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Global Welcome Summit is a unique MICE event with incorporated cultural exhibitions, hospitality forums, as well as tourism showcases. The venue of the event will be iconic Wales Millennium Centre in Cardiff; it will happen in July 2025. It will facilitate Welsh identity to the international delegates at the same time promote global tourism and business collaborations. This complements the “Year of Croeso” strategy of Visit Wales that characterizes warmth, welcome, and rich culture of Wales.
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The Global Welcome Summit 2025 – Croeso Cymru is a novel, innovative event for assisting Visit Wales’ “Year of Croeso” campaign. It will be hosted at the Wales Millennium Centre in Cardiff between July 2025 and aims at uniting the global tourism experts, the leaders of culture, and the hospitality investors. The event joins cultural celebration and business opportunity to establish a medium for introducing Welsh identity, hospitality, and innovation at the international stage. It’s not only aimed at attracting visitors, but at putting Wales on the world map of MICE destinations, combining immersive experience with a professional networking environment (Visit Wales, 2024).
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“On this slide, we examine the event’s target market and its marketing mix strategy using the 4Ps framework.
Our primary target audience consists of international professionals from the tourism and hospitality sectors, cultural delegates, and small business owners looking to expand their global networks. We’ve identified specific regions such as Europe, North America, and Asia-Pacific as high-potential zones, due to strong outbound tourism and interest in cultural exchanges.
Demographically, we’re targeting professionals aged 30 to 60 who are well-established in their fields and interested in sustainable, immersive travel. Psychographically, this audience values unique cultural experiences and is likely to share their engagement via professional and social networks.
Moving into the 4Ps:
· Product: The summit offers a hybrid model, combining a cultural conference with networking and local immersion, making it both informative and emotionally resonant.
· Price: We've introduced flexible pricing strategies to make the event accessible while also offering premium experiences for high-level delegates.
· Place: The Wales Millennium Centre provides world-class infrastructure and a central location, while digital platforms extend our global reach.
· Promotion: Our strategy includes partnerships with trusted institutions, targeted social media campaigns, and the use of a memorable, brand-aligned hashtag: #CroesoSummit25. We’re also engaging in email marketing and international PR to ensure maximum visibility.
This integrated approach ensures that the event is not only well-attended but also strategically positioned to build long-term value for Wales as a cultural and MICE destination.”
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For our event, the detection of a viable market would need to be of utmost significance in achieving feasibility. The primary market consists of visiting international delegates these are, professionals in the field of tourism, event planners and cultural institutions mostly from Europe, North America and Asia. These people are looking for genuine and experience-based places for cooperation and future business.
VisitBritain (2023) indicates that a total of 3.0 million inbound visits were made in September 2023, compared to 2022 – a 2% increase. Although small, that’s a stabilising post-COVID recovery trend. It is more important that the average spend per visitor increased to £881 which is 12% more than the 2019 level. It ties in with a “fewer visitors, higher value” tourism trend – perfect for premium cultural venues such as the Global Welcome Summit.
This further pushes the notion that the modern international crowds are happy to pay more for carefully curated and culturally in-depth entertainment experiences. Our event that combines tourism, hospitality, and the cultural diplomacy reaches the very heart of this demand.
In addition, the network markets and market exposure benefit the secondary market-Welsh businesses and tourism agencies. This double-targeting strengthens the economical effect of the event and justifies it as viable in the sphere of the MICE.
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In terms of strategic feasibility, the competition analysis and the definition of the marketing approach that would characterise our event are important. There are such global MICE events such as World Travel Market in London; IMEX in Frankfurt that saturate the global tourism and events industry. However, none of the mentioned are Wales-specific, nor could any of them integrate cultural identity to business meetings the way our event does.
