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Project Findings -

Overview and Analysis -

This project is an MMA event set to be held in Cardiff’'s Principality stadium on the
17th of January 2026. The card for this event was based around Welsh fighter Oban
Elliott. This will be his first main event in the UFC as well as Cardiff’s first UFC as a
host city. The main objective for this event is to boost global Pay Per View (PPV)
buys for the UFC in future events. Through the aims and objectives and strategic
marketing this project has the guide for the UFC to be able to expand its fan base
even more globally. The expected attendance to the event will be 74,500 as this is
the capacity of the Principality stadium which the UFC is hoping to sell out. This
event will feature up and coming UFC fighters competing on an action filled 15 fight
card.

During the course of undertaking this project there were many valuable skills which |
have developed. In this event | learnt a lot of strategic planning.The strategic
planning for this event was based around an event strategy. This went from
everything from choosing the event venue based on the project's aims and
objectives. This was then aligned with the marketing for this event. Because of the
location of this event and celebrating Cardiff hosting for the first time this event will
promote a lot of Welsh and other European talent. | also improved my understanding
of the challenges which large scale events have to face, an example of this occurring
in the project was realising that the UFC has a extremely strict venue layout policy
which ruled out many possible venue options as they wouldn't be suitable.This gave
me an insight of how difficult it is to plan an event of this magnitude. | learnt how
important the strategic aspect of event planning is. | also found out how to structure
an event plan in order to ensure the main objective is met. For example designing
not just local but more global aims and objectives, this was to help ensure that the
main goal of the project is realistic. Through learning more about the strategic aspect
of event planning | also learnt how to segment the target audience. | developed the
skill of applying data driven marketing. This was another essential skill which |
improved for this project as | needed to be able to help my strategies efficiently work.



Evaluation of Projects Success -

This project had many main goals that i set out to achieve within this project, these
were the aims which i set previously which was everything that | wanted UFC Cardiff
to set out to potentially be able to achieve. The main objective was to boost the
global PPV numbers of the organisation. In terms of this goal the project's impact
would definitely be successful, this is because through my research | have come to
the realisation that PPV numbers are driven through superstars within the UFC. A
large portion of the research that | did for this project was about UFC Dublin and also
UFC Paris and realised the difference between these two events and their PPV
numbers and the reasons that they differed.

This event has the potential to be incredibly successful as it would be a historic event
in Welsh history as well as the UFC’s. Looking at all of the figures and research the
event is projected to be highly successful. However there are adjustments which
could have been made to improve the strategy and event planning prior to the event
taking place. However the key part of the event's potential success is the marketing
and character building of Oban Elliott from the UFC as the research on the come up
of Connor McGregor shows how vital this is for the biggest PPV numbers. Marketing
a superstar would be an essential aspect in achieving the goal of increasing the
UFC'’s global PPV buys. At the time where this event occurred Connor McGregor
was also in quite a similar situation to Oban. This would have generated the outcome
of success for the event if Oban Elliott was to have a great performance. It is highly
beneficial to have many events with similarities in order to get the effective
information on how the event can generate the most success.

Future Adjustments -

The changes which | would implement if | was to complete this project again would
be to tie in more of the local identity into the event. Although the event is being
promoted as Cardiff's first ever UFC, maybe more cultural aspects of the country
could've been integrated within the event. This could've been things like more Welsh
culture and also Welsh music and phrases on the poster. These different marketing
and promotion strategies could be highly effective for the economic impact that
Wales has after this event.



It is also important for events to market using different promotional techniques, this
event mainly used digital marketing through platforms like instagram and youtube as
they have the largest reach with the lowest cost for the organisation. The other type
of marketing strategy mainly used was PR and media coverage for content such as
interviews and podcasts. This was to create more of a personal feel between fans
and fighters competing on the card. However if this project was to be carried out
again it would be beneficial to look at other techniques to use. These could be
methods that the UFC don't normally use. However because they work very well for
the organisation and as it travels globally for the timeframe of this project it was
decided to focus on the digital aspect in order to refine it as much as possible.These
changes that were suggested could offer even more authenticity to Wales ensuring
that people watch in the event as they know exactly what to expect through the
marketing techniques used. The timeline of the event could have also been adjusted
for this event. Similar to UFC Noche which is for Mexican independence day, this
event could have taken inspiration and been on St David's Day for Wales celebrating
the country and further integrating the culture and history into the event.

