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· [bookmark: _Toc199526712]Introduction 
Legends of Croeso is an innovative heritage hospitality festival scheduled to take place from 3rd to 5th July 2025 at the historic Conwy Castle, North Wales. Developed as a flagship event under Visit Wales’ “Year of Croeso” campaign, the festival aims to celebrate and promote Welsh hospitality through immersive storytelling, live theatre, cultural workshops, and historical reenactments. Its core mission is to revive and share the lesser-known legends and traditions that have shaped Wales’ unique cultural identity.
Conwy Castle, a UNESCO World Heritage Site, provides a powerful and authentic setting that enhances the festival's narrative and visual impact. As supported by Place Branding Theory, iconic locations significantly contribute to destination image and emotional visitor engagement (Vuignier, 2017). The festival is strategically designed to appeal to international delegates from the hospitality industry, cultural tourists, and academic researchers, supporting Wales' positioning as a premier destination for experiential and sustainable tourism. 
This report extends the initial feasibility study by offering a detailed strategic planning and delivery framework. It critically applies event management theories, evaluates operational and marketing strategies, and considers cultural, situational, and financial factors to ensure the event’s success and long-term legacy.
· [bookmark: _Toc199526713]Event Cycle: Application to event 
The Event Cycle, as defined by Getz and Page (2019), provides a structured and cyclical framework for the strategic planning, implementation, and evaluation of events. It supports a logical progression through five interconnected stages, enabling organisers to align objectives with outcomes while adapting and improving through continuous feedback. This model ensures that every element from concept to conclusion is carefully considered and executed (Getz & Page, 2024).
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Figure 1: Stages of event cycle
In the context of Legends of Croeso, the model supports both operational efficiency and long-term impact by embedding reflective learning and stakeholder engagement. By following this structured cycle, organisers can mitigate risks, manage logistics smoothly, and achieve both cultural and financial goals.
	Stage
	Initiation
	Planning
	Implementation
	Event Execution
	Closure and Evaluation

	Application to Legends of Croeso
	Concept development based on Welsh cultural storytelling.
	Venue booking, stakeholder engagement, itinerary creation.
	Event delivery: theatre, reenactments, culinary showcases.
	On-site management: logistics, guest services, safety.
	Post-event surveys, financial review, media reporting.


Table 1: Application of event cycle
· [bookmark: _Toc199526714]Event Concept
“Legends of Croeso” is a culturally immersive three-day event designed to celebrate the heritage, mythology, and hospitality of Wales through an engaging, interactive itinerary. Taking place over three consecutive days, the event offers a variety of performances, workshops, and culinary experiences that blend education, entertainment, and community participation.
The structure of the event encourages meaningful visitor interaction with Welsh traditions, featuring highlights such as live theatre performances on Welsh mythology, hands-on training in cultural tourism, and reenactments portraying historical figures known for their hospitality. Food plays a vital role, with a curated Culinary Showcase, a themed Medieval Banquet, and a final-day tasting of artisan street foods.
The schedule also includes opportunities for deeper cultural engagement through heritage storytelling, story circles led by local historians, a youth theatre presentation, and a concluding fire show. The concept is grounded in the Sense of Place Theory by Relph (1997), which suggests that events fostering emotional and cultural connections with locations enhance visitor experiences and develop lasting place attachment. By immersing guests in local narratives, landscapes, and traditions, “Legends of Croeso” not only entertains but also instils cultural pride and contributes to long-term regional identity and tourism sustainability.
	Time
	Day 1 (July 3)
	Day 2 (July 4)
	Day 3 (July 5)

	10:00 -11:00
AM 
	Opening Ceremony & Welcome Talk
	Heritage Storytelling
Local Legends
	Cultural Walk
Hidden Conwy

	11:30 -01:00
PM
	Live Theatre 
Welsh Mythology
	Training Workshop: Cultural Tourism
	Academic Symposium 
Welsh Identity

	01:00 -02:30
PM
	Lunch & Culinary Showcase
	Medieval Banquet Lunch
	Street Food & Artisan Tasting

	03:00 -05:00
PM
	Reenactments 
Heroes of Hospitality
	Story Circles with Local Historians
	Youth Theatre Performance

