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· Successful event management depends on the selection of an idea, proper planning of key activities and arrangements (Fox et al., 2014).
· This presentation will introduce the idea of a new event targeted at the international market segment.
· It can also be considered as a feasibility study which has the theme of "Year of Legends" for the MICE industry in Wales. 
· The key attractions in Wales include Cardiff and Caernarfon castles, Slate Landscape of Northwest Wales, National Museum Cardiff and other cultural sites (Visit Wales, 2025). 
· The concept of Social Exchange Theory establishes the fact that international meetings help to foster better relationships (Kourkouridis et al., 2024).  
In this presentation, the feasibility, demand, and planning for a suitable proposed event will be done for the MICE industry in Wales. The name of the event proposed in this context is ‘The Legends of Wales Cultural Showcase’ (Meredith, 2022). This event will be arranged for multiple days, celebrating it as a festival of culture, and the place of conducting this event will be the Voco St. David's Cardiff hotel in Cardiff Bay.  


[bookmark: _Toc212652954]Event Content and Context
· The Legends of Wales Cultural Showcase is the proposed event to be conducted at Voco St. David's Cardiff hotel in Cardiff Bay.  
· The purpose of this event is to bridge the gap between the ancient cultural myths with the modern-day cultural aspects and traditions (Paterakis, 2024). 
· The event will include several cultural functions such as traditional music, interactive sessions, storytelling tours and others.
· Along with the art installations, culinary workshops will also be included in the event programmes to attract the immersive attendees. 
The type of event is a cultural festival, which is educational and will create an immersive experience for the event attendees. The nature of the event demotes the purpose of conducting any event. This event intends to celebrate the preservation of Welsh cultural sites and myths. Within the festival related to this event, several Welsh historians and artisans will be introduced to run the interactive sessions so that people can learn about the ancient myths. The chosen destination for carrying out this event is a 5-star hotel that won an award for its distinct quality services (VOCO, 2025). 
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· The key target group of this event will be under behavioural segmentation - MICE delegates, cultural tourists, and family explorers (Getz and Page, 2025).
· International travellers from the UK, EU, USA, and Asia will also be considered as the key target audience following the geographic segmentation (George, 2025). 
· The inbound visit in Wales has reached to 445,000 in Wales, and it was increased by 10% as per the data in 2024 (Wales, 2025). 
STP is a model that is used to determine the key target audience in detail (Rohmah et al., 2025). Segmentation is dividing the market into potential groups. Behavioural and geographic segmentation types will be utilised to attract the attendees of this proposed event. International travellers coming from the EU, the USA, and Asia will be attracted. MICE delegates, which include corporate business professionals, employees who get a free trip as a reward for their performance, and cultural tourists, will be the targeted customer group (Hassan, 2025).  People who have an enthusiasm to explore cultural heritage sites, and family explorers, will also be targeted as the event attendees. For all targeted segments, a key message will be created to make the event appealing. Using words like ‘stepping towards the legends’ will be effective to use in marketing content for positioning the event as the centre of attraction to the proposed target audience. 
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Figure 1: Visitor number in Wales
(Source: Wales, 2025)
· Wales is considered the most popular place visited by UK travellers on their holidays. 
· About 10% people from Scotland, 14% from the West Country, prefer to visit Wales in their next year's holidays(Wales, 2025). 
· Approximately 43% of travellers visited Wales in the past two years (Wales, 2025). 
Historic and heritage towns are preferred by 39% of people, as per the reports of Wales (2025). The inbound spend for visiting Wales has reached to £203m, and people from the USA, Germany, France, and others came to visit and spend for having a trip in Wales. These data show a significant demand for cultural and heritage tourism in Wales (Wales, 2025). 
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· The key activities in the proposed event, such as heritage and contemporary story telling offer distinct features from the other festivals conducted before in Wales.
· This proposed event addresses the identified gap, and it is decided to be conducted at the Voco St. David's Cardiff hotel, which is a great place as a venue for this event (VOCO, 2025).
For the completion of this high cultural program,Voco St. David's Cardiff is a suitable place for considering its location and popularity. The hotel has eight event spaces, and the guest capacity of its banquet is 220. The decorations, atmosphere of the hotel are also appropriate for setting such a big cultural event. Proper accommodation, dining services, and cultural cuisines will be arranged in the hotel, and there is good infrastructure to make these plans into reality. 
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· There are major cultural events organised in Cardiff that may affect the arrival of the audience at the proposed event. 
· Royal Welsh Show and Green Man Festival are the names of the upcoming festivals that have much popularity in Wales (Wales, 2025). 
· Klat Awards 2025 is the name of an event that offers appreciation to creativity, culture, and community, and this event is mainly hosted by KLAT Magazine at the Holland House Hotel (Eventbrite, 2025). 
· Llangollen International Musical Eisteddfod, along with the Hay Festival, are the major international cultural events that is conducted in Wales (Trotter, 2025). 
The renowned festivals organised in Wales may affect the attendees of the hosted event. 
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· For advertising of this event, encouraging partnership with Visit Wales and collaborating with the various tourism organisations will be beneficial to get the attraction of the target guests (Evans, 2024). 
The official website of Wales will be used to share essential information (Welsh et al., 2024). Besides that, digital advertisements using the different social media pages used by different tourism-related organisations, both national and international levels, will be effective enough for the successful organisation of this cultural event (Veseli et al., 2025). 
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· The proposed venue for organising the event is Voco St David's Cardiff, which is famous as the Best MICE Hotel in Wales, in 2024 (Business News Wales, 2024). 
· The hotel has good facilities, including banquets, conferences for large-scale audiences. 
· The suitability of this hotel is explained in its record, which says that the hotel welcomed over 1.5 million guests. These guests are from a good celebrity background from the last 25 years; it has a good reputation for its services (Business News Wales, 2024). 
· Experts for the management of heritage curation will be required (Stamatoudi and Roussos, 2024). 
Key professionals that will be required for this cultural event are event managers, storytellers, performers, staff for catering, security guards, technicians and others.
The skills that will be focused on to select participants of the event are people who have good knowledge of cultural heritage myths. People having knowledge of different languages, having experience in the management of international guest relations, are also considered (Wang, 2025). 
The hotel offers food and beverage options, and financial resources are required to book services, including food, accommodation, and lighting. The hotel has parking facilities also but charges for them. For the matter of accommodating exhibition stands, proper event spaces should be decided (Bilgihan and Ricci, 2024). All these are perfectly aligned with the concept of 5C’s event management principles which comprises of concept, coordination, control, culmination and closeout (Getz and Page, 2019). 
Financial factors
	Item
	Projected Cost (£)
	Projected Income (£)

