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Enhancing International Tourism to Wales

1. Project Findings Overview and Analysis
1.1 Overview and Analysis
Tourism is a cornerstone of the Welsh economy, underpinning rural development, cultural preservation, and employment across the country (Visit Wales, 2023). Yet, in 2023, Wales attracted just under 900,000 international visitors, significantly lower than Scotland (3.9 million) and England (16.9 million) (GOV.WALES, 2024). This project was initiated to investigate why this disparity persists and to provide Visit Wales with evidence-based recommendations to boost its international tourism appeal. The findings were developed through a mixed-methods consultancy approach, drawing on quantitative surveys, qualitative stakeholder engagement, and international benchmarking.
Using Primary data from the survey responses from the 18–24 demographic revealed that most participants had minimal familiarity with Wales before visiting. The majority rated their awareness at 1 or 2 on a five-point scale, indicating a weak international brand presence. Respondents most strongly associated Wales with national parks, castles, and coastal landscapes. While these assets remain central to Wales’ tourism identity, they present a narrow profile that lacks emotional resonance with modern travellers. According to Morgan, Pritchard and Pride (2002), “successful destinations evoke a narrative that resonates with the traveller’s imagination”, a quality currently lacking in Visit Wales’ digital marketing.
Furthermore, many participants stated they had never encountered Visit Wales content online or found it unmemorable. The organisation’s TikTok presence (@visitwales) remains modest at around 53,700 followers (TikTok, 2025), compared to VisitScotland’s (@visitscotland) 98,700 views. This gap signals a missed opportunity to engage with digitally active travellers, particularly Gen Z audiences who rely on short-form, visual storytelling to make travel decisions (Hudson and Thal, 2013; Chaffey and Ellis-Chadwick, 2019).
Secondary research, including international benchmarking, provided key insights. Scotland and New Zealand both use emotionally powerful narratives and cultural storytelling to differentiate their destinations (Morrison, 2018). In contrast, Visit Wales campaigns such as “Wales to the World” and “Year of Croeso” were found to be fragmented and lacking in strategic cohesion. Research by Smith (2022) emphasises that modern cultural tourists seek participation, not just observation, an expectation unmet by Visit Wales’ current marketing approaches.
1.2 Evaluate Success
This consultancy project successfully met its primary objectives by identifying the limitations within Visit Wales’ current international marketing strategies, critically analysing best practices from competing destinations, and developing a creative and culturally resonant campaign concept. Central to the project’s success was the use of a mixed-methods research approach, which allowed for the triangulation of data combining the quantitative insights gathered through surveys with qualitative reflections obtained through stakeholder engagement and benchmarking studies. This approach enhanced both the reliability and richness of the findings, in line with Noble and Heale’s (2019) emphasis on triangulation as a means of improving the validity of tourism research. By drawing on both numerical data and narrative perspectives, the research generated a holistic understanding of the challenges facing Visit Wales and provided the foundation for innovative, evidence-based recommendations.
One of the project’s most significant outputs was the proposed marketing campaign, “The Year of Myths and Legends,” which arose directly from the project’s evaluation of Visit Wales’ branding gaps. This campaign offers a unifying theme rooted in Welsh mythology, including traditional narratives from the Mabinogion, Arthurian lore, and regional folklore traditions. These stories were identified during secondary research and survey feedback as potent yet underutilised elements of Wales’ cultural capital. As Dredge and Jenkins (2011) note, successful destination marketing must move beyond superficial promotion and tap into the deeper social and cultural narratives that define a place. The campaign design reflects this best practice, combining emotive storytelling, community involvement, and cross-platform digital activation to position Wales as a destination of imagination and heritage. It also provides opportunities for consistent year-round programming, strengthening brand cohesion while engaging diverse audiences.
While the project’s stakeholder engagement was limited to email correspondence, this method still demonstrated critical professional competencies such as initiative, clarity of purpose, and ethical communication. Emails were crafted to solicit strategic feedback from Visit Wales about current and proposed campaigns, particularly the feasibility and alignment of the “Myths and Legends” initiative. Although no formal response had been received by the submission deadline, the process reflected a real-world consultancy dynamic, where establishing communication with high-level organisations is often complex and time sensitive. As Freeman (2010) argues in his stakeholder theory, the inclusion and consultation of relevant actors even when partial can enhance the relevance and acceptability of project outputs. Moreover, the attempt itself signalled a commitment to professional practice and respect for the client's role in shaping viable strategies.
From an academic perspective, this project effectively applied key tourism and marketing theories to evaluate Visit Wales' current strategy. Pike’s (2016) destination branding framework highlighted the lack of thematic cohesion and emotional engagement in campaigns like “Year of Croeso.” Pine and Gilmore’s (1999) experience economy model emphasised the need for immersive, memory-rich experiences over transactional marketing. Additionally, Goodwin’s (2017) responsible tourism principles reinforced the importance of sustainability, community benefit, and heritage protection all central to the proposed “Myths and Legends” campaign.
The survey methodology also met academic expectations for primary research in tourism studies. The survey, which was distributed to international and domestic participants aged predominantly between 18 and 35, collected data on brand familiarity, digital engagement habits, tourism motivations, and preferences for cultural content. The design adhered to best practices in ethical research, including informed consent and anonymisation. The findings revealed critical gaps in brand awareness and content engagement, particularly on digital platforms such as TikTok and Instagram. These results were used to refine the campaign proposal and provided evidence to support the project’s critique of Visit Wales’ existing digital strategy. In line with Creswell (2014), the research process was systematically structured, clearly documented, and grounded in methodological literature.
Overall, this consultancy project succeeded in meeting its goals both academically and practically. It identified key weaknesses in Visit Wales’ current strategy, such as a fragmented campaign landscape and underuse of emotionally driven content. It also presented a well-researched and culturally informed campaign that builds on Wales’ unique heritage, responds to emerging tourism trends, and proposes a realistic, achievable path forward. Through academic rigor, creative thinking, and real-world engagement, the consultancy added meaningful value to the conversation about how Wales can better position itself on the international tourism stage.

1.3 Make Future Adjustments
While the project achieved its objectives, several improvements could be made in future iterations. First, expanding the survey distribution would increase the representativeness of the results. The current sample, while useful, was limited by time and response rates. A broader demographic and higher participation could deepen understanding of audience behaviours across nationalities and travel types. This could be achieved by using social media platforms to further boost the popularity of the survey to get a more accurate result.
Second, more in-depth stakeholder engagement could be achieved by conducting interviews or focus groups rather than relying solely on email. This would allow for richer qualitative insights and the opportunity to co-design ideas with tourism professionals. The limitations in stakeholder input here stemmed from availability and timing rather than project design flaws.
Third, future research could benefit from access to internal campaign data from Visit Wales, including social media analytics, website traffic, and budget allocation. These performance indicators would provide a more detailed understanding of what is working and what isn’t within current campaigns.
Finally, the proposed “Myths and Legends” campaign could be prototyped or piloted on a small scale through university partnerships, student-led digital campaigns, or social media challenges to assess traction before wider adoption. Incorporating user-generated content, bilingual storytelling, and behind-the-scenes narratives would help further modernise Visit Wales’ brand in line with consumer expectations (Smith, 2022; TikTok, 2025). 
2. Report
2.1. Introducing the Topic
Tourism in Wales is a significant driver of economic development, cultural preservation, and community vitality. According to Visit Wales (2023), the tourism sector supports over 137,000 jobs and contributes around £6 billion annually to the Welsh economy. Yet, when compared to other UK nations, Wales underperforms in the global tourism market. In 2023, just under 900,000 international tourists visited Wales, compared to 3.9 million in Scotland and almost 17 million in England (GOV.WALES, 2024). This disparity raises critical questions about international visibility, marketing strategy, and audience engagement. The consultancy project presented here was initiated to address those issues by evaluating Visit Wales’ digital and promotional strategies and proposing new methods of engagement rooted in storytelling, sustainable tourism, and digital innovation.
While Wales boasts globally relevant cultural assets, such as the Mabinogion, Arthurian legends, UNESCO heritage sites, and thriving arts communities, its branding lacks clarity and emotional resonance. Research suggests that the ability to tell an authentic and cohesive destination story is central to attracting modern tourists (Morgan et al., 2003; Storr, 2020). The purpose of this consultancy was to conduct research-informed analysis of Visit Wales' tourism strategy and co-design a practical, culturally embedded campaign that would boost international appeal and ensure alignment with sustainable tourism values. This section of the portfolio outlines the consultancy process, its findings, outcomes, and professional and academic reflections developed throughout the project.