Presentation - (In Appendices)



Report

Executive summary -

This project explores the potential of Cardiff as a host destination for hosting their
first UFC event. WIth the growing interest of the UFC and also MMA, this project
The report details a comprehensive plan including marketing strategies, stakeholder
engagement, risk management, budget allocation, and project outcomes to ensure
Cardiff becomes a regular feature on the UFC’s global calendar. This project also
explores the significance of marketing specifically through up and coming Welsh
fighters. This is through looking into Gibbs (2018) framework for qualitative data
analysis. This focuses on interviews, media representation and commentary in
relation to Welsh UFC fighters.

This project had the original goal of boosting global PPV numbers and analysing the
impact which the UFC hosting the first event on Welsh soil would have. It also has
great infrastructure and travel links. After the feasibility study was completed, the
Principality was seen as the most suitable venue to use for this project as it is one of
the few stadiums around the world which has the ability to close the roof. This is
something that is crucial to determine whether the event could be hosted at the
Principality stadium. The closing roof of the stadium was deemed to enhance safety
of the event. The principality stadium can also accommodate 74,500 fans and it also
has great transport links and is close to the city center. This event is projected to be
the second largest UFC event in history above UFC 243’s event held in the Marvel
stadium in Melbourne Australia which had an attendance of 57,127 MMA Hive
(2022). The main goal of this project was to leverage Wales as a host destination to
increase pay per view buys from around the world and the stadium selected for the
project was a key part in making this happen. This report will evaluate the project's
process and its findings and conclusions after reviewing success against the
predefined goals and aims and objectives.

“Project Process -

There were many different phases within the process of this project to ensure that
enough research had been done and measures put in place in order to ensure this is
a successful event. The first process of this was to think of the key aims and
objectives which this event strives to achieve. Firstly looking at the aims. There were
5 main aims that this project had the goal of achieving. Firstly, increase global PPV
buys through more strategic social media marketing. This was the primary aim that
this project set out to achieve. The other aims were -



- Increase the star power of Welsh up and coming MMA prospects through this
event

- Wales to be a regular host of more events

- Analyse the different international fan bases globally to be able to strategically
market to different target markets effectively

These goals were set out in order to have a clear method to creating a successful
event. The idea of theming this event around the star power of Welsh fighters was
guided by Gibbs (2018) theory of analysing qualitative data. This is why many
interviews of previous UFC fighters such as Connor McGregor were analysed for
their prior events in their home countries. Gibbs theory states the importance of
staying closer to the data during the planning stages of an event. This is why data
such as interviews were closely analysed in the planning of this event to follow the
prior success of events such as UFC Dublin.

Most of the UFC’s data is found by mainly looking at qualitative data. Interviews and
media commentary is the biggest way that information is made available to the
public. After reviewing the current data available to benefit with the project and
considering the different aims and objectives an event budget was created.
According to an article from TwentyFourOwls (2023) forming aims and objectives
during the event planning process is a key part of the event being successful. This
was an extremely long and detailed process which firstly involved evaluating the
feasibility of this event taking place. This was the first process of the project which
looked at whether the Principality was the right venue for this event and whether the
stadium can comply with the UFC’s guidelines and maintain good organisation.

Through research from looking at past UFC events this is a key step in ensuring that
the event is run successfully. One of the UFC events with the most number of issues
of all time was UFC 283 in Rio De Janeiro, Brazil. This event had multiple issues of
fan behaviour during the title bout of this event. This consisted of fans displaying
unsportsmanlike behaviour. This raised many questions about the venue's safety
procedures as chaos erupted in this event. This event shows the true importance of
venue safety and crowd management in large scale events. Tightened security will
be implemented to ensure nothing like this happens again.

This looked at whether the Principality stadium had the necessary things that the
UFC needed as it is a stadium and not your typical venue for this kind of event. It
also evaluated how suitable the venue was. There are several key event planning
theories which | have used to help during the creation of this project. During the
planning of this event, the strategic planning process theory helped me support my
aims and objectives and make me create suitable goals for the event.



This theory emphasises data driven decision making and also increased goal clarity.
According to Team E (2024) decision making is crucial in events planning as it leads
to desired outcomes. This is why it was essential to ensure the decision making
strategy was suitable for this event. The qualitative data collected at this point in the
project was crucial for helping make decisions for the event. All of this data used was
primary data as the benefit of up to date content which has the most information as
this is the way the organisation already markets their events. This method clearly
works due to their success in America, however this project can have the potential
impact of this success eventually being matched in Europe.

