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Information sharing, fundraising, marketing, and creating awareness regarding a particular campaign are some of the reasons why conferences are often arranged. The exposure that is gained from attending conferences, which are also attended by industry stalwarts, offers unique opportunities for collaboration and business cooperation in the long run. Sustainable Wales: Celebrating the innovation and nature in Wales has been a holistic approach towards the health and well-being of the people, with an aim of establishing a sustainable business model that can lead to a rise in eco-tourism practices within the region. Sustainable Wales encompasses environmental, economic, cultural, and social dimensions, which are focused on reducing the carbon footprint of the tourist while at the same time, reversing ecological decline. With the aim of improving the overall community planning, innovation has played a very important role in predicting the success of various initiatives and identifying strategic measures that can help protect nature and the environment. All these factors have had a very positive impact on establishing a circular economic model that is focused on zero emission transportation, efficient mobilisation of the resources and sustainable use of raw materials. The business conference helps provide a stage to spark partnerships and develop long-term collaborations for providing new and innovative solutions to the tourists from around the world, whose needs and requirements have significantly transformed post the outbreak of the COVID-19 pandemic.
The location for the conference is ICC Wales. It is a world-class convention centre that is located in Newport. With state-of-the-art facilities available in ICC Wales, organising an event that promotes the Year of Croeso campaign can be easily held in this location. It is expected that around 800 to 1000 delegates will be attending this event (conference-news.co.uk, 2025). This is easily handled in ICC Wales as the location is able to accommodate exhibitions and conferences with up to 5000 delegates (conference-news.co.uk, 2025).
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Figure 1: Events cycle
The event life cycle, or the event cycle, refers to the number of stages in an event that the event managers have to go through, starting from the initial conception to post-evaluation. Richards et al. (2025) highlighted that the event cycle is a systematic event success management that helps ensure both the event manager and the event focus on improving constantly, and the participants value the event a lot higher. The identification of the event goals is done in the very first stage, and by implementing the core methodology of the event cycle, these goals can be easily achieved. The event cycle also ensures that various steps are taken by the event manager to develop a detailed plan for the event to properly execute each stage.
There are five important components in the event cycle, which are as follows:
Planning: in the planning phase, the focus is on identifying the aims and objectives of the event and working out of budget, venue, and channel of making the end customers aware that the event is taking place. The overall budget for organising the conference is around £100,000. The event is held in ICC Wales, one of the most popular conference sites in the region (conference-news.co.uk, 2025). Apart from this, the most important channel of communication is going to be the social media platforms such as LinkedIn, email communication and formal invitation sent in a hardcopy format to the CEO, tool, planner, and individual entrepreneurs who are operating in the European Union countries, in the rest of UK and in other emerging economies like China and India.
Organise: the event should be organised by adopting pre pre-marketing strategy to enhance the attractiveness of Wales. The event has to be organised on site, starting from invitations to organising the catering and other hospitality services. The local hotels and restaurants have to be spoken with to accommodate the guests who are attending the event.
Measure: The perceived value of the event can be measured with the help of the experience value score. The experience value score, as identified by González-Granadillo et al. (2021), refers to a key performance indicator that identifies the perspective of the participants regarding the effectiveness and impact of the event.
Analysis: To analyse the performance of the event and its perceived value, it is important to identify whether the event went well or not. The attendees should also be asked to give their feedback regarding points of improvement (González-Granadillo et al. 2021). The needs and requirements of preferences of the attendees have to be fulfilled to make the event a success. Hence, the EVS score can be used to analyse the success of the event.
Share: The output of the event has to be shared on the official website of Wales Tourism, which is run by the government of Wales. The analysis output of the EVS score can also be shared with the team members and the employees who were working in organising the event (Bladen et al. 2022). This can help them improve their skills and capabilities to make the event a success in the future. When repeated cycles of learning are established, the experience of the attendees in the event improves.
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On the day of the confidence, the event itinerary is divided into four major stages. These are as follows:
Pre-conference: this is the time when each of the delegates is checked into the hotels, and they are asked to register for the event on the online platforms. After registration, the location, time and process for attending the conference are informed to the delegates. The event details are already there on the invitation card (Bowdin et al. 2023). A soft copy of the invitation card will be presented once the registration is done. The invitation will consist of venue information, including the map, address, and other accessibility details, contact information for the event manager and Wi-Fi details. Any other tech-related guidelines are also presented on the event details sheet. On the day of the conference, transportation is provided from the hotel to the conference site. The parking services and other local transportation are also taken care of.
Conference schedule: the first two hours are dedicated to the keynote speaker and opening remarks. The speakers inform the delegates regarding the key pillars of Sustainable Wales, which incorporate environmental sustainability, innovation and technology, social justice and economic growth, community engagement and international collaboration. These keynote speakers also inform the delegates regarding the growth and advancements in innovation and technology, coupled with infrastructural development and transportation facilities that contribute to low carbon dioxide emissions into the atmosphere (Limna, 2023). 
