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[bookmark: _Toc211932611]Introduction
This report will be a detailed feasibility study and strategic plan of the proposed project, the Legends of Wales International Tourism Summit 2025, a three-day conference and exhibition on cultural tourism, which will be hosted in Wales. The objective of the summit is to promote the Welsh culture through the theme Year of Legends and to generate business in the hospitality and tourism industry. The event is in line with the Visit Wales activities of promoting heritage of the country and enhancing tourism. The report evaluates the viability of the event regarding market demand, the readiness of the operations and financial viability, which is the basis of strategic planning in the following sections. Wales, with its rich cultural heritage and picturesque landscapes has been able to market its tourism with activities like the Year of Legends campaign in 2017. The proposed summit will take advantage of this current initiative and establish an event that will not only promote Welsh culture but also promote international tourism and business partnership. ICC Wales in Newport has been selected as the venue to offer a contemporary and convenient venue that augers well with the theme and strategic objectives of the event.
[bookmark: _Toc211932612]Event Planning Cycle and Feasibility Study
Successful event management is done using a structured event cycle model, and these include initiation, planning, implementation, execution and closure (Bowdin et al., 2023). Every stage of the event cycle provides a process-based method to the provision of high-quality summit, which is outlined in the industry standards of project management in events (Adams, 2024)
[bookmark: _Toc211932613]Market Feasibility
A feasibility study of the market initially indicates that the demand of cultural tourism events is high in the world (Sipos et al., 2021). Studies indicate that the travellers after the pandemic are in pursuit of authentic and immersive experiences (Godovykh, Baker and Fyall, 2022; Wong et al., 2023). The target group will consist of international tour operators, travel agents, tourism investors, and travel media based mostly in Europe, North America, and Asia. Visit Wales campaign in 2011 has made Wales a major cultural tourism destination and this summit has provided a chance to satisfy this rising interest in cultural tourism besides achieving the tourism goals of the country (Visit Wales, 2025).
[bookmark: _Toc211932614]Operational Feasibility
There is a great potential in the operationability of the summit, and the ICC Wales venue is perfect to meet the requirements of the event. It has a capacity of more than 4,000 delegates, which is sufficient to host the intended conference and exhibits as well as networking. The location is also appropriate because of the proximity of the venue to Cardiff international airport and the modern facilities that it has (Risby, Guest and Warnock-Smith, 2022). The infrastructure of the area such as adequate hotel capacity in Cardiff and Newport augments the services provided by the venue. The event team will use local knowledge and already available suppliers to facilitate smooth running such as transportation services, security and catering providers.
[bookmark: _Toc211932615]Financial Feasibility
The anticipated budget of the event should be £300,000 and the revenue is anticipated to be through delegate fees, sponsorship and exhibitor fees. A break-even of 250 paying delegates is that the event will be financially viable with a small surplus likely at 300 delegate mark. Also, the financial feasibility is enhanced with the help of the Welsh Government, as well as the possible sponsorship of the tourism-related companies with international presence.
[bookmark: _Toc211932616]Event Concept and Programme Design
The concept of the event is a combination of the business and cultural experience (Yan et al., 2024). The two-way attention guarantees that, besides receiving quality industry knowledge, the delegates are also able to experience the heritage of Wales (Gustafsson and Lazzaro, 2021). The program will include keynotes, workshops and B2B networking, as well as showcasing of the culture, tours of the country and Welsh performances.
[bookmark: _Toc211932617]Proposed Itinerary
	Day 1: The opening ceremony, industry leaders as keynote speakers, and a panel discussion on the topic of Innovations in the Cultural Tourism. The evening includes a welcome reception based on Welsh legends in the form of local music and folk performances.
	Day 2: Seminars on issues like "Sustainable Tourism Practices" and "Digital Marketing in Hospitality." The visit of attractions such as Cardiff Castle and St Fagans National Museum in the afternoon gives the delegates first-hand experience of the cultural offerings of Wales.
	Day 3: Round-table discussions on the topic of public-private partnerships and future directions in the context of cultural tourism. It ends with a gala dinner in one of the historic Welsh locations, with the local food and entertainment.
The structure can be compared with the Experience Economy model (Pine and Gilmore, 1999), which is concerned with the ability of the delegates to have memorable experiences as well as know valuable networking and educational content. Also, the cultural immersion programs which include live performances, food sampling and storytelling will make sure that the heritage of Wales is reflected throughout the event.
[bookmark: _Toc211932618]Aims and Objectives
The general objective of the summit is to promote the image of Wales as a major cultural tourism destination in addition to creating international collaborations. To do this, the event has laid down certain, quantifiable goals:
· Objective 1: To bring 300 international delegates to Wales by the end of Q3 2025, boosting the international tourism awareness of Wales.
· Objective 2: Create PS 500,000 in direct tourism expenditure by way of delegate activities (e.g. accommodation, meals, and domestic travel) and support at least 50 B2B dealings between Welsh suppliers and global purchasers.
· Objective 3: Have a satisfaction rate of 80 percent among the delegates and stakeholders with high-quality content and networking possibilities.
· Objective 4: receive positive feedbacks with the sponsors, exhibitors and local community, which guarantees stakeholder satisfaction and continuity of the future event.
All these goals can be traced back to the SMART requirements (Specific, Measurable, Achievable, Relevant, and Time-bound) to have a clear vision of what can be considered as success and direct the strategic approach to the organisation of the event.
[bookmark: _Toc211932619]Event Operations and Logistics
The achievement of the summit will be determined by careful operational planning (González-Granadillo et al., 2021). This part addresses human resources, technology, logistics and venue management issues of the event.
[bookmark: _Toc211932620]Organising Team
There are five main positions that will make up the core team of the event and they will include the following roles: Event Director, Logistics Lead, Program Manager, Marketing Manager and Sponsorship Coordinator. They will manage various functions including venue management, delegate services and sponsor relations. Moreover, some 30 volunteers will be helpful in the on-site logistics.
[bookmark: _Toc211932621]Venue and Supplier Management 
ICC Wales is going to be the location, which will provide good facilities and assisting services. Catering, transportation and technology needs will be contracted to a number of suppliers. The sustainability of the venue, including the use of renewable energy and reduction of waste, is in line with the sustainability of the event. Moreover, the large space and the versatility of the room layout of the venue will ensure that the implementation of plenary sessions, breakout workshops, and exhibitions will be smooth (Mair and Smith, 2021). The suppliers that we have hired such as local catering sources and transportation services will concur with the sustainable objectives of the event in terms of sourcing locally and using environmentally friendly materials. On-site technical assistance available in the venue will allow us to have all the technological requirements in terms of presentation, streaming, and networking. This holistic solution has ensured easy and effective event experiences and reduces our environmental impact.
[bookmark: _Toc211932622]Timeline and Task Management 
Timeline of the events will incorporate the main milestones, i.e., marketing campaign launches, inviting speakers, and opening the registration. An elaborate Gantt chart will make tasks to be done on time and within the budget as it will provide contingency plans to be taken in case of any unexpected situation. Hence, the following table shows the timeline and task management for the event: 
Table 1: Timeline and Task Management
	Timeline Milestone
	Tasks
	Timeline
	Contingency Plans