After the aims and objectives for the project had been decided it was a start of the
planning process of the essential elements of the event. Firstly the stakeholders
were decided for the event. The UFC was already the main stakeholder for this event
as the majority of the budget available was the organisation's money. However the
Welsh Government and Cardiff council were also chosen as the other two main
stakeholders. The Welsh Government also supplied funding for the project. However
this was £2 million to use as a contingency fund in case the event ran over budget.
This was an important addition made to the project as it is extremely important to set
up contingency plans for the event. An article from Ford (2002) explains the
importance for contingency plans and how their purpose is to manage risk and
achieve project goals. This is why it was essential to integrate a financial
contingency plan within the event.

Once the aims and objectives of the project were established, the planning process
began with identifying the key stakeholders for the event. The UFC was the primary
stakeholder, providing the majority of the budget. Additionally, the Welsh
Government and Cardiff Council were selected as secondary stakeholders. The
Welsh Government contributed £2 million in contingency funding, which was crucial
for managing potential budget overruns. This contingency fund was an essential
aspect of the project, as contingency plans are vital for managing risks and ensuring
the successful completion of a project, as highlighted by Ford (2002). Incorporating a
financial contingency plan was a critical component of the event's planning process.

The next stage for the process of this project was to create a timeline for this event.
For this important dates were selected in the planning stages such as the event
announcement, date of ticket release and the events date and take of taking place.

These were the key dates decided for the event
- Event announcement (7th September 2025)

- Ticket release date (1st October 2025)
- Event date (17th January 2025)



The event had originally started being planned in September 2024, this meant that
there was a full year of time in between the planning stages of the event and the
announcement. This gives enough time for adequate planning and strategy to be
applied to the event to increase the project's goal of achieving its objective. Efficient
time management is key to the success of events and organisations.

The next stage of the process was to decide the resources needed for this event to
be able to take place. This included deciding what staff were needed at the venue
such as security and bar staff. However a lot of the focus for this stage of the
planning was focusing on ensuring an adequate number of medical professionals are
at the event. This will generally be provided by the UFC by roles such as cut-men
however UK paramedics will be the medical service responsible for the event. There
is also a lot of infrastructure that was decided was needed for this event, this
included the octagon, personalised seating for fans as the layout of the venue has to
be altered to comply with the organisations strict venue policies. It will also include
other guest areas, extra technical equipment such as lighting and media areas.

Integrating efficient risk management was also a part of the event planning process.
This looked at the operational risk that could happen in the event. This included risks
such as fighter injury or withdrawal. Venue issues were also another risk which were
highlighted in the risk management process. There were also other types of risks
that were found in this process. These included financially such as over budgeting,
reputationally if the event was not perceived very well, and finally were the logistical
risks for this event. This included the impact weather disruption can have on
transport to the UK for European fans prior, and also fans attending the venue on the
day of the event.

This is where the contingency plans for the event were decided. This included
another 2 million in funding in-case of over spending, and also contingency plans for
evacuation in-case of the risks of fire, terrorism, crowd control and medical
emergencies. In order to mitigate all risks of potential failure of the objective being
met for this event were countered with a success criteria which was part of the
process for planning this event. According to an article published from Lamprou, A.
and Vagiona, D.G. (2022) making a success criteria is one of two fundamental components of
project success. This is why such an important part of the planning process for this event was
to create a success criteria in relation to the project. This criteria included -

- Ensuring the operations of the event ran smoothly. E.g. event time doesn’t over run

- Strong contingency plans including backup fighters for the event, evacuation plans

- Efficient strategic marketing in order to ensure a noticeable rise in global PPV
numbers



Key findings -

After completing the process of planning the project these were the key findings.

- Significant Market Potential: The continued growth of MMA across the UK
and Europe indicates substantial market opportunity. The emergence of
Welsh fighter Oban Elliott shows this potential, offering notable promotional
value for both the UFC and Welsh tourism. Comparative analysis with Conor
McGregor’s career trajectory shown by the strategic use of qualitative media
promotion. This demonstrates the effectiveness of personality-driven
marketing, which contributed to McGregor becoming the world’s
highest-earning athlete in 2021 earning a total revenue of 180 million (CBS
Sports, 2021).