	05:00 -07:00
PM
	Musical Evening in Castle Courtyard
	Torchlit Parade & Music
	Closing Ceremony with Fire Show


Table 2: Full itinerary of 3 days event
· [bookmark: _Toc199526715]Aim and Objectives
Aim:
To celebrate and promote the cultural and historical richness of Welsh hospitality through immersive storytelling and experiential engagement that deepens cultural understanding and enhances the region’s tourism appeal.
SMART Objectives:
	S
Specific
	M
Measurable
	A
Achievable
	R
Relevant
	T
Time-bound

	Attract international and domestic delegates.
	Minimum of 2,000 attendees

	Through targeted heritage and experiential tourism marketing
	Aligns with event goals and target audience
	To be achieved during the promotional period leading up to the event

	Deliver unique cultural performances and workshops
	At least 15 sessions
	Scheduled over a 3-day program
	Ensures cultural diversity and immersion
	During the three-day event


Table 3: SMART analysis of event
· [bookmark: _Toc199526716]Event Management- Skills and Resources Required for the Event
Strategic event management for the “Legends of Croeso” celebration requires a well-integrated approach that aligns operational, planning, and marketing activities with both theoretical frameworks and practical application. The effective execution of the event depends on a balanced combination of professional skills and tangible resources.
· [bookmark: _Toc199526717]Operational Activities
The tasks within the operational area of event management heavily use the Event Management Body of Knowledge (EMBOK) model (ZAINUDIN, 2022). According to Hind et al. (2023), EMBOK organizes the work needed for logistics, venue setup, catering and design and equipment installation. Here, event needs logistics coordination, risk management and technical knowledge. Employees must handle not only building rooms but also the courtyard, inns and local museums and be prepared for any changes caused by weather problems. People in the technical group must be able to use audio-visual gear, set up the stage, move around lights and arrange props properly.
Resources for the event come from many physical and logistical factors. By using such venues, the cultural impact of an event grows and portable stages and lights support the interactive experiences offered during the event. Using mobile food stalls that serve cuisine made from local goods can both improve visitors’ experiences and celebrate the food of the region. The main functions of EMBOK are what connects components, making sure service standards are higher and those in attendance are more satisfied (Cornelissen, 2022).
· [bookmark: _Toc199526718]Planning Activities
In planning activities, it relies on the Soft Human Resource Management Theory first presented by Ehrnrooth (2002). Aktar (2018) stated that HRM focuses on employees, ensures their involvement and motivates and develops them by treating them as vital assets. Management needs to coordinate stakeholders, work with volunteers and handle resource planning in this domain. Being able to foster teamwork among local communities, academic institutions and the media is important for event organizers. Person must be good at working with people and running events to build a shared strategy for the event.
In the planning stage, teams also use human and organizational resources. The stories and guidance at Battle at the Black Gate are made authentic by the efforts of local actors, historians and volunteers. Schools and universities will offer the details about coding and students can gain more experience as they do the work. Community meetings and memorandums of understanding (MOUs) are two engagement strategies that help form important collaborations (Sharma & Kaushik, 2022). Through Soft HRM, planning is no longer only done alone but is carried out with cooperation and cultural considerations.
· [bookmark: _Toc199526719]Marketing Activities
According to Ots and Nyilasy (2017) Integrated Marketing Communication (IMC) Theory, the event’s marketing should communicate a consistent message on every possible platform. Management must have good digital marketing knowledge, ability to produce content and the skill to select the right audience for this work. Those in marketing need to learn how to connect with Gen Z and millennial travelers by using Instagram, YouTube and TikTok. Management ought to know how to run campaigns and review data to improve effectiveness.
Having the right digital resources and platforms is crucial to doing well in marketing. Posting events using special hashtags, tagging the location and sharing content users post will help the event be seen by many and build an online community (Sorensen et al., 2017). Working with professional influencers and using press kits and promotional items will help with media outreach and PR. MICE platforms, early ticket offers and storytelling are all linked in IMC Theory to communicate what makes the event different.