	Event Concept Approval
	Finalise event concept and budget
	12 months prior
	Adjust scope and budget based on sponsor feedback

	Marketing Campaign Launch
	Initiate digital and traditional marketing, design materials
	9 months prior
	Adjust marketing strategies based on early engagement metrics

	Keynote Speaker Invitations
	Send invitations to keynote speakers
	9 months prior
	Secure alternate speakers if a preferred speaker declines

	Venue Contract Finalisation
	Confirm venue, finalise contract details
	9 months prior
	Choose alternate venues if primary venue becomes unavailable

	Registration Opens
	Set up online registration platform and begin delegate sign-ups
	6 months prior
	Extend registration deadline if response is low or delayed

	Program Finalisation
	Finalise event program, confirm all sessions, and send speaker details
	3 months prior
	Rework session schedules to accommodate any changes

	Exhibitor Sales Completion
	Finalise exhibitor sign-ups and allocate booth spaces
	3 months prior
	Reserve additional space if demand exceeds initial allocation

	Final Logistics Confirmation
	Confirm F&B orders, AV equipment, transportation, etc.
	1 month prior
	Have backup suppliers on call for last-minute changes

	Event Week
	Set up, execute event, and manage all live operations
	Event week
	Activate contingency plan for any unforeseen disruptions (e.g., transport issues)

	Post-Event Wrap-Up
	Break down event, settle payments, thank sponsors and participants
	1 week post-event
	Send follow-up communications in case of any post-event issues or delays