Our competitive advantage resides in Place Branding – providing a ‘distinctly Welsh’ sense of welcome, or “Croeso” in cahoots with professional networking and cultural experience. This combines the experiential and commercial aspects of tourism – this is an offer which is not present in UK event calendar.
The marketing strategy will be focused on the digital-first tactics. Paid ads and focused campaigns on LinkedIn and on Instagram will target the global B2B and cultural audiences. We are also going to use co-branding with the Visit Wales, UKInbound, and the British Council to build trust and relevancy with international markets.
Our messaging (“Welcome the World to Wales “,) casts the summit as a meeting of culture, connection and commerce. This unique selling proposition (USP) consolidates the relevance of the event in a competitive market environment.
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Operational feasibility requires the choice of an appropriate venue. The Wales Millennium Centre in Cardiff is a state-of-the-art cultural centre that incorporates modern technical equipment, several breakout rooms, and high capacity. Its location near Cardiff Central Station and international access through Cardiff Airport guarantees ease of access for the international delegates.
The venue is already providing a home for cultural and business events and its facilities such as integrated AV systems, a high-end catering solution, and accessibility support eliminate the need for external infrastructure. What is important, it supports multilingual hosting, which is a necessity for the international audience.
The complementary hospitality network including the high-end hotels down to the boutique stays accommodates overnight lodgings for all the budgets. Liaison with local transport and taxi services will guarantee hassle free movements and accessibility standards will be achieved to make it inclusive, as expected by visit Wales and equality act 2010.
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Human and technical resource is a key constant of event feasibility. For this summit, we require a lean team of experienced hands and which will be headed by an experienced event manager, and working directly with him, a marketing and volunteer coordinator. Technical workforce will manage lighting, translation services, as well as a live-streaming to facilitate hybrid attendances.
A hybrid staffing model will use professionals who are paid for their services and student volunteers who are armed with the right tourism and event management skills – working in partnership with establishments like Cardiff Metropolitan University for sourcing tourism and event management interns. This is cost-effective as it develops local engagement.
We intend to promote Welsh gastronomy, cooperating with the native caterers to provide sustainable culturally authentic food. I will outsource technological needs (stage design and digital streaming) to trusted vendors. More provisions such as security, accessibility signage, and emergency services will guarantee quality as well as safety.
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Financial projection is pivotal in the feasibility analysis and has to be elaborate. As shown, the approximate expense of organizing the Global Welcome Summit is about 65000 pounds which includes hire of venue, marketing, catering services, staff, and contingency.
We have opted for a conservative and realistic ticket pricing strategy with 300 delegates buying tickets at £250, meaning that we would receive £75,000 in terms of ticket revenues. This is the price range, a good indication of the high value of the event though affordable to international business and cultural delegates. Supplementary revenue comes from government partnerships-most notably, Visit Wales and Welsh Government cultural funding and other smaller revenue through merchandise and food sales. Costing £88,000 for revenue we estimate a £23,000 surplus which will make us profitable and sustainable with reference to public sector value for money rules.
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In order to be financially viable; the event, has diverse funding pattern. Most of the income is derived from delegate fees and includes; standard, early-bird and premium networking passes payments. This is supplemented with public sponsorships from Visit Wales and Creative Wales, which are in accordance with “Year of Croeso” promotion aims.
This two-flow source facilitates budget surplus, financial stability and ability to capitalize on future editions – promising to make it an annual or biennial international event.
Strategically, the event promotes the Welsh tourism, cultural diplomacy and economic growth. By flying in global delegates to Wales, we enhance off-season visitation, enhance brand awareness, and position Wales as a leading MICE destination.
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By using SWOT analysis it will be possible to determine internal and external factors that can affect the viability of our event. Let’s begin with strengths: the annual theme of the event is simply perfect for such campaigns since they gain policy-based and cultural status. The Wales Millennium Centre, a centre of international fame, embellishes our brand perception. Also, the event combines networking, that is, business with cultural immersion, making use of post-pandemic trends of value-driven travel.
Weaknesses are that it is a first event in time and, hence, will suffer from limited recognition of existing brands, as well as risk of heightened marketing. We are also dependent upon the external sponsorships and public grants that are subjective and unreliable.
Finally, threats: The foreign event organizer companies in London or Edinburgh exert competitive pressure. Other macroeconomic issues such as inflation or shift in the currency may also have an impact on the international delegate attendance. These threats focus on the need for contingency planning and flexible pricing determinants.
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A PESTLE analysis is an important tool to evaluate the external macro-environmental factors of feasibility of our event. We begin with Political dimension. The event directly promotes Welsh Government cultural policy and Visit Wales Year of Croeso 2025 campaign. This integration increases development opportunities and support from the public sector.
In terms of an Economical viewpoint, although global travel budgets are taking a cautious stance after COVID, the enthusiasm for high-value experiences with per-visitor spend at average of £881 per trip, presumably pointing to a healthy market for these experiences.
Socially, there is an obvious trend to meaningful and immersive travel, particularly for Gen Z and millennial travellers who seek emphasis on local culture and sustainability. Our event satisfies this expectation directly in providing a rich cultural experience in Welsh.
Technology is another key driver. Now, delegates anticipate hybrid choices that include live-streaming, multi-language aid, and record of sessions after the event. This also extends our reach to non-travelling delegate ensures revenue and increases inclusivity.
Legal compliance is also vital. The event will comply with the Equality Act 2010 in relation to access and inclusivity, GDPR with regards to data protection and full health and safety regulations especially after the COVID.
Finally, the Environmental factor: today’s travellers expect eco-conscious events. Our intention to promote sustainable catering, public transport, and little printed material demonstrates our orientation to green practices – reflecting the spiral of the world trends.
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To conclude, the Global Welcome Summit 2025 is the event which does not only aim to attract visitors, but place Wales as competitive MICE destination. Let’s recollect why it is viable and significant that this event takes place.
First, it is in perfect line with Visit Wales Year of Croeso 2025 – supporting the national warmth, culture, and welcome message. It also contributes to broader objectives in the Welsh tourism and soft power strategy, contributing to a development in cultural diplomacy via events.
Secondly, the event is based on the real market demand. From part of the VisitBritain IPS 2023 data, the number of international visitors may be stabilising, but their spending and expectations are still growing – meaning there is golden opportunity for high-value, immersive, culturally oriented events like this one.
In terms of operation, we have a state-of-the-art venue, local partnership for staffing purposes, and a hybrid-ready infrastructure. Fundwise, our conservative budget is effective and we are in surplus, profitable and with long potential.
In other words, this is not only possible but even necessary to bring Wales to the international MICE terrain. It will deliver a real economic, cultural, and reputational value, and it is scalable enough to grow into an annual signature event.
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              Event Focus and Strategic Context • Event Type : International Cultural Conference & Tourism Showcase • Location : Wales Millennium Centre, Cardiff • Date : July 2025 • Aim : To promote Welsh hospitality, tourism, and intercultural partnerships • Justification : Aligns with Visit Wales’ “Year of Croeso ” theme focusing on cultural warmth and sense of place (Welsh Government, 2025 ) . 8/05/20XX 3   
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The Global Welcome Summit 2025 — Croeso Cymru isanew

BaCkg round international cultural and tourism event created to support Visit Wales’
“Year of Croeso 2025” campaign. Set to take place in July 2025 at the
Wales Millennium Centre in Cardiff, the summit will bring together
global tourism professionals and cultural delegates to experience Welsh
hospitality, heritage, and innovation. The event will showcase Wales as
aworld -class destination for business and cultural events, blending

networking opportunities with immersive local experiences.

Wales

Metaverse Why Wales ?

*Wales offers a rich blend of cultural heritage, scenic landscapes, and adventure—featuring over 600 castles, national parks, UNESCO sites, award-winning beaches, and

exciting activities like ziplining and mountain climbing.
*Visitors can enjoy authentic local experiences including Welsh-language culture, scenic travel routes, and traditional cuisine such as Welsh cakes, rarebit, and locally

brewed drinks (TravelTrade, n.d.).
*Wales offers a unique cultural experience with its own language, legends, and rich heritage, allowing visitors to immerse themselves in Welsh traditions through music,

poetry, museums, festivals, and local experiences across the country (TravelTrade, n.d.).





image8.svg
           Background  The Global Welcome Summit 2025 – Croeso Cymru is a new international cultural and tourism event created to support Visit Wales’ “Year of Croeso 2025” campaign. Set to take place in July 2025 at the Wales Millennium Centre in Cardiff, the summit will bring together global tourism professionals and cultural delegates to experience Welsh hospitality, heritage, and innovation. The event will showcase Wales as a world - class destination for business and cultural events, blending networking opportunities with immersive local experiences. 8/05/20XX 4      Why Wales ? • Wales offers a rich blend of cultural heritage, scenic landscapes, and adventure — featuring over 600 castles, national parks, UNESCO sites, award - winning beaches, and exciting activities like ziplining and mountain climbing . • Visitors can enjoy authentic local experiences including Welsh - language culture, scenic travel routes, and traditional cuisine such as Welsh cakes, rarebit, and locally brewed drinks ( TravelTrade , n . d . ) . • Wales offers a unique cultural experience with its own language, legends, and rich heritage, allowing visitors to immerse themselves in Welsh traditions through music, poetry, museums, festivals, and local experiences across the country ( TravelTrade , n . d . ) .
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     Target Market & Marketing Mix (4Ps)  Primary audience  o International tourism and hospitality professionals o Cultural diplomats and government delegates o SMEs and entrepreneurs in travel, events, and cultural sectors  Geographic Focus  o Europe, North America, Asia - Pacific  Demographics  o Aged 30 – 60, mid - to - senior level professionals o Culturally engaged, sustainability - minded, globally mobile  Psychographics  o Value cultural immersion, business networking, and sustainable travel o Seek authentic and emotionally engaging experiences 8/05/20XX 5   Venue: Wales Millennium Centre, Cardiff (iconic and accessible) Digital platforms for virtual attendance and global streaming   Digital marketing (LinkedIn, Instagram, X/Twitter)  Partnerships with Visit Wales, UKInbound, British Council  PR campaigns and multilingual outreach with the hashtag #CroesoSummit25 Email campaigns to global MICE and tourism databases   Tiered ticketing: Early bird, standard, VIP  Group discounts and student rates Sponsorship packages for industry partners   International cultural conference with business networking and local immersion  Hybrid format (in - person + virtual access)  Cultural exhibitions, keynote speeches, panel discussions, and Welsh experiences  Product  Price  Place  Promotion  
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Market Factors: Target Audience & Demand

Market conditions, encompass a range of external elements that influence a company's performance,
strategic decisions, and customer relationships (Useem, 1988).

Primary Market: International Secondary Market: Welsh
tourism operators, hospitality SMEs, travel agencies, local
investors, cultural delegates producers

Inbound Visits to UK (Sept
2023): 3.0 million (12% vs
2022) (UKinbound, 2023)

Market Insight: Rising per-
visitor spend — demand for
value-rich, experience-driven
events

Avg. Spend/Visitor: £881 . _ L
(112% vs 2019) (UKinbound, potal Spenc: £2.7bn - second
2023) 118 hest & epteﬂl €I ON recor
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              Market Factors: Target Audience & Demand  Primary Market: International tourism operators, hospitality investors, cultural delegates  Secondary Market: Welsh SMEs, travel agencies, local producers  Inbound Visits to UK (Sept 2023): 3.0 million (↑2% vs 2022) ( UKinbound , 2023)  Avg. Spend/Visitor: £881 (↑12% vs 2019) ( UKinbound , 2023)  Total Spend: £2.7bn – second - highest September on record  Market Insight: Rising per - visitor spend → demand for value - rich, experience - driven events CONFERENCE PRESENTATION 5    Market conditions, encompass a range of external elements that influence a company's performance, strategic decisions, and customer relationships (Useem, 1988).
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Market Factors: Competition &
Marketing Strategy

Competitive Landscape:
* Nodedicated Wales -focused
international MICE event
¢ UK -based rivals: World Travel Market
(London) (Hospitality Net, 2025), IMEX
(Frankfurt) ( Fenich , 2020)

Event Differentiation:
*  Cultural depth + intimate networking

Marketing Channels: ¢ Place branding via Welsh hospitality

Visit Wales partnership (Croeso )
Digital ads (LinkedIn, X, Instagram)
Collaborations with UKInbound, British Council, ete.
Messaging Strategy:
“Welcome the World to Wales”
Focus on culture, connection, and commerce

Competition is one of the key market factors within the micro environment that significantly
influences how businesses operate, make strategic decisions, and position themselves in the marketplace

(HENDERSON and MITCHELL, 1997) 6
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                   Market Factors: Competition & Marketing Strategy Competitive Landscape: • No dedicated Wales - focused international MICE event • UK - based rivals: World Travel Market (London) (Hospitality Net, 2025), IMEX (Frankfurt) ( Fenich , 2020) Event Differentiation: • Cultural depth + intimate networking • Place branding via Welsh hospitality ( Croeso ) 8/05/20XX 6  Marketing Channels: Visit Wales partnership Digital ads (LinkedIn, X, Instagram) Collaborations with UKInbound , British Council, etc. Messaging Strategy: “Welcome the World to Wales” Focus on culture, connection, and commerce       Competition is one of the key market factors within the micro environment that significantly influences how businesses operate, make strategic decisions, and position themselves in the marketplace (HENDERSON and MITCHELL, 1997)
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Operational Feasibility: Venue and Event Logistics

Operational feasibility is concerned with whether the system or project will function in the intended environment and
whether it can be integrated smoothly into the organization’s existing operations (Dennis, 2019)

*  Venue: Wales Millennium Centre, Cardiff

*  Venue Benefits:

* 1,897 -seat Donald Gordon Theatre + meeting rooms
*  Central Cardiff location with nearby hotels

*  Accessible via Cardiff Airport & train links

*  Logistical Considerations:

On-site AV/tech, catering

. - Parking, transport coordination,
partnerships, multilingual

disabled access
support
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            Operational Feasibility: Venue and Event Logistics • Venue: Wales Millennium Centre, Cardiff • Venue Benefits: • 1,897 - seat Donald Gordon Theatre + meeting rooms • Central Cardiff location with nearby hotels • Accessible via Cardiff Airport & train links • Logistical Considerations: ​ 7     On - site AV/tech, catering partnerships, multilingual support  Parking, transport coordination, disabled access Operational feasibility is concerned with whether the system or project will function in the intended environment and whether it can be integrated smoothly into the organization’s existing operations (Dennis, 2019)
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Operational Feasibility: Staffing and Resources

Core Team Needs: Staffing Model: Resource Requirements:

Event manager, marketing coordinator, Mix of paid staff and trained volunteers (via Catering: locally sourced menu showcasing
volunteer coordinator local unis) Welsh cuisine
Technical and production crew (AV, stage, Technology: hybrid-ready systems (live
translation) streaming & recordings)

Additional: security, signage, merchandising,
emergency services
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     Operational Feasibility: Staffing and Resources  Core Team Needs:   Event manager, marketing coordinator, volunteer coordinator   Technical and production crew (AV, stage, translation)  Staffing Model:   Mix of paid staff and trained volunteers (via local unis)  Resource Requirements:   Catering: locally sourced menu showcasing Welsh cuisine   Technology: hybrid - ready systems (live streaming & recordings)   Additional: security, signage, merchandising, emergency services  8
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Financial Overview: Income & Expenditure Projection

Financial projections are estimates of future income, expenses, and capital needs of an organization, developed to support de cision-

making, budgeting, and strategic planning (Jo Ann Hankin, Seidner and Zietlow, 2011)

Projected Budget (Summary Table)
Revenue Projections

Venue Hire (3 days) 20,000
Marketing & Promotion 8,000
Catering (300 guests x 2 days) 12,000

Ticket Sales (300 x £250) 75,000
AV & Technical Services 10,000

Sponsorship (Visit Wales, Welsh Gov.) 10,000
Staffing & Volunteer Training 6,000

Merchandise & Food Sales 3,000
Security & Emergency Services 3,000

Total Income £88,000
Travel & Hospitality (speakers) 4,000
Miscellaneous & Contingency 2,000

Projected Net Surplus:  £23,000

Total Expenditure £65,000
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     Financial Overview: Income & Expenditure Projection 8/05/20XX 9                                   Estimated Cost (£) Item 20,000 Venue Hire (3 days) 8,000 Marketing & Promotion 12,000 Catering (300 guests x 2 days) 10,000 AV & Technical Services 6,000 Staffing & Volunteer Training 3,000 Security & Emergency Services 4,000 Travel & Hospitality (speakers) 2,000 Miscellaneous & Contingency £65,000 Total Expenditure                    Projected Revenue (£) Income Source 75,000 Ticket Sales (300 x £250) 10,000 Sponsorship (Visit Wales, Welsh Gov.) 3,000 Merchandise & Food Sales £88,000 Total Income  Projected Budget (Summary Table)  Revenue Projections  Projected Net Surplus: £23,000 Financial projections are estimates of future income, expenses, and capital needs of an organization, developed to support de cis ion - making, budgeting, and strategic planning (Jo Ann Hankin, Seidner and Zietlow, 2011)
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Funding Sources and Strategic Value

Funding sources are the mechanisms through which capital is raised to finance business activities,
which can include debt, equity, grants, or internal cash flows (Brigham etal., 2017)

Strategic value represents the contribution of a business activity, asset, or investment to a firm’s
long-term strategic objectives, such as market positioning, innovation capacity, or competitive
advantage (Grant, 2021)
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            Funding Sources and Strategic Value  Primary Revenue   Delegate fees, corporate packages, merchandise  External Funding   Visit Wales co - funding   Cultural sponsorship (Welsh Gov / Creative Wales)  Sustainability   Budget surplus model; reinvestment in annual editions  Strategic Fit   Supports Welsh economic development + soft power branding 8/05/20XX 10    Funding sources are the mechanisms through which capital is raised to finance business activities, which can include debt, equity, grants, or internal cash flows (Brigham et al., 2017) Strategic value represents the contribution of a business activity, asset, or investment to a firm’s long - term strategic objectives, such as market positioning, innovation capacity, or competitive advantage (Grant, 2021)
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Situational

& Strategic
Analysis
(SWOT

Framework)

SWOT analysis is a strategic planning tool used to identify and evaluate the internal and external factors that can impact an
organization, project, or decision (Pickton and Wright, 1998). SWOT analysis is a strategic planning technique (Siddiqui,
2021) used to help identify strengths, weaknesses, opportunities, and threats related to competition or project planning (Gurel

and Tat, 2017) (Kumar, 2021)

Strengths

Strong alignment with Visit Wales 2025 campaign

Iconic venue with global access

Cultural and professional hybrid appeal

Opportunities

Rise in value-driven international tourism

Potential to develop into recurring annual event

Weaknesses

Reliance on public funding support

First-time event — no existing brand equity

Limited in-house staff; need for outsourcing

Threats

Economic volatility impacting travel budgets

Competition from global MICE events in London

Growing demand for cultural authenticity (post-COVID) Currency fluctuations & geopolitical shifts

"
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         Situational & Strategic Analysis (SWOT Framework) 11                         Weaknesses  Strengths  Reliance on public funding support  Strong alignment with Visit Wales 2025 campaign  First - time event – no existing brand equity  Iconic venue with global access  Limited in - house staff; need for outsourcing  Cultural and professional hybrid appeal  Threats  Opportunities  Economic volatility impacting travel budgets  Rise in value - driven international tourism  Competition from global MICE events in London  Potential to develop into recurring annual event  Currency fluctuations & geopolitical shifts  Growing demand for cultural authenticity (post - COVID) SWOT analysis is a strategic planning tool used to identify and evaluate the internal and external factors that can impact an organization, project, or decision (Pickton and Wright, 1998) . SWOT analysis is a strategic planning technique (Siddiqui, 2021) used to help identify strengths, weaknesses, opportunities, and threats related to competition or project planning (Gurel and Tat, 2017) (Kumar, 2021)
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Situational and
Strategic
Context

(PESTLE
Analysis)

PESTLE analysis plays a critical role in strategic
planning and risk management by providing a
structured way to evaluate the macro -
environmental factors affecting an organization.

(Dalirazar and Sabzi, 2023)

(Sarwar, Ramachandran and Hosseinian-Far, 2016)

PESTLE analysis is a strategic tool used to analyze and monitor the external macro -environmental factors that can
impact an organization (Eichhorn et al., 2024) (Adagba and Teryisa, 2017). PESTLE analysis is a strategic framework for
understanding the external factors affecting an organization’s performance, especially in the context of global and
dynamic markets (S, 2017) (Zaurez Afshar and Hussain Shah, 2025).

Factor Key Points for the Event

Political Strong support from Welsh Government and Visit Wales; tourism policy alignment
Economic Fluctuating travel budgets post-COVID; strong spending trends by inbound travellers (IPS)
Social Rising demand for cultural authenticity and meaningful travel experiences

Technological High expectations for hybrid events and digital integration; live streaming essential

Legal Compliance with Equality Act 2010, GDPR for attendee data, and health/safety regulations
Environmental Sustainability expectations from travellers; opportunity to showcase eco-tourism in Wales

12
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      Situational and Strategic Context (PESTLE Analysis) 12          Key Points for the Event  Factor  Strong support from Welsh Government and Visit Wales; tourism policy alignment  Political  Fluctuating travel budgets post -  COVID; strong spending trends by inbound travellers (IPS)  Economic  Rising demand for cultural authenticity and meaningful travel experiences  Social  High expectations for hybrid events and digital integration; live streaming essential  Technological  Compliance with Equality Act 2010, GDPR for attendee data, and health/safety regulations  Legal  Sustainability expectations from travellers ; opportunity to showcase eco - tourism in Wales  Environmental PESTLE analysis is a strategic tool used to analyze and monitor the external macro - environmental factors that can impact an organization (Eichhorn et al., 2024) ( Adagba and Teryisa , 2017) . PESTLE analysis is a strategic framework for understanding the external factors affecting an organization’s performance, especially in the context of global and dynamic markets (S, 2017) ( Zaurez Afshar and Hussain Shah, 2025) . PESTLE analysis plays a critical role in strategic planning and risk management by providing a structured way to evaluate the macro - environmental factors affecting an organization. (Dalirazar and Sabzi, 2023) (Sarwar, Ramachandran and Hosseinian - Far, 2016)
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«Strategic Fit: Aligns with Visit Wales "Year of Croeso "and Welsh tourism strategy
*Market Demand: Backed by IPS data; high -value cultural tourism on the rise

*Operational Capability: Venue, staffing, and tech resources available
*Financial Viability: Balanced budget with surplus; supported by sponsorships
F in al °Im;iact.Potential: Enhances place branding and positions Wales as a global MICE
destination
Justification
and Strategic
Conclusion
Conclusion:

Global Welcome Summit 2025 is a strategically sound and operationally feasible event that celebrates Welsh
identity while attracting international investment, tourism, and partnerships.

”
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       Final Justification and Strategic Conclusion   • Strategic Fit: Aligns with Visit Wales "Year of Croeso " and Welsh tourism strategy • Market Demand: Backed by IPS data; high - value cultural tourism on the rise • Operational Capability: Venue, staffing, and tech resources available • Financial Viability: Balanced budget with surplus; supported by sponsorships • Impact Potential: Enhances place branding and positions Wales as a global MICE destination 13  Conclusion: Global Welcome Summit 2025 is a strategically sound and operationally feasible event that celebrates Welsh identity while attracting international investment, tourism, and partnerships.
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Event Focus and
Strategic Context

¢ Event Type : International Cultural Conference & Tourism

Showcase
¢ Location : Wales Millennium Centre, Cardiff
¢ Date : July 2025

¢« Aim: To promote Welsh hospitality, tourism, and

intercultural  partnerships

¢ Justification : Aligns with Visit Wales’ “Year of Croeso ”

theme focusing on cultural warmth and sense of place

———— e =5 ' (Welsh Government, 2025 ).
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