2.2. Process
The consultancy followed a structured, academically informed process comprising five stages: issue identification, research design, data collection, data analysis, and campaign development. The approach was aligned with Kolb’s (1984) experiential learning cycle and informed by project management models such as Kerzner’s (2017) phased approach to strategic consultancy. The consultancy began with defining the scope and understanding Visit Wales' key strategic priorities. A review of organisational documents and national strategies, including “Welcome to Wales: Priorities for the Visitor Economy 2020–2025,” revealed a need to improve international reach, enhance digital visibility, and embed community-focused, sustainable tourism (Welsh Government, 2020).
The research adopted a mixed-methods methodology, combining quantitative and qualitative data collection in line with Creswell’s (2014) model for comprehensive social research. This decision was driven by the need to triangulate data and better understand the perceptions and behaviours of international audiences (Noble and Heale, 2019). The quantitative component consisted of an online survey distributed via social media platforms and university networks. The survey included six sections covering demographics, digital behaviours, awareness of Wales, sustainability attitudes, and marketing suggestions. It attracted responses, offering a statistically relevant overview of awareness gaps and content preferences.
Qualitative data will be collected through email communication with Visit Wales representatives, focusing on campaign planning, digital strategies, and potential future initiatives. Although time and access limitations restricted the depth of engagement, these exchanges provided valuable institutional context and supported the interpretation of survey data. As Gray (2018) explains, even limited stakeholder engagement can yield insight when communication is purposeful and well-structured. Secondary research was also used to benchmark Visit Wales’ performance against leading global destinations. Scotland and New Zealand were selected due to their similar rural-tourism profiles and success in digital branding, community engagement, and mythological storytelling (Morrison, 2018; Pike, 2016).
The consultancy culminated in the proposal of “The Year of Myths and Legends”, a campaign drawing on Welsh folklore to offer immersive, narrative-led visitor experiences. This campaign was designed to address the shortcomings identified in Visit Wales’ existing strategy by focusing on emotional connection, cultural authenticity, and cross-platform digital innovation.

2.3. Key Findings
The primary finding of this project was that Visit Wales lacks a compelling and cohesive international brand identity. Survey respondents reported low awareness of Wales as a travel destination, with most rating their familiarity between 1 and 2 on a five-point scale. When asked to describe Wales, participants most often cited “mountains,” “rain,” and “quiet”, descriptors that, while accurate, lack the vibrancy needed to attract global audiences. These results support earlier research by Hankinson (2007), who argued that destinations must move beyond visual landscapes and offer symbolic or emotional narratives to be competitive.
Analysis of Visit Wales’ digital platforms revealed limited traction, especially among Gen Z travellers. As of April 2025, Visit Wales had approximately 53,700 followers on TikTok, whereas VisitScotland had nearly double, at 98,700 (TikTok, 2025). Furthermore, qualitative responses suggested that Visit Wales’ content was “uninspired” or “forgettable,” lacking the dynamic storytelling and interactive elements that platforms like TikTok reward (Hudson and Thal, 2013; Chaffey and Ellis-Chadwick, 2019). Respondents favoured bite-sized cultural content, influencer features, and user-generated campaigns, features absent from Visit Wales’ current approach.
Another critical finding was the strong demand for narrative-based and mythological experiences. Participants expressed interest in exploring castles, ancient stories, and immersive local festivals. This supports research by Smith (2022), who notes that modern cultural tourists are increasingly drawn to participatory, story-driven engagements rather than static sightseeing. In line with Pine and Gilmore’s (1999) experience economy theory, the project identified an opportunity to reposition Wales as a destination of magic, heritage, and imagination through well-crafted narrative branding.
Sustainability also emerged as a significant theme. Many respondents highlighted their desire to support ethical tourism that benefits local communities and preserves cultural landscapes. Yet Visit Wales' campaigns did not sufficiently showcase local businesses or sustainability efforts, despite this being a key expectation of global travellers today (Goodwin, 2017; Lane and Bramwell, 2017). This disconnect further supports the case for a more community-centred marketing approach.
Finally, the research identified weaknesses in campaign integration. Initiatives such as “Wales to the World” and “Year of Croeso” lacked thematic continuity and failed to extend across key digital channels. A more unified, longer-term campaign with clear calls to action, supported by influencers and regional partners, was identified as a more effective strategic route. The “Year of Myths and Legends” campaign was developed to meet this need, drawing on the cultural capital of Welsh folklore and uniting it with digital media trends and sustainable tourism values.