[bookmark: _Toc211932623]Marketing and Stakeholder Engagement
The success of the event depends on proper marketing and involvement of stakeholders (Tan and Zhu, 2022). The marketing plan will involve the use of digital media, social media, and network of industry players to reach foreign representatives and sponsors.
[bookmark: _Toc211932624]Delegate Recruitment
Recruitment of the delegates will be done in a multi-channel approach that will include emails, search engine optimisation (SEO), and social networks to access the target market. The branding of the event, based on the demonstration of the Welsh culture, heritage, and the tourism sector, will be tailored towards the specific target audience of the professionals who will be interested in the business development process as well as the cultural experience. Through these digital marketing tactics, the event intends to cover the maximum number of tourism and hospitality professionals in the international markets to make sure that there is great participation, thus creating a global pool of visitors (Mohr et al., 2022). The combination of professional growth and cultural excursion will also appeal to the delegates securing the enrichment of their education and personal growth.
[bookmark: _Toc211932625]Sponsor and Exhibitor Engagement
Sponsors and exhibitors will be contacted at the first stage of the organisation of the event with individual messages and special sponsorship proposals, emphasising the possibility of contacting key actors in the tourism sector. These individualised outreach campaigns will be based on the value that they bring with the event such as pre-event promotions through different media outlets, branding of the event itself and post event reports that will give them the success of their participation (Mair et al., 2023). This will provide the sponsors with a great exposure and visibility, which will be guaranteed by direct interaction with a global pool of tourism professionals. Moreover, they will be improved in terms of networking and brand positioning opportunities at the event, which will form long-term values.
[bookmark: _Toc211932626]Community Engagement
The critical part of overall strategy of the event will be community involvement to make sure that the local businesses and the communities in general will be benefiting through the summit (Wirba, 2024). This will be done by the use of incorporation of cultural performances, providing the local products, and showcasing Welsh artisans, and services to the delegates. By so doing, the event will not only enable the delegates to acquire a better understanding of the rich cultural heritage of Wales, it will also have a direct beneficial effect on the local economy. Through the community inclusion of the event both economically and culturally, the summit will contribute to creating good will, leaving a lasting legacy, and enhancing cultural value of the destination (Burhan et al., 2021). The local businesses will be engaged in offering services, which will add authenticity to the event, as well as the theme of cultural tourism.
[bookmark: _Toc211932627]Contingency Planning and Risk Management
Event planning involves a very important aspect of risk management (Permata and Djati, 2023). A risk assessment will be done extensively and will address all the possible risks that may occur in the sectors like health and safety, security, weather disturbances, and breakdown of operations.
[bookmark: _Toc211932628]Risk Recognition and Elimination
Health emergencies, extreme weather, and cybersecurity risks are some of the core risks. Mitigation measures entail onsite medical personnel, backup transportation systems, as well as secure event technology systems. There will be a crisis management team that will be able to respond to emergencies within a short time.
[bookmark: _Toc211932629]Contingency Plans
There will be backup strategies related to such aspects as transportation, AV systems, and key speakers. As an example, in case one of the speakers is unavailable, one will schedule a pre-recorded session or a substitute speaker.
[bookmark: _Toc211932630]Sustainability and Ethical Considerations 
Sustainability is incorporated in the whole of the event and is concerned with the environment, social and economic aspects (Dowson, Albert and Lomax, 2022). The summit will also follow the Triple Bottom Line approach, meaning that the event will positively influence the environment, society, and the economy.
[bookmark: _Toc211932631]Environmental Sustainability
This will be a plastic-free event where delegates will be given receptive bottles. Catering will involve the use of local and in-season produce to lower food miles and excess food would be donated to charity. The sustainability certificate of the venue would guarantee that the event is conducted in energy-saving ways.
[bookmark: _Toc211932632]Social Responsibility
It will be an inclusive event, having accessible services to the delegates with disabilities. The program will involve the local cultural groups and the event will collaborate with local businesses to help the community.
[bookmark: _Toc211932633]Event Evaluation and Legacy
Attendance, delegate satisfaction, and economic impact are some of the key performance indicators (KPIs) that will be used to measure the success of the summit. The success of the event will be evaluated through post event surveys to get the feedback of the delegates, sponsors and exhibitors. The summit is expected to make a lasting legacy by marketing Wales as a leading cultural tourism destination, international relationships, and a place where knowledge can be shared in the tourism industry. It can also be used as an example of how to run cultural tourism summits in Wales in the future.
[bookmark: _Toc211932634]Conclusion
The Legends of Wales International Tourism Summit 2025 is a viable and strategically viable event idea that can be used to capitalise on the rich cultural heritage of Wales in attracting international interest and investment in tourism. With proper planning, stakeholder involvement, and sustainability, the summit would create a considerable economic impact, improve the global image of the tourism in Wales, and create a mark in history. The viability of the event is validated by market, operational and financial analysis and the event is viable and in line with the strategic objectives of Visit Wales and other interested parties. The summit will be an excellent source of knowledge and networking that promotes the growth of business in the tourism industry making Wales one of the top destinations in cultural tourism. This event plan is a prototype of event management as it integrates industry best practices and academic theories to create a holistic approach to event management; therefore can be used in future international meetings and summits in the region.
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