The speakers also identify how the campaign of Sustainable Wales have brought together various government and public bodies including the National Health Service, National Park Authorities, Higher Education Board, Arts Council of Wales, and the National Library of Wales to ensure that they think in lines of social, economic, cultural, and environmental well-being and improve their community partnerships to promote the important pillars of health and well-being. Informing these sustainable development plans in Wales can bring about new hope of continued collaboration and partnership among different organisations across the world. The keynote speaker will also highlight the feedback, marketing insights, and the uniqueness of the Welsh culture, to this attraction and languages that make it one of the most suitable international destinations (Allen et al. 2022). Post the opening remarks, the session schedule is provided. Each of the sessions will highlight a specific, unique feature of Welsh tourism that makes it worthy of having a unique sense of place among the international community. The presentations will cover the Welsh culture, the attractions, events, accommodation, and activities that can be performed by the to this, making their Welsh visit a memorable one. After a short break, the second half of the event consisted of networking events and an exhibit floor (Villacé-Molinero et al. 2021). The networking opportunities are presented to the entrepreneurs, and they can also get information about different social events and receptions that can help them enter into suitable collaborations with the local companies in Wales.
Post conference: Post conference, the feedback of the attendees is taken. Analysis of what went well in the conference and what can be improved in the future is based on the attendees. What they think about the event 2025: Year of Croeso in Wales is also identified in the post-conference feedback session.
Additional details: Along with the information presented above, there are various additional details that the delegates need to get. Starting from the venue accessibility to the list of food and drink options that are available at the conference will be provided to them during the registration process itself. If some of the attendees have any special requests, as far as food and beverages are concerned, then it can be accommodated. However, they need to inform the event managers by mail at least 48 hours before the event takes place. The entire list of sponsors and exhibitors is presented on the booth itself. The details of the event manager are sent to the delegate on the invitation card as well as on the soft copy once the registration process is complete.
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Aim: The most important aim of the conference is to bring together chief executive officers, individual entrepreneurs, event managers, and investors operating in small and medium-scale tourism companies from all over the world. When these individuals are brought together, they can discuss shared interests and explore opportunities for collaboration and partnerships in the long run. They can also facilitate the knowledge exchange and establish strong networking, focusing on making the Sustainable Wales: Celebrating Nature and Innovation campaign an international success.
SMART Objective 1: to increase the number of international tourist footfall by almost 15% by the end of July 2025 by highlighting and showcasing Welsh culture, language, and attractions. 
SMART Objective 2: To attract almost 800 to 1000 delegates by the end of May 2025, including individual entrepreneurs, tour managers and chief executive officers of tour management companies to attend the conference so that they are made aware of the unique experience that Wales can provide to their target audience. 
Marketing practices
Target market: the target audience for the conference are the chief executive officers, individual entrepreneurs, and the senior managers who are running a small and medium scale travel and tourism business. These businesses must have a target audience of young adults who are between an age group of 25 to 44 years. Since the theme of the event is sustainable Wales, those individuals who are aligned with the sustainable practices, outdoor enthusiasts and love to live in nature are invited to be a part of the event. The small and medium scale travel management organisations that are targeting adventurous and nature enthusiasts are invited to the conference.
7Ps of marketing
Product: the focus of the event is to promote the concept of sustainable Wales, celebrating nature and innovation campaigns. Hence, all the presentations that are made in the confidence are focused on this specific theme.
Price: the conference itself is not charging the attendees for anything. However, a value-based pricing strategy is adopted for promoting and celebrating sustainable Wales from the end audience who are tourists belonging to an age group of 25 years to 44 years and who are nature enthusiast and adventurous.
Promotion: the promotion is done on the online platforms and social media platforms like Facebook, LinkedIn and Instagram. 
Place: the conference is held in Wales itself.  
People: highly skilled individuals who have strong project management capabilities along with problem-solving and communication are required. The project managers must ensure that they keep the entire conference within the budget that has been allocated.
Process: the processes that are essential for managing the event include needs, assessment, decision making utilizing specific tools and techniques, monitoring to track the progress and identify the specific issues faced by the employees and integration of the decisions made from various stakeholders in the entire event life-cycle.
Physical evidence: the venue and location of the event, cleanliness, suitability, and comfort, decor, and ambience, and the branding practices that reinforce the identity and professionalism of the event must be upheld.
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Figure 2: EMBOK
(Source: embok.org, 2025)
Domain
The first dimension of the EMBOK model is the domain dimension. The domain is made up of five areas of management, namely design, administration, marketing, operations and risks.
Administration: in this sub domain, financial, human resource, information, procurement, and stakeholder management comes into play (Getz and Page, 2019).
Design: the content and theme of the event is Sustainable Wales, celebrating the nature and innovation campaign. Hence, the content, theme and the entire identity of the programme must be to highlight the sustainability practices.
Marketing: the promotion strategies must be to attract the target audience, especially those who have personal values aligned with that of sustainability. The marketing plan must be developed accordingly (Meredith, 2017).
Operations: the communication, logistics and infrastructure must be on point. All the attendees of the event must be communicated regarding the theme of the event and what to expect from the event.
Risk: health and safety of the attendees, travel insurance, security of the attendees and compliance with the health and safety norms of the employees must be upheld.
Processes
The processes identify a series of steps that are taken by the event managers to ensure proper execution of the event. The actions are the components in the overall process to deliver the event. Each of the actions is contributing to a competition of a specific task. 
Needs assessment: there is a need to conduct a thorough assessment of the objectives and goals of the event.
Decision-making: identification of specific techniques and tools for decision making is important (O'Toole, 2010).
Monitoring: implementing suitable monitoring strategies to track progress and identify the issues are implemented.
Integration and documentation: the response from various take all throughout the event life-cycle is documented and they are written for future analysis.