2.4. Outcomes
The main outcome of this consultancy was the design and development of a strategically grounded marketing campaign aimed at addressing the gaps identified in Visit Wales’ current approach. The Year of Myths and Legends offers a compelling narrative arc by celebrating the mythological richness of Wales, from the Mabinogion to King Arthur’s legacy. The campaign includes multiple components designed to integrate narrative, place, and participation. For example, regional storytelling hubs will serve as anchor sites where local guides, artists, and cultural historians bring ancient Welsh tales to life through immersive performances, workshops, and themed walking tours. Additionally, the campaign proposes a series of seasonal festivals, such as Beltane-inspired spring events and Samhain-themed autumn celebrations, to offer year-round engagement opportunities.
On a digital level, the campaign would deploy augmented reality (AR) at key heritage sites, allowing visitors to see mythological figures and scenes come alive on their devices. Mobile apps would feature interactive story maps, bilingual content, and user-customisable itineraries based on myth themes. The social media strategy centres around co-creation, encouraging users to share their own interpretations of Welsh myths through TikToks, Reels, and posts using dedicated hashtags like #MyWelshLegend. Influencers with interests in folklore, fantasy travel, and sustainable tourism would be invited to co-create content, amplifying the reach of the campaign to broader international audiences. This approach supports the view of Sigala (2019), who argues that effective destination campaigns must blend storytelling with digital co-creation to remain competitive in a saturated tourism marketplace.
The campaign is designed to operate across social media platforms such as TikTok, Instagram, and YouTube, with content driven by influencers, local creators, and community groups. It also includes proposals for bilingual storytelling, behind-the-scenes videos, and user-generated content under hashtags such as #MyWelshLegend or #ExploreMythicalWales. This aligns with recommendations from Gretzel et al. (2015) and Li et al. (2021), who stress that destination management organisations must adapt to the co-creative nature of digital tourism.
To visualise and support the implementation of this campaign, original marketing materials were created, including a promotional poster and a digital storyboard. These aimed to represent the campaign’s narrative in a visually compelling way and were informed by destination image theory, which suggests that both cognitive and affective components shape traveller perceptions (Echtner and Ritchie, 1991). The poster design integrated iconic Welsh imagery, such as castles, mountains, and mythological symbols, with thematic elements that reinforce emotional branding. As Kotler and Keller (2016) assert, effective destination branding involves aligning visual messaging with strategic objectives and consumer expectations. The storyboard offered a content framework for rolling out campaign material across various media, especially social platforms, and allowed for the testing of narrative elements within a cohesive communication structure.
Another major outcome was the development of a deeper understanding of how community narratives can be scaled globally. Through the survey’s open-text responses and benchmarking against Scotland’s “Spirit of Scotland” campaign, the project demonstrated how local voices and identities can enhance brand appeal, build visitor trust, and improve satisfaction. These findings were supported by academic literature on stakeholder theory and participatory tourism (Freeman, 2010; Dredge and Jenkins, 2011).
Additionally, the project contributed to personal and academic development through engagement with ethical research practices, survey design, stakeholder communication, and independent project management. This aligns with the learning outcomes of the module and the employability skills outlined by Cottrell (2015) and Gallagher (2016), including self-leadership, time management, and digital fluency.

2.5. Reflections
Reflecting on the projects journey, it is evident that the project provided a valuable opportunity to integrate academic learning with real-world application. The transition from research design to actionable strategy mirrored the expectations of professional consultancy roles and highlighted the need for adaptability in dynamic work environments. One key reflection was the importance of narrative coherence in branding. While Wales possesses a wealth of cultural stories, these were often underrepresented in digital content. Understanding how to curate and amplify these stories in meaningful, ethical ways was a major personal and academic takeaway.
Another important learning point was the limitation of access to organisational stakeholders. Despite emailing Visit Wales and receiving some automated acknowledgements, a full dialogue did not materialise. While this initially posed a challenge, it also prompted a pivot towards greater use of secondary data and critical benchmarking, reflecting the flexibility and problem-solving expected in consultancy practice (Storr, 2020; Gray, 2018).