	Venue (3 days, full rental)
	30,000
	

	Accommodation (delegates)
	30,000
	

	Catering
	20,000
	

	Marketing
	10,000
	

	Performers/Experts
	15,000
	

	Staffing
	12,000
	

	Logistics/Technician/Transport
	8,000
	

	Total Predicted Costs
	125,000
	

	Ticket Sales
	
	75,000

	Sponsorship from Visit Wales
	
	30,000

	Investments from local business/arts grants
	
	10,000

	Partner fees
	
	10,000

	Total Predicted Revenues
	
	125,000


Table 1: Financial projections (Balance Sheets)
(Source: Created by the learner)
The key monetary fund for the event will come from the sales of event tickets. Besides that, investments from the local businesses (tourism industry), grants from them, and income from sponsorship will be the other sources of generating capital. The pricing strategy will be kept affordable to help people get access to this event, leading to potential break-even or modest surplus. The ticket price will be kept £20 and the minimum number of tickets that will be sold is 3,750 to reach break-even. 
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· About 61% of the overseas tourists said that the cultural and heritage sites are the key motivators for them to visit Wales. 
· Visit Wales has started 35 projects of £1.28mto make their theme, The Year of Legends, successful (BBC, 2017). 
A significant number of guests are attracted to the previous campaigns that applied an innovative storytelling process, making this proposed event feasible to implement. Moreover, investing in a venue like Voco St David's Cardiff is sustainable and suitable enough due to its global popularity as the best MICE hotel. 
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· In conclusion, the proposed plan for the cultural event, namely The Legends of Wales Cultural Showcase, is feasible enough to undertake.
· Considering the growing demand of visitors in cultural and heritage sites, the increased number of international visitors, this event has success potential.
The venue chosen is also appropriate, considering the accessibility, location, and parking area. The financial statement that has been projected in this presentation also shows potential chances for success. 
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» The proposed venue for organising the event is Voco St
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» About 61% of the overseas tounsts said that the cultural and
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