Phases
[image: ]
The most important event phases are as follows:
· Initiation
Identification of event objectives along with the return on investment: It is very crucial to identify the investment of all the targets that have been set for the event. The event planning and strategy also have to be aligned with the goals (Sharma et al. 2021). The most important key performance indicators that are used to evaluate the success of the event have to be outlined.
Event budget: It is important to identify the budget for the conference. This is exactly going to show the return on investment. Even though there is extensive preparation, if the event is going out of budget, then it is considered to be a failure.
· Planning
Identification of the team members: It is very crucial that the appropriate team members with the right skills and capabilities are appointed. Importance of both the hard and soft skills has to be upheld.
For a successful conference in Wales, it is important that both hard and soft skills are given importance. 
· The organisers must have strong project management skills and capability, along with communication and problem-solving (Orîndaru et al. 2021). 
· Project management ensures that the event is performed within the budget that has been initially agreed upon. The schedule and resource allocation are also done effectively. 
· As far as communication is concerned, there has to be open and seamless communication among all the stakeholders of the event. This ensures that there is no miscommunication or ambiguity in terms of knowledge sharing (Holmes et al, 2022). 
· Finally, the main purpose of the conference is to build networks. Hence, the event sponsors must focus on relationship building with all the people who are attending the event.
Event branding: it is crucial that the event branding is done in a correct manner that will help in hosting the event efficiency. The branding has to be performed with the help of a successful marketing campaign (Scherf, 2021). The selection of light promotional tools is crucial. For instance, the use of professional social media platforms like LinkedIn is very important to ensure that the goals and objectives of the event are professionally informed to the delegates. Apart from this, they have to be given a formal invitation to the event.
Selection of necessary tools: This is quite crucial as there has to be a blend of both AI and human intelligence for the success of the event. The technical aspect pertaining to the transmission of data and information, and the use of IOT also has to be taken into account.
- Implementation and actual event
In the implementation phase, on site activities such as registration, program, execution, check-in activities take into consideration. The guest experiences are recorded and managed and all the issues that are arising are addressed. The registration of the event is often considered to be complex and chaotic. The process has to be performed on the online platform to ensure seamless check-in to the event.
- Closure
In the closure phase, the feedback of the customers is recorded for further improvement in service. The employees are briefed accordingly so that further improvement in skills can be made. 
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	Particulars
	Amount in Pounds