The process also improved my confidence in research ethics, time management, and stakeholder communication. Creating a survey that respected privacy and complied with ethical standards helped me better understand the responsibilities involved in data collection (Bryman, 2016; Saunders et al., 2016). More broadly, the project deepened my appreciation of the tourism industry’s power to shape perceptions, foster sustainability, and contribute to national identity, especially when rooted in authentic storytelling and inclusive marketing.

2.6. Conclusion
In conclusion, this consultancy report documents the research, development, and proposed delivery of a culturally inspired campaign to enhance Wales' international tourism strategy. The project’s mixed-methods approach identified key challenges in Visit Wales’ brand visibility, digital engagement, and narrative coherence. The proposed “Year of Myths and Legends” campaign responds to these findings with a strategy that is digitally agile, culturally grounded, and economically sustainable.
The project provided an academically rigorous and professionally meaningful experience. It demonstrated how theory can inform practice, how data can inspire creativity, and how student-led research can contribute to national-level discourse. As Wales continues to position itself on the global stage, initiatives such as this, rooted in research, ethics, and engagement, will be vital in shaping the next era of Welsh tourism.
3. Conclusion and Recommendations
3.1. Conclusion
This consultancy project set out to support Visit Wales in enhancing its international tourism strategy through research, evaluation, and evidence-based innovation. The project's overarching objective was to understand why Wales underperforms in attracting international visitors despite its rich cultural and natural assets, and to develop strategic recommendations that would reposition it as a globally competitive destination. Through the use of mixed-methods research, stakeholder communication, and case study benchmarking, the consultancy identified key weaknesses in Visit Wales’ current approach, notably in its digital presence, brand storytelling, and lack of cohesive long-term campaign planning.
The research confirmed that while Wales offers a wealth of authentic travel experiences, it suffers from limited international visibility and a fragmented narrative that fails to emotionally engage audiences. The findings pointed to a need for a more immersive, narrative-driven, and digitally integrated marketing approach that aligns with current trends in cultural tourism, sustainability, and experiential travel. Survey results revealed that many travellers lacked familiarity with Wales or held only vague associations with nature and landscape. This underscores the necessity for branding that goes beyond scenic imagery and taps into Wales’ deeper identity, one rooted in myths, language, community, and history.
From an academic perspective, the consultancy project was guided by destination branding frameworks (Pike, 2016; Morgan et al., 2003), the experience economy theory (Pine and Gilmore, 1999), and stakeholder engagement models (Freeman, 2010). The integration of these concepts enabled a rigorous and reflective analysis of Visit Wales’ strategic positioning. The proposed “Year of Myths and Legends” campaign responded directly to these findings, aiming to use storytelling and digital media to evoke emotional connections, support sustainable community tourism, and elevate Wales' cultural distinctiveness on a global stage.
In practical terms, the consultancy demonstrated how academic methods and industry data can be used to shape real-world strategy. The experience of independently managing the research process, engaging stakeholders, analysing qualitative and quantitative data, and presenting actionable outcomes served as a platform for professional growth and academic synthesis. It also highlighted the complexity of working within time and access limitations, reinforcing the need for adaptability, ethical awareness, and critical self-reflection.
Overall, the project confirmed that Wales has the potential to significantly grow its international tourism base, not by mimicking other destinations, but by amplifying what makes it unique.
3.2. Recommendations
Based on the findings, the following strategic recommendations are proposed to Visit Wales to enhance its international tourism appeal and ensure its future campaigns are aligned with global travel trends and visitor expectations.
1. Develop a Long-Term, Narrative-Driven Campaign Strategy
The most pressing needs identified in the project is the absence of a unifying narrative that spans Visit Wales’ digital and offline marketing. Rather than launching fragmented annual themes, Visit Wales should consider investing in a long-term campaign such as "The Year of Myths and Legends" that integrates cultural storytelling with immersive visitor experiences across all regions of Wales.
This strategy draws on best practices from Scotland’s "Spirit of Scotland" campaign and New Zealand’s use of Māori storytelling in tourism (Morrison, 2018). A narrative-driven campaign allows for consistency, emotional resonance, and brand recognition. It also supports year-round tourism by offering visitors thematic trails, story-rich itineraries, and unique festivals. The campaign can be delivered bilingually to highlight Wales’ linguistic identity and foster inclusivity.
2. Enhance Digital Visibility Through Platform-Specific Content
The research highlighted Visit Wales’ underperformance on platforms such as TikTok and Instagram, particularly compared to VisitScotland. With only 53,700 TikTok followers compared to Scotland’s 98,700 (TikTok, 2025), Visit Wales has room to grow its engagement with younger and digitally connected audiences. It is recommended that Visit Wales develop a platform-specific digital strategy that focuses on short-form, visually rich, and story-driven content. This could include influencer partnerships, behind-the-scenes videos of festivals, and myth-inspired user-generated content challenges (e.g., #MyWelshLegend).
Content should be localised, inclusive, and created in collaboration with Welsh communities. Studies by Hudson and Thal (2013) and Chaffey and Ellis-Chadwick (2019) suggest that co-created content increases trust, authenticity, and viewer engagement, all of which are critical in tourism marketing.
3. Invest in Sustainable, Community-Led Tourism Experiences
Today’s travellers are increasingly concerned with sustainability, ethical tourism, and meaningful community engagement (Goodwin, 2017; Lane and Bramwell, 2017). Survey responses indicated that many potential visitors would prioritise destinations that promote eco-friendly travel and cultural immersion. Visit Wales should support the development of community-based tourism (CBT) initiatives by funding local storytelling festivals, sustainable travel routes, and homestay programmes.
Integrating these experiences into official Visit Wales itineraries will distribute tourism income more evenly, support local businesses, and enhance visitor satisfaction. Furthermore, this recommendation aligns with the Welsh Government’s Well-being of Future Generations (Wales) Act 2015, which promotes inclusive economic growth and sustainable development.
4. Leverage Emerging Technologies to Enhance Visitor Experience
To stand out globally, Visit Wales should adopt emerging technologies that support experiential learning and engagement. Virtual reality (VR) and augmented reality (AR) tools can be used to bring Welsh myths to life at heritage sites, while mobile apps with interactive maps, bilingual content, and personalised recommendations can enhance in-destination experiences (Li et al., 2021; Gretzel et al., 2015). These technologies not only improve visitor satisfaction but also allow Visit Wales to collect meaningful engagement data to refine future campaigns.
Integrating GIS mapping tools could also help target marketing efforts by identifying under-visited regions and developing strategies to spread tourism impact more evenly (USGS, 2023). Such digital infrastructure investments would place Wales at the forefront of smart tourism innovation.
5. Strengthen Collaboration with International Travel Influencers
To expand its global reach, Visit Wales should develop a targeted influencer marketing strategy. Collaborating with influencers from key markets such as Germany, the USA, and Australia could help tap into pre-existing audiences and drive word-of-mouth exposure. Influencer content should highlight authentic Welsh experiences, from folklore-inspired storytelling to traditional food and local crafts.
Hudson and Hudson (2013) argue that travel decisions are increasingly influenced by trusted peers and digital personalities, making this a cost-effective and high-impact strategy. Paid campaigns should be complemented with ambassador programmes that incentivise repeat promotion and deeper engagement.
6. Improve Internal Capacity and Stakeholder Engagement
To sustain improvements, Visit Wales must also invest in internal capacity-building. This includes training teams in content creation, data analytics, and cross-cultural marketing. It also involves strengthening partnerships with local councils, tourism boards, and SMEs to co-create campaigns and ensure buy-in from all sectors.
Stakeholder engagement can be improved through regular workshops, feedback forums, and joint campaign planning sessions. Dredge and Jenkins (2011) stress that participatory governance is key to sustainable and inclusive destination development. Visit Wales could lead the way in co-designing its strategies with those who are most affected, the communities themselves.
Final Thoughts
This consultancy has demonstrated that Wales has the assets, heritage, and talent to become a leading destination for international tourists. However, to achieve this, Visit Wales must make strategic changes that align with global tourism trends and visitor expectations. The recommendations provided by my project will help change the future of Wales. When visit Wales reply to my emails I will get in touch with them in the future as my project will be a long-term achievement and will be worked on over the next couple of years with myslef and in collaboration with Visit Wales.
By focusing on what makes Wales truly unique, its myths, communities, landscapes, and language, and by communicating these through engaging, modern channels, Visit Wales can inspire the world to not only visit, but to feel deeply connected to the nation. The path forward requires investment, creativity, and collaboration, all of which are within reach.
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