- Superstar-Led Pay-Per-View (PPV) Success: Historical data highlights that
the UFC’s most successful events are driven by high-profile athletes capable
of attracting large audiences. Accordingly, a core component of this project’s
marketing strategy should focus on enhancing Elliott’s public profile to
increase PPV sales over a projected medium-term period of 3 to 5 years.

- Strategic Venue Selection and Cultural Integration: The choice of venue is
critical to delivering a great experience. The Principality is a venue capable of
accommodating large-scale production elements that will be necessary to
reflect Welsh identity meaningfully. The UFC Sphere event, which effectively
integrated Mexican cultural narratives in celebration of Mexican Independence
Day, serves as a model for culturally immersive sports presentation.

- Effectiveness of Localized Marketing: Incorporating Oban into the
eventline-ups has proven to be an effective method of increasing engagement
and PPV sales in target markets. Promoting Oban Elliott in a Welsh-based
event aligns with this established approach, offering both commercial and
reputational advantages. This is seen from McGregor

- Necessity of Comprehensive Risk Management: The development of
detailed risk mitigation strategies, including contingency planning, is essential.
Failure to anticipate or effectively respond to crises may result in disruptions
and reputational damage for the event showing the importance of proactive
event planning.



Project Outcomes -

Looking at the potential outcomes based on the aims and objectives of this project,
the plan for this project and the method in which it was carried out would ensure the
UFC meets their aims in order to positively impact the Welsh tourism industry. As this
event has not yet actually taken place firm outcomes can not be decided

Looking at each of the aims and objectives it is important to determine which ones
could have been met as an impact of the event happening.

The main goal of this event was to boost global PPV numbers through this project.
This will analyse how successful the event could be based on the aims and
objectives set. Firstly looking at the economic impact of the event and the outcome
that this project could potentially have. The economic impact that would be
generated from this event would be absolutely massive and very beneficial to Wales’
economy. Looking at a UFC event which happened in Paris we can see the impact
that this would create. According to the UFC, Paris made an economic impact of
33.4 million euros. This was Paris’ first UFC event that was not fight night meaning
that it was on a larger scale. The actual event gate was a total of 4 million, however
money was generated elsewhere for the tourism industry within Paris. The
attendance at this event was 15,449. This event would be on a smaller scale as
Cardiff's aim is to sell out the principality at 74,500 to make it the largest UFC event
of all time behind Melbourne’s.

The total budget for this event was a total of 20 million raised by the UFC with a
contingency of funding from the Welsh Government. However, with this large
contingency funding from the Welsh Government they also do expect a good level of
return on investment (ROI). This is important for stakeholders to also positively
benefit from this project which would ideally be more events within Wales to boost
profits for the tourism and hospitality sectors. Although the main objective is to boost
PPV buys globally for the organisation it is still key that stakeholders and the host
city also have many positive outcomes as a result. Comparing the numbers expected
for this event it is clear that UFC Cardiff should have a significantly larger economic
impact because of the scale of the event. This will also mean higher PPV numbers
as the budget for this event is higher than the majority of other UFC cards.

The regional loyalty was a vital part of the market demand as historically as Wales is
a small nation it has waived a huge amount of support when the country has decided
to shine internationally. An example of this happening was the 2016 Euros where
many Welsh fans who weren't interested in football were captured by the marketing
of Wales such as the team spirit and national pride. The target market to promote
this event to boost global PPV sales will mainly be the European fan base.



This is because the sport is already very popular in America whilst only continuing to
grow and expand in Europe, this is why it was chosen to mainly market this event to
this part of the audience through mainly digital marketing techniques such as social
media marketing.

The marketing strategy for this event was chosen to be mainly social media
marketing, this is because of its success for past events for the organisation and the
fact that it has a global reach making it easier to achieve the objective of the project.
This was one of the largest parts of the marketing strategy as Welsh fighter Oban
Elliott will be the first ever Welsh fighter competing in the main event.

He will be largely promoted using interviews published to social media platforms
such as instagram. The support that localizing an event can generate is massive and
can have a significant impact on the success of an event. According to a blog from
WeGilob, localisation is the process of adapting a brand or product for a specific local
context. Oban will also be marked using this strategy as Welsh sporting fans now
have something to relate to, an up and coming prospect from their nation who they
can follow and support.

