streams). risk).

- WIR(5[R1UG BR(A%o (Al) sl |« SALSIR gl2L SIHI dulR) edle]l
GUALIL 53]ol SELSIR AAIEel (artist | WL W B2 YU %cllei]
management) Al W&iSlsil M21El | AAltellefl GUaLtdle] FIWU (Risk
(audience forecasting) o] YIS to resource availability).

57l

1uiH cydellUel (Risk Management)

Aetldd vluReuetq (1121 Y sYUsll (Mitigation Strategy)
1w (Potential
Operational Risk)

541510l Bedl eslell | . slo2lse Wl vlsAU sEISsIR (1M Yud

19
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dlRelw/[dalel

SdlHlel oiltd
21581 (Weather-
related Cancellations)

YR8l ¢idl (Security
Breach) 34 6{ls
IR

slilRie w4 Adild
Lo (oidle] Gedielel

5e1s12] A1 [dalddR slealse (detailed
contracts) dUIR 5qL. €35 S| usiHed (key
performance) HI2 YHlel 2ld 50 W53y (back-
up) SALS1R/2IH (team) <il ULEl @ddl.

o dlHL 59U v AsEus @10: e 265
(event cancellation) Hl2 dlH) (insurance) Hondd).
uled] Y [ 61 S silsil §eSIR €ld (indoor halls)
2] 202 (tents) < AS[CUS RN d]3 WS 5],

- elL[els Uldlu/uietdil yeil A8l Asel: U
UAQL/MEIR «lsudlsil Ul (entry/exit points)
ol QR[5 (barricading) 18 [AdlddlR YReil
|l (detailed security plan) ool ldd].

. quid QLo [eRidl Wjuldel: PPL (PPL)/IPRS
(IPRS) AlO¥sH HHAUR R (renew) 5L HlA
1R [%14 (original) Aedl GL84={ UIH
(Iiceflnsed) A9{ldell o GUALL U defl wWid3l
5.

5Yr| XYYl (Waste Management)

Uirs(ds vdearHig] Vel Udl sURUell cAdRel el HIS 2516 Usg[d):

. PlRl-de $S ua Ylali Mlet (Zero-Waste Food & Beverage
Zones):

o UILEI: §S RI&Y (food stalls) UR [w516%191 WL225 (disposable
plastic) A Weq WIYL[SASHE (biodegradable) v1eldl sleil
dluzl 2us1d ddl (reusable) dlAI «1l GUaL s (%Uld
Welldd). $URUq] [A®iloet (waste segregation) - Oﬂoi, Ys o)
RAUIRLSANE - U2 WG| S6s ] (bins) AWML

. yMdes] s2lell GUULdL (Decoration Reuse) Vol RA1A[S61:
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o WINEQ: a2 UL 53 (artificial) AHALA »1ed eLfe1s 3d
QA 5341 el v s2lell aluzl s ddl SIUS (reusable
fabrics), did (bamboo) el HI2lell (clay) Uy (props) o)
GUAaL 5. W s vdeeuigdl ol sdeen| Ul2lls] Wl Ulell
HedH s3] GuAlaL sdl.

. 54lSsIReil Ao cagellyet:

o WAAM: 2 €(HALA Uel Adl 516U &l[dAxd (damaged) UlRLLS
B2 51US (textile) SURUA SEletl ¥5[UdL (scraping) HL2 A
HoL6el) (organizations) o &l (donate) 32%'.

»m a2 mﬁ{am © $Uo] (i1t [ 251G ude
(Zero-Waste (Waste (Sustainable
OC_ Approach) Segregation)

131l (1AL ¥al ViIdz3] (Quality Control & Assurance - QC & QA)

3| lefl Uirsds H[d5ddl (cultural authenticity) Mal cldH LSl
(professionalism) lddl Hisil gLl

. Hirslds wlasddl +1[Se (Cultural Authenticity Audit):

o HIRBL: €35 Aleil eflH W SR04 U A2\ sll2s vislel
weldl L5 [dglet (local scholar) et WldleAld gl2L HR
(approved) 521dd, Wld3l sdl 5 Udd $EL 2] UU29ld
Ul2lsleis] uldel 52 8.

ﬂ.&l!ﬂdl u(&mqoj, l-llUlUi (Audience Feedback Mechanism):
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o UINMi: [2(52 WileatlRAu) HI2 20 ugl 251 [Slwed ud
(digital survey) (QR 515 &IR1) sFUld Gisilad). BHi 2%={l
J1Rlddl, ttfel (sound), USL2L (light) o 56 1S1Re11 Uelst (artist
performance) U PIERE (ratings) Nonddl. ooicdH Adly 31
(Minimum Satisfaction Rating) =l ¢U% U2 %101dd],

. SALSIReA] cAldULRISAL (Artist Professionalism) 1L

o UL dHIH SALSIR] HIR UHAYR ReUd (rehearsals), Ul2LLSe]
Yl€el (costume compliance) s 9de e HAUlel HPEE.@[Sloj,
Uldel (adherence to guidelines) Hl2efl Mud d1AIRA[EdL
(strict code of conduct) o155] 5.

. 9525 Vol As2] As(ae:

o UINMi: €35 ©de2ell € SALS USH | ULBeS, dL® (221 uel vlsiy
2§=132 (backup generator) AU[&d dHIH Altsilefl (equipment)

ULy HI2 [AolddlR As[ER (detailed checklist) YR 524,

\ Conduct) /




wd\g(c/Disclaimer

Vil WI9ES2 UiSIBA HIdled 241 MiARs AfAEA HI2 9 ©. vl
VA ASISRScl AlSdAl ARUSIU AissRAl aRRURAL WR
BUUARA YuUs Vielwl O A dHi §FR UGS AS O. dull
YRS AsAdlAl SIS RA 2l ). GaPRILsRisIv
Uldidl Ayl ook AR, ARUSIU UPRU WOURA, -
SIMESIY Uldd ASIRURN (WAl ASRARN Vid o¥3A  dHIH
WAL 24 HRRAL Hanaal AlEd) sl gAFuld ©.
SISURL AISSAU HRAHR, AARR, WAL dAldld f2AL A HIAL
ISl feei W2 Al M B WA d S8 AL
A2L.v1l HUSAl UldARS ARUSIU § ds-IS Adls -l [Aseu
2], VA B FULRAAL BULUR Al ([l Adl siTuet
A5AL HI2 UELAL I8 FUAHER] Al 2]\

This project profile is for guidance and preliminary research
only. The financial figures, including costs and profitability,
are indicative estimates based on assumptions and are
subject to change. They are not a guarantee of commercial
success. Entrepreneurs must conduct their own thorough
market surveys, financial due diligence, and legal
compliance checks (including verifying costs and obtaining
all necessary licenses and approvals). The name of any
specific machinery, supplier, or training institution is
provided purely for informational reference and does not
constitute a recommendation. This information is not a
substitute for professional financial or technical advice, and
the provider holds no liability for any losses incurred from
decisions based on these profiles.