	Administration 
	10000

	Event Management 
	20000

	Human resource
	40000

	Marketing 
	20000

	Technology
	10000

	Total
	100000


Proposed Income and Expenditure
	Income Source
	Amount (GBP)

	Government Tourism Development Grants
	£30,000

	Sponsorship (from sustainable tourism brands, airlines, SMEs)
	£25,000

	Exhibitor Fees (booth rental, branding options)
	£15,000

	International Tourism Board Contribution
	£10,000

	Merchandise Sales (eco-friendly kits, souvenirs)
	£5,000

	CSR/ESG Contributions from Travel Corporations
	£10,000

	Total Income
	£95,000
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Revenue Generation Strategies
	Strategies
	Description

	Strategic Sponsorship Packages
	Tiered sponsorship levels (Platinum, Gold, Silver) with branding at booths, brochures, and digital media. Targeting eco-conscious brands, local tourism boards, and hospitality firms.

	Exhibitor & Vendor Fees
	Fees collected from businesses for booth rental and branding opportunities. Direct access to international delegates.

	Government Grants & Partnerships
	Financial support from the Welsh Government and UK tourism funds for promoting “Sustainable Wales.” Includes sustainable development and rural enterprise schemes.

	CSR Partnerships
	Funding through collaborations with corporations that prioritise environmental sustainability and ethical tourism in their CSR agendas.

	Merchandise Sales
	Revenue from eco-friendly merchandise like bamboo kits, reusable bags, and local crafts sold on-site and pre-event.



Mitigation of Financial Risk
· No registration fee: Keeps barriers low and increases attendance.
· Hybrid sponsorship model: Diversifies funding sources.
· Contingency fund: Built into event management and administration categories (approximate. £5,000 of flexible expenditure)
· Break-even target: Aimed at £95,000 income against £100,000 cost with potential for +£5,000 recovery from post-event media rights: Video replays, and sponsor follow-ups.
8. Industry Trends / Issues / Impacts
With the outbreak of the pandemic, a new staycation market has emerged in Wales that has provided a significant opportunity for the local communities to attract high-value visitors from across the United Kingdom, European Union countries, as well as other international markets. Given the nature of the market, there are major opportunities that make Wales a perfect destination for individuals seeking diverse outcomes (Stone et al. 2022). For instance, it has something for every age group and different types of leisure travellers. From culture to museum to adventure-seeking tourism, something new is offered to every individual visiting Wales.
Although the event is likely to be a success, it is not without its fair share of issues. Building an international profile in Wales has been a long and ongoing process, and there has to be an integrated brand development for the Welsh government. There has been a significant growth in international demand, with a large number of German, European and US customers coming into Wales (Clarke and Bowen, 2021). However, due to a lack of flight connectivity, the Welsh community has not been able to reach out to international audiences, especially those who are located in Asian countries. International growth is a very stubborn challenge as the rising costs are making it difficult to attract individuals from middle-income countries (Stone et al. 2022). Hence, although the event is going to be a success among the delegates coming from the European Union and the British regions, delegates coming from the emerging Asian markets might be reluctant as Wales is not a very popular destination among its target audience (visitwales.com, 2025). 
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9. Situational and Cultural Considerations
Sustainable Wales: Celebrating Nature and Innovation, as a campaign, has identified itself as a facilitator for tourism within the region (visitwales.com, 2025). However, this campaign is not without its fair share of challenges. A SWOT analysis is likely to reveal the situational and cultural considerations that are linked with the conference:

Figure 3: SWOT Analysis
Strength: The conference, which focuses on highlighting the Sustainable Wales: Celebrating Nature and Innovation campaign, is based on feedback and market insights that highlight the sustainability tourism model of Wales. The Welsh culture and the commitment of people towards sustainability practices have a unique sense of place, and it also has a history which can offer one-of-a-kind experiences to the visitors (Lonardi, 2022). The concepts that are developed by the Welsh community are deeply rooted in its culture. For instance, the term HWYL has been used in Wales as a description for a state of joy that comes when the individual is present in the moment. A number of communal activities, including art and music, have been the most important strength that is attracting millions of visitors each year (visitwales.com, 2025). The conference has to capitalise on this strength and attract the Asian market to consider Wales as a key point of tourist visit in the summer months (Bowen, 2022). The warm hospitality and welcoming, and friendly nature of the Welsh people is also a very significant factor that has become a key element for the international tourist attraction within the region. These factors can help the conference event managers network with the relevant stakeholders for future partnerships.
Weakness: The most crucial problem has been the issue of seasonality. The weather conditions are the main perpetrator of the seasonality of tourism. There are uneven numbers of visitors throughout the year, mainly because of the rough and unpredictable weather conditions (Price and Rhodes, 2022). This is important to look into because using AI technology to predict the weather conditions can help promote greater tourism throughout the year. Another major weakness is the lack of direct flights from mainland Asia to Wales (Price, 2021). This is unnecessarily increasing the cost of travel, and hence, the Asian market is not considering Wales as a prime tourism destination.
Opportunities: it is very important to attract international visitors, especially by establishing one partnership with the small and medium-scale enterprises that are providing incentives on the travel and tourism packages to Wales (Carlisle et al. 2021). The Welsh tourism packages can be clubbed with UK tours, a popular destination for travelling among Asians.
Threats: Finally, the mainland UK is giving Wales major competition in international tourism. Brexit has also made it extremely difficult and costly for EU customers to visit the location (visitwales.com, 2025). Hence, travel expenditure is on the rise, and this is negatively impacting the tourism revenues. It is very important to look out for cost-effective ways of helping tourists enjoy travelling to Wales so that the local community can benefit from the tourism sector.
Conclusion
The focus of the business conference is to promote the sustainable tourism business models that have been established in Wales and to look for efficient collaboration initiatives. As a business conference, it can help unite experts, professionals, and entrepreneurs to discuss the opportunities and challenges in growing international tourism in Wales.
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SWOT


Strength: The Welsh culture and the commitment of people towards sustainability practices have a unique sense of place, and it also has a history which can offer one-of-a-kind experiences to the visitors (Lonardi, 2022)


Weakness: The most crucial problem has been the issue of seasonality. The weather conditions are the main perpetrator of the seasonality of tourism. 


Opportunities: it is very important to attract international visitors, especially by establishing one partnership with the small and medium-scale enterprises that are providing incentives on the travel and tourism packages to Wales (Carlisle et al. 2021). 


Threats: Finally, the mainland UK is giving Wales major competition in international tourism. Brexit has also made it extremely difficult and costly for EU customers to visit the location (visitwales.com, 2025). 
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