	Activity Type
	Key Skills Required
	Key Resources Required

	Operational
	· Logistical coordination 
· Risk management
· Technical equipment handling
	· Heritage venues (castle, inns, museums)-
· Staging, lighting, AV equipment
· Mobile food stalls

	Planning
	· Stakeholder engagement
· Volunteer coordination
· Organizational planning
	· Local actors, historians, volunteers
University and community partnerships
· MOUs, planning meetings

	Marketing
	· Digital marketing and analytics
· Content creation
· Campaign management
	· Social media platforms (Instagram, YouTube, TikTok)
· Hashtags, press kits
· Influencer networks, promotional materials


Table 4: Summary of Skills and Resources Required for “Legends of Croeso”
· [bookmark: _Toc199526720]Event Budget: Income and Expenditure
The budgeting framework for the event adopts Zero-Based Budgeting (ZBB), a method where every expense is evaluated from a zero base rather than relying on historical data (BUDGETING, 2021). According to Ogunyomi (2023), ZBB approach ensures that each cost is justified in relation to the event’s strategic goals, promoting cost-efficiency and relevance in expenditure decisions.
Income generation for the event is diversified to ensure financial stability. Ticket sales are projected at £13,000 from 325 delegates, with an additional £10,000 from a Visit Wales and Welsh Government grant. Cultural sponsorships contribute £5,000, while stall fees from 10 local vendors add £3,000. A further £5,000 is expected from the Local Heritage Fund and Arts Wales. This mix strengthens operational viability and reflects broad support across public, private, and community sectors.
	Source
	Estimated Income (£)

	Delegate Tickets (325 x £40)
	£13,000

	Visit Wales / Welsh Gov. Grant
	£10,000

	Cultural Sponsorship (Hospitality Brands)
	£5,000

	Local Vendor Stall Fees (10 x £300)
	£3,000

	Local Heritage Fund / Arts Wales Support
	£5,000

	🔸Total Projected Income 
	£36,000


Table 5: Projected income of event
The total estimated expenditure of £33,000 reflects a balanced approach to quality and resource efficiency. Key costs include £6,000 for local performers and storytellers, ensuring authentic engagement, and £4,000 for AV and staging to enhance audience experience. Marketing and promotion are allocated £4,000 to maximise visibility. Venue hire and hospitality contribute £5,500 and £3,500 respectively, supporting comfort and cultural richness. Additional spending on staffing, VIP hospitality, permits, and décor ensures smooth operations and professional standards across all event facets.
	Category
	Estimated Cost (£)

	Venue Hire (Castle courtyard + Town Hall)
	£5,500

	Scaled AV/Lighting & Stage Setup
	£4,000

	Local Performers & Storytellers
	£6,000

	Food Pop-ups & Hospitality Tastings
	£3,500

	Digital Marketing & Local Promotion
	£4,000

	Staff Honoraria, Admin & Volunteers
	£3,000

	VIP Accommodations (select guests only)
	£2,500

	Insurance, Security & Event Permits
	£2,500

	Signage, Print Materials & Décor
	£2,000

	🔸Total Estimated Expenditure 
	£33,000


Table 6: Total Expenditures
· [bookmark: _Toc199526721]Industry Trends, Issues, and Impacts
The MICE (Meetings, Incentives, Conferences, and Exhibitions) industry is undergoing rapid transformation in response to shifting global expectations, socio-cultural priorities, and post-pandemic recovery patterns (Andersson, 2022). Several key trends identified by the  UNWTO (2023) and WTTC (2021) directly shape the design and delivery of the Legends of Croeso event, influencing both strategic intent and operational planning.
	Trend / Issue
	Impact on Legends of Croeso

	Experiential Tourism
	Increases demand for immersive storytelling and local engagement.

	Sustainability
	Encourages eco-conscious practices, reuse, and reduced carbon footprint.

	Post-COVID Recovery
	Fosters safer, outdoor-centric, small-scale gatherings.

	Digital Nomadism & Hybrid Models
	Opens potential for future digital access and content dissemination.

	Female and Hidden Heritage Narratives
	Aligns with inclusive, culturally sensitive storytelling focus.


Table 7: Industry Trends and Issues impact on event
The growing popularity of experiential tourism, as championed by the UNWTO (2023), aligns with Legends of Croeso’s core mission: to immerse participants in Welsh folklore, regional heritage, and local culinary storytelling. The event Experience Economy Theory, which posits that consumers now seek transformative, meaningful experiences over passive consumption (Song et al., 2015). Through site-specific performances and interactive activities, the event transforms visitors from spectators to participants.
The increasing pressure for sustainable practices in events, as discussed by Mair and Smith (2022) in Sustainable Event Management Theory, encourages organizers to embed environmentally responsible decisions throughout. For Legends of Croeso, this means prioritizing local food sourcing, minimizing plastic use, and integrating reusable infrastructure. Such practices not only reduce environmental impact but also enhance the event’s appeal to conscious consumers and funders.
The legacy of the COVID-19 pandemic still influences the design of events. Adopting insights from Resilience Theory discussed by Van Breda (2018), the event is intentionally structured around flexibility, including outdoor venues, hybrid adaptability, and a focus on community-scale rather than mass tourism. These measures help the event mitigate risk and remain viable in uncertain public health conditions.
Inclusion is another significant trend shaping the MICE sector. The focus on female-led stories and hidden heritage narratives addresses long-standing gaps in representation. By spotlighting lesser-known contributors to Welsh hospitality culture, the event contributes to social justice and cultural equity values increasingly demanded by modern audiences and supported by Creative Tourism Network frameworks.
· [bookmark: _Toc199526722]Situational and Cultural Considerations 
Situational Considerations (SWOT Analysis)
The Legends of Croeso event is shaped by several internal and external factors identified through a SWOT analysis (Gurl, 2017). Strengths include its location at a UNESCO site, which significantly boosts visibility and attracts heritage-focused audiences. Support from government bodies and collaborations with academic and local communities further strengthen the event’s foundation. However, the outdoor format makes it vulnerable to unpredictable weather, and the high initial resource demands alongside limited international recognition present challenges.
Externally, growing cultural tourism at an annual rate of 5.3% offers a promising opportunity to tap into an expanding market interested in authentic experiences. The rising interest in untold stories aligns perfectly with the event’s theme of highlighting hidden hospitality legends. Additionally, VisitBritain’s global outreach support enhances potential international exposure. Yet, the event faces threats from competing summer events, political uncertainties affecting funding, and ongoing health and safety concerns.
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Competing events during summer
Political changes affecting funding
Health/safety uncertainties

Cultural tourism growth (5.3% annually)
Rising interest in “untold” narratives
VisitBritain support for global outreach

Weather-dependent outdoor format
High initial resource requirements
Limited international brand recognition

UNESCO site enhances visibility
Governmental alignment and support
Academic and community collaboration



Figure 2: Summary of SWOT Analysis
Cultural Considerations
In line with Hofstede’s Cultural Dimensions by Yusuf et al. (2022), the event carefully considers cultural preferences, ensuring storytelling and interactions cater to diverse audience expectations regarding individual participation and group dynamics. This approach helps accommodate different comfort levels and social norms, enhancing attendee engagement.
Meanwhile, applying Bennett (2017) Intercultural Communication perspective, promotional and on-site communication is tailored to bridge high- and low-context cultural preferences, ensuring clarity and connection for both local visitors familiar with implicit cultural references and international attendees needing more explicit information. Together, these considerations help Legends of Croeso effectively navigate situational risks and cultural diversity, optimizing its appeal and operational success within a competitive and evolving events landscape.
· [bookmark: _Toc199526723]Conclusion
“Legends of Croeso” emerges as a culturally rich, strategically aligned, and operationally viable MICE event. Rooted in Wales’ heritage and framed by the national “Year of Croeso” initiative, it blends immersive storytelling with inclusive, sustainable tourism practices. The event strengthens Wales’ cultural identity, promotes economic regeneration, and creates meaningful connections between visitors and local communities. Through a multi-stakeholder approach and evidence-informed planning, it sets a benchmark for creative and resilient event models in the post-pandemic era.
To enhance the impact of the Legends of Croeso event, organizers should develop a hybrid digital component to expand global access, invest in year-round branding to foster community engagement, and establish multi-year funding partnerships to ensure long-term sustainability and innovation.
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