The desired outcome that this project will have is that as a result of the strategic
marketing and planning within this event global PPV numbers will rise as fans from
Europe and mainly Wales will have been more exposed to the organisation. As a
result this will hopefully create more fans out of America expanding the organisation
and therefore the sport. This will also create more talent within the sport as more
people will be inclined to try it themselves. This can also create the outcome of more
clubs being opened within Wales. This will improve MMA infrastructure within the
country which is another selling point for Wales to host future UFC events. It is also
hoped that the marketing strategy is effective. The media content posted during fight
week will hopefully get fans to know a little bit more about the Welsh fighters fighting
on the card. This will boost their platform and gain them fans.

Limitations and challenges -

Although this event has the potential and strategy to ensure its effectiveness it still
doesn't mean that this event does not have any limitations or challenges that it could
face. One of the largest limitations for this project is the fact that the timezone is not
as usual for this event as it is within Europe. While the main objective of the event
was to increase PPV buys globally the marketing strategy focused on European and
largely UK fans.



The fact that the UFC’s fan base is predominantly American was the key factor for
mainly marketing towards the European audience to increase global PPV buys. It is
more efficient focusing on the marketing of destinations such as the UK where the
UFC isn't as popular such as Europe. To counter this it was ensured that the fight
card was good enough to be able to get the MMA fans of America to stay awake just
like European fans do most weekends. This is to give people who haven't come
across UFC events the opportunity to watch it to see what it's all about. This was the
best strategy to implement as it captures the interest of new fans whilst also still
having the American fan base tune in. Another challenge that this event has the
potential to face is superstars not living up to the hype. In the UFC fans mindsets are
largely unfair on fighters basing how good they are only off of their most recent fight.

For example if Oban Elliott lost in the main event by getting knocked out within the
first round he wouldn't be seen as a good of a prospect as he previously was. This
can affect his marketability and potentially create disinterest in fans and potentially
harm the desired outcome of this project. This issue is out of anyboys hands but the
fighters, however it is still an important challenge that this project could face. Overall
the main outcomes are hopefully to continue and speed up the growth of MMA
globally, this will come through PPV buys from a larger target market then
predominantly the USA as the different marketing strategy being used will ensure
more inclusion of the European fanbase.

Reflections and Conclusion -

In completing this project aimed at boosting global Pay-Per-View (PPV) buys for the
UFC, | have gained several key insights. The project was particularly enjoyable due
to my deep passion for the subject matter. | believe Wales stands to benefit
significantly from hosting a UFC event, particularly in terms of its tourism industry.
Given the increasing popularity of the sport, this project was an exciting opportunity
to plan for an event that could potentially take place in the near future. The UFC has
been in discussions about hosting an event in Cardiff, although it has prioritized
other destinations such as South Africa and Spain, where established champions
have garnered strong fan bases. Consequently, it is unlikely that Cardiff will host a
UFC event in the immediate future. This highlights the importance of strategically
marketing Welsh fighters within the UFC to enhance their visibility, fan base, and
potential for title opportunities, which could eventually lead to the possibility of a UFC
event in Wales.



Upon reflection, if | were to revisit this project with the knowledge | have now, | would
place more emphasis on the technical aspects of the event. For instance, my
research into the UFC Noche event at the Sphere demonstrated the value of
effective visual techniques, such as animations, to create a more immersive fan
experience. If given more time, | would have incorporated similar elements into my
project.

In conclusion, this project aimed to increase global PPV buys by reaching a wider
audience through comprehensive research on the promotion of Welsh fighters,
localized marketing strategies, and unique selling points (USPs) of the event. The
long-term goal of enhancing the global reach of the UFC and supporting the growth
of Welsh MMA would be achievable with the proposed strategies. | remain hopeful
that the UFC will consider hosting such an event in Wales, as it would significantly
contribute to the growth of the sport both locally and internationally.
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UFC Cardiff

2026

Increasing Global PPV
buys - Project Findings

UFC Cardiff 2026

This project is for Cardiff to host its first
ever UFC event. As aresult of the
strategic planning prior to this event there
were many potential positive to be gained
from this experience. In this presentation
the findings of the project will be
discussed to look in more detail at the
projects development.




Prior to the event -

This event was to host the first ever UFC event in Wales. The
Principality was the host stadium selected for this event as it offered
many valuable features to the UFC.

The goal is to grow MMA within the UK and Wales specifically. It also
has the goal of helping local businesses within the tourism industry
such as restaurants and hotels.

