[image: A logo with text on it

AI-generated content may be incorrect.]

International Hotel Management (BA)

BMIH6007: International Meetings Management for the Hotel Industry
‘Event Strategic Planning and Delivery Considerations for an International Meeting / Event’



                                                                  Student: Iulia Tanase
                                                                            ID: 2230512
Lecturer: Kathryn Flynn
                                                Word count: 2717


13/06/2025
[bookmark: _Toc200650033]Table of Contents


Table of Contents	2
Introduction	3
The Event Cycle	3
Event Concept	5
Aim and Objectives of the Meeting/Event	6
Event Management	7
Event Budget	10
Industry Trends/Issues/Impacts	11
Situational and Cultural Considerations	13
Reference List	17










AI Acknowledgement:

I confirm that I have not used any AI tools in the research and creation of this assignment. I confirm that I have not presented any AI generated materials as my own work. I confirm I have copies of my drafts, notes, and other resources I used, which I may be asked to provide in evidence.

[bookmark: _Toc200650034]Introduction

To promote the hospitality and culture of Wales, the ‘Year of Croeso’ Hospitality Summit, comprised of various exhibitions, information hubs, and activities, will aim to showcase the different aspects of Wales and its ‘Year of Croeso 2025’ initiative. This specific event, spanning 3 days, has been chosen as a breakthrough in creative strategies of promoting the initiative, by hosting it within Wales itself, for easier access to the unique cuisine, culture and heritage all nearby.
The Hospitality Summit will be held in ICC Wales, an internationally recognised venue with a large capacity reaching 4,100 participants, and equipped with the modern technology and facilities required to hold this event. This will allow the Hospitality Summit to be held for 3 days, inviting international parties, MICE industry investors, and tourism stakeholders to receive reliable and accurate information on Wales’ offerings in terms of hospitality and tourism approaches, and the potential of the country for international businesses.
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The MICE event cycle covers different stages throughout the planning and execution of the event, including the planning, organising, executing, and evaluating the events in relation to the ‘Meetings/Incentives/Conferences/Exhibitions’. In relation to the hospitality summit event, the MICE event cycle is significantly beneficial in setting out the stages required to ensure complete performance of the event, and producing the necessary results (Liberty, 2025).

Planning

The main objectives of the event are to showcase Wales’ hospitality excellