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[bookmark: _Toc199596694]1. Introduction
In autumn 2025, the International Cultural Tourism Forum will take place at the ICC Wales in Newport as part of the “Year of Croeso”, during which Wales will focus on welcoming people and showcasing its culture. Visit Wales utilises this event to achieve its objectives and showcase both significant Welsh traditions and the role culture plays in driving economic growth. Since cultural tourism is a key component of global tourism, the event will encourage participants to engage with Welsh traditions and settings. ICC Wales boasts modern facilities, including a large 1,500-seat auditorium and an open exhibition hall measuring 4,000 square meters, making it ideally suited for today's needs. The forum is designed to accommodate all attendees, in line with Wales values of togetherness. Features like Changing Places toilets and translations into both Welsh and English will ensure that everyone can join in. Tourism, cultural, and government officials from different countries will gather to celebrate and help guide how Wales will continue to use its traditions and exceptional hospitality to attract visitors.
[bookmark: _Toc199596695]2. The Event Cycle
The Event Management Framework created by Goldblatt highlights the importance of planning, design, coordination, and evaluation in event management. The project cycle consists of five key phases: initiation, planning, stakeholder management, implementation, and execution. Events are planned in this way to achieve results, incorporate creative elements, be organised efficiently, and be evaluated for effectiveness (Amar, 2025). It aids professionals in organising events that people remember and works well for dealing with challenges, risks, and expectations. By using the model to support “Taste of Croeso 2025,” the event will have clear aims, involve participants and the results can be tracked.
Initiation: Representatives from the Welsh Government's tourism sector, ICC Wales, and local cultural groups organise and select what needs to be achieved, secure support and funding, and enlist the help of others interested. Through the Year of Croeso campaign, themes will be set, and stakeholders are specifically urged to celebrate and promote our Welsh hospitality.
Planning: A detailed timeline (12–18 months out) will be established. Tasks include developing the programme, booking speakers and venue spaces, and liaising with sponsors (including Visit Wales and local councils). Essential steps include registering participants early in 2025 and ensuring everyone's logistics are in place during the summer of 2025.
Stakeholders: Roles will be clearly defined, such as event director, programme manager, marketing coordinator, logistics and safety officers, with responsibilities delegated to public and private partners. This aligns with the Croeso philosophy that “all stakeholders” can support the theme, enabling the Welsh Government, tourism companies, and heritage groups to unite and promote Wales abroad (Visit Wales, 2025).
Implementation: The team will reserve ICC Wales locations, ensure meals and travel options are arranged, set up all equipment and look after the contracts (with preparations for possible delays). Safety measures and inclusivity initiatives will be implemented during the event (being prepared for accidents and ensuring accessibility).
Execution: On the event days, events will take place at the scheduled times, including plenaries, workshops, cultural performances, and tours. Those handling the event will coordinate staff, equipment, and services for attendees from a single location.
Closure/Evaluation: Following the forum, a post-event evaluation will be conducted. Both attendees’ feedback and press reports will be taken into consideration. These classes will strengthen Welsh tourism, highlighting that culture-led regeneration can have a significant and positive impact on the economy. According to Adams (2025a), utilising local traditions, Heritage, and culture to revive and modernise areas has significant power and can be highly beneficial.
[bookmark: _Toc199596696]3. Event Concept
The conference is based on truly experiencing local culture and authentic trips over three well-organised days, which aligns with the fact that the majority of travellers around the globe want genuine and ‘local’ experiences when deciding where to go (Arabeyyat and Aldweik, 2024). 
[bookmark: _Toc199596697]Day 1 – Welcome & Opening:
On Day One, a ceremony will be held in both the Welsh and English languages to set the scene in terms of language and culture. By presenting the strategic value and economic opportunities of cultural tourism in Wales, the keynote will set the central theme. The day will end with a Welsh tradition: a famous choir performs, and hearty meals of Welsh lamb are served. Pohan et al. (2025) demonstrate that the hajatan tradition serves to safeguard old traditions that remain needed and valued by people today. Hajatan is meaningful for keeping traditions alive and providing chances for conversations between the past and present. 
[bookmark: _Toc199596698]Day 2 – Conferences & Workshops:
On Day Two, participants focus on industry activities and join in with cultural events. The morning sessions will focus on key matters, including sustainability in the tourism sector and tracking industry trends at the global level. In the afternoon, special workshops filled with activities allow delegates to learn and practise skills like textiles or cooking from local crafters. During the evening, a showcase of Welsh culture features traditional dress, stories, creative arts, and demonstrations of local craftsmanship, helping to maintain the ‘sense of place'. 
[bookmark: _Toc199596699]Day 3 – Heritage Excursions & Closure:
Delegates are taken beyond the conference centre and into the Welsh countryside on Day Three. Popular destinations for planned heritage trips are Caerphilly Castle, Snowdonia National Park and the Pembrokeshire Coast Path. Local historians and community members guide visitors through these places, sharing fascinating tales and stories rich in history and intriguing local legends, transforming them into lively experiences. According to Thomas, Thomas and Powell (2017), Conservation, preservation, education, jobs and interesting historical places are some of the strong points in Welsh island tourism culture. Problems arise from guest management, conservation efforts, inadequate entrance services, limited opportunities to visit authentic old places, and doubts about authenticity. At the end of the forum, Welsh poetry readings and music will be performed, leaving a deep emotional mark related to Welsh culture. This entire arrangement will be carefully designed to avoid a blind approach, instead encouraging active participation and feelings that reflect the warm "Croeso" goal of Visit Wales 2025 and the event.
[bookmark: _Toc199596700]4. Aim and Objectives
[bookmark: _Toc199596701]4.1 Aim
To present Wales as one of the world's top cultural tourism destinations by introducing its remarkable Heritage, language and arts to the delegates and making sure lasting industry and business (trade and tourism) partnerships are formed.
[bookmark: _Toc199596702]4.2 SMART Objectives
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Increase awareness of Welsh heritage, language, and arts among delegates.
	Showcase key cultural elements through events and exhibitions.
	Track delegate engagement and feedback.
	Yes, via scheduled presentations and cultural showcases.
	Aligns with promoting Wales as a top cultural tourism destination.
	During the duration of the event.

	Secure tourism and trade partnerships.
	Facilitate B2B networking and partnership meetings.
	At least 10 partnership agreements.
	Yes, with dedicated business matchmaking sessions.
	Supports long-term economic and tourism growth.
	By the end of the conference.


Table 1: SMART Objectives
[bookmark: _Toc199596703]5. Event Management
[bookmark: _Toc199596704]5.1 Staffing
The organising team will need an Event Director and several types of experts such as a Programme Manager, Logistics Coordinator and Marketing Manager. Participants will be responsible for organising the programme, operating the venue, delivering guest services, and supporting volunteers. A basic level of Welsh will be needed in prominent positions to guarantee accuracy and compliance with language policies. The Welsh Language Act 1993 makes sure that English and Welsh are treated equally in all public areas in Wales. This idea was supported through the Welsh Language (Wales) Measure 2011 (Museums Association, 2025). 
[bookmark: _Toc199596705]5.2 Logistics
Logistics planning will involve creating precise schedules and floor maps of ICC Wales, supporting equipment needs (such as sound, lighting, and translation), and organising travel and accommodation arrangements for guests working with the hotels at Celtic Manor Resort. A shuttle bus will depart from Newport station to transport people to the venue. Both text and pictures will be available in Welsh and English throughout the public areas of the building, continuing the Croeso theme by aligning with the suggestions of Adams (2025a).
[bookmark: _Toc199596706]5.3 Technology
High-capacity Wi-Fi and streaming video will add a global hybrid element to the event. Using a virtual conference platform, people can connect and keep the recordings for later. A Welsh-to-English interpreter will be at every main session to honour the Welsh Language (Wales) Act. There will be less paper usage due to the use of digital tools and interactive guides for participants.
[bookmark: _Toc199596707]5.4 Partnerships:
The event planner plans to team up with Visit Wales and local tourism organisations to help spread the word and secure funding and work with Amgueddfa Cymru and Welsh language groups to add authentic and engaging content. With “Year of Croeso” asking for unity among all tourism groups, stakeholders will be engaged from all sides. Media partners, including trade journals and Welsh TV outlets, will also be targeted.
[bookmark: _Toc199596708]5.5 Marketing:
To promote the forum, the social media team will engage on social media (using Twitter and Instagram with the hashtag #WalesCroeso2025), through email to international travel networks, and by releasing press statements. By incorporating authentic Welsh background noises into videos, we aim to draw attention to the campaign. Visitors may see prominent Welsh figures (for instance, journalist Maxine Hughes) in videos introducing “hwyl” and explaining what is on Walesgov. Wales. The event planners will ensure that brochures and Internet ads highlight the special features reserved for Wales.
[bookmark: _Toc199596709]5.6 Project Team Skills: 
The event planner will rely on their understanding of event project management, different cultures, marketing and languages. This shows the same importance that Shone and Parry (2019) put on combining event assets and human resources. The project team will utilise specific software to schedule and stay connected with our delegates. Meetings held on a regular schedule will help everyone stay focused on their assigned tasks and manage risks effectively.
[bookmark: _Toc199596710]6. Event Budget
	Category
	Type
	Amount (£)

	Income
	
	

	Ticket Sales
	Income
	210,000

	Exhibitor Fees
	Income
	30,000

	Funding and Grants
	Income
	20,000

	Sponsorships
	Income
	15,000

	Total Income
	
	275,000

	
	
	

	Expenditure
	
	

	Venue Hire
	Expenditure
	60,000

	Staffing
	Expenditure
	40,000

	Marketing
	Expenditure
	25,000

	Catering
	Expenditure
	45,000

	Technical/AV
	Expenditure
	30,000

	Logistics
	Expenditure
	20,000

	Miscellaneous
	Expenditure
	25,000

	Total Expenditure
	
	245,000

	
	
	

	Net Surplus
	
	30,000



The event is expected to generate £275,000 in income from ticket sales, as well as payments from exhibitors, sponsors, and other sources. It is predicted that all expenditures will total £245,000, covering costs for the venue, personnel, advertising, meals, services, logistics, and other expenses. Therefore, the event is expected to have a net surplus of £30,000.
[bookmark: _Toc199596711]7. Industry Trends/Issues/Impacts 
Tourism spending contributed £26.3 billion to the UK economy in 2023 (Hutton and Murray, 2025). The tourism sector is moving forward by mixing online and in-person options, making events that incorporate both important. For high-value attendees, event producers describe blending virtual and in-person elements to provide them with seamless experiences (Shupjatskij and Laurikainen, 2023). In addition, sustainability is now a top priority: ecovillages encourage community participation and learning that links caring for nature with beneficial interactions with guests (Pisters et al., 2023). Local identity in Walets is protected by encouraging sustainable tourism, and policies are designed to manage the number of visitors that can be safely accommodated (Thomas, Thomas, and Powell, 2017). Myths make a destination special by making people feel curious, intrigued and excited to explore. The presence of myths and legends enables ancient sites to endure despite the impact of human change (Muchenje, Pwiti, and Mhizha, 2025). 
[image: ]
Figure 1: Economic output of the tourist industries; sources: (Hutton and Murray, 2025)
Most visitors from abroad, 42%, were there on holiday, 34% wanted to meet friends or family, 17% had business happenings, and 7% had other reasons (Hutton and Murray, 2025). On the other hand, this industry is dealing with a range of significant problems. With the outbreak of COVID-19, international travel was heavily impacted. European destinations allowed tourism in early 2020, resulting in a 22% decline in transnational travel in the first three months and a significantly steeper 60–80% drop thereafter (Haq, Yasin, and Nair, 2023). Even now, safety concerns and unexpected travel rules are issues, prompting many firms to introduce online tools for guests (Shupjatskij and Laurikainen, 2023). Cultural and learning activities changed during the lockdowns as people turned to the Internet for Welsh‐language studies (Jones, 2025). While these virtual options are helpful, they are not enough to replace the benefits of visitors being physically present.
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Figure 2: Overseas Visitors; sources: (Hutton and Murray, 2025)
The impact and adaptations brought about by these trends have helped Wales's tourism economy grow, and its name has become more widely recognised globally. Welsh tourism is valued at £3.8 billion a year and benefits both employment and social growth, according to Visit Wales. The tourism sector is considered very important because the government has invested £50 million through the Tourism Investment Fund and also allocates an annual budget of £9 million (Visit Wales, 2025). Offering sustainable and cultural travel encourages people to value Wales' Heritage and make it a workplace, attracting tourists who stay longer and support year‐round business (Thomas, Thomas and Powell, 2017).
[bookmark: _Toc199596712]8. Situational and Cultural Considerations
[bookmark: _Toc199596713]8.1 SWOT
	SWOT Element
	Description

	Strengths
	Strong governmental backing through the “Year of Croeso” campaign and £15m investment in cultural sectors (Adams, 2025b). Wales boasts iconic cultural assets, including castles, music, and its unique language. The unified marketing approach on VisitWales.com strengthens the brand.

	Weaknesses
	Limited global recognition compared to other UK destinations may hinder tourist interest. Tourism’s modest local impact results in fewer suppliers and resources. Language barriers can limit engagement without bilingual services (Museums Association, 2025).

	Opportunities
	The 2023 campaign provides a unique promotional platform. Rising global curiosity about Welsh culture and Celtic Heritage opens doors for themed events. Integrating digital platforms can enhance pre-event engagement and community building.

	Threats
	Brexit-induced uncertainties in EU travel could impact tourist flows. Environmental changes, such as storms, threaten the accessibility of heritage sites (World Tourism Forum Institute, 2025). Competing festivals across Britain may dilute visitor attention and box office success.


Table 2: SWOT Framework
[bookmark: _Toc199596714]8.2 PESTEL Framework
	Factor
	Summary

	Political
	Welsh policy promotes bilingualism and cultural vibrancy, including legal bilingualism, and provides £15 million in cultural funding support (Adams, 2025b). This support reinforces cultural identity and broadens access for both locals and visitors.

	Economic
	In 2024, tourism contributed $9.5 trillion to the global GDP, accounting for 10% of the global economy and offering significant revenue potential. However, inflation and budget constraints could limit spending, yet local economies benefit (World Tourism Forum Institute, 2025). Thus, despite challenges, tourism remains a vital driver of economic resilience and local development.

	Social
	Culture positively supports social community well-being and aids in achieving broader policy objectives (Adams, 2025a). Cultural engagement fosters social cohesion and strengthens community ties.

	Technological
	High digital access enables the use of apps and social media; rural tech gaps require hybrid content delivery. Thus, embracing hybrid solutions ensures inclusive access across all regions.

	Environmental
	Climate policies guide green practices; indoor options are planned for weather disruptions.

	Legal
	Welsh law requires public organisations in Wales to treat English and Welsh languages with equal respect. This was strengthened by the adoption of the Welsh Language (Wales) Measure 2011 (Museums Association, 2025). Thus, legal frameworks ensure the preservation of culture and inclusivity in public services.


Table 3: PESTEL Framework
[bookmark: _Toc199596715]9. Conclusion
The 2025 International Cultural Tourism Forum utilises the Event Cycle and sets SMART objectives to seamlessly incorporate Welsh traditions, language, and arts into its program. Ensuring logistics, such as bilingual service, mixed communication solutions, and strong collaboration, will help the event run smoothly. Participating in this event will significantly enhance Wales' global reputation as a leading destination for cultural tourism while fostering crucial international business and cultural relationships. Apart from short-term profits, it also makes Wales known for its exceptional hospitality and culture-based improvements, which will keep visitors interested for the years to come and increase local community pride.
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