According to TwentyFourOw|s creating aims and objectives is key to
ensuring successful event planning. The first process of the event was
to come up with clear and concise aims and objects for the project to
set as goals

Projects Aims/ODbjectives

Aims Obijectives

- Increase the UFC'S global Pay Per View buys
- Create a detailed analysis on what venues Wales could

- Increase Welsh fighters profiles within the UFC through possibly use for similar events (if applicable) explain what
strategic marketing the best venue is and why
- Wales to become a regular host of future UFC events - Identify key cultural aspects of Wales as a destination and
how this could potentially attract more interest from the
- Assessing the potential Wales possess as an events UFC

destination to determine its value
- Break down the target market in Wales in order to market to
- Analyse the difference between different fan bases in order different demographics more efficiently.
to be able to market to the public most effectively
- Explore the different media sources which will be the most
effective tools to market Wales as a host destination

- Designamarketing campaign tailored to Wales including
different promotional strategies.



Key Findings

R

Event Overview -

Announcement - 7th September 2025

Ticket Release - 9am 1st October
2025

Event Date - 17th January 2026
£20 million budget

£2 million contingency (funded)




Event Venue -

Principality Stadium Pro’s

74,500 Capacity. Principality (2025).
Facts and Figures.

Adjustable roof ideal for this type of event.
Unique selling point USP for the venue.
Iconic and has a central location

: Dn[lgn

f Llywodraeth Cymru

J/'/J) Welsh Government




Importance of Stakeholders

- A stakeholder is any individual, group or organisation which has an interest in the activities, objectives or
policies of a business or project. Fernando, J. (2024)

- Funding source for organisations to potentially use. For example the
Welsh Government partially funded this event as they hope to see
some return on investment back (ROI)

Event return on investment is a metric used that can assess the value
And effectiveness of an event in terms of the investment made. Event
Investment (ROI) - Event Always.

Marketing Strategy

PLANNING ”‘"AGE
%ﬁ\ MA/ & / * INTEGy
RKETING A
STRATEGY . ¢

A marketing strategy refers to
a businesses overall plan to
convince customers to buy its
products or services. (Barone
A 2024)




- Gibbs reflective framework (1988) This model encourages detailed exploration of personal
experiences and emotions. This is why it's important for the qualitative data mostly displayed
within the UFC as fighters tend to play a personality to gain more success

- Audience engagement/Marketing insights in order to check how effectively the marketing
strategy is working. Gibbs framework states the importance of using qualitative data in the form

of interviews and other media content.

Event Promotion

TAMILC

| EXGLUSIVE INTERVIEW |

[KHABIB NURMAGOMEDOV
2022 UFC HALL OF FAME |-

- Frequent social media
updates e.g. clips to market
and also create a fight poster.

- Fighter interviews before
and during fight week




UFC Youtube

Home Videos Shorts  Live  Podcas Playlists  Posts

The official UFC youtube page is where fight week will be documented through
videos called 'UFC Embedded’. This is a series of videos posted for the week
leading up to the fight showing the fighters who are competings experience in

Cardiff
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Oban Elliott -

Undefeated in the UFC

Up and coming prospect within the
organisation

Loyal social media following, primarily
Welsh.

Benefits -

Increased local engagement
Market expansion and revenue growth
National pride and identity. Inspire the up and
coming generation to pursue the same path.
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Target Audience

- More interest from European
fans as its one of few events in
the evening instead of the

Ukrmine

| £y et .
¢4 early hours of Sunday morning.
g 2|l Russia
= - More ticket sales from
? :5'_ Germany_ = european fan base

- Welsh sports fans. Regional
loyalty will greatly increase the
support for this event.

EVENTS RANKINGS ~ ATHLETES  NEWS "Fr CONECT SR Q

- ECNOMIG IMPAL]
“DARIS FORCUFE'S FIRST EVENTIN -

ThesSeptember2022 Event Had A Hug®impact On Tolrism,




Potentla] Impacts - Largest gate in UFC history

- Increased revenue for the
UFC through more PPV
buys

- Sustaining business growth
and Global expansion

- Increased tourist influx

What would the event Achieve?

Slgnificant economic impact for Wales
Highest UFC gate of all time (sold out principality 74,500)

Popularity of Oban Elliott increases significantly due to the strategic
marketing prior to and during the event

Growth of fan base within europe, significantly Wales

Improved relationship between the Principality stadium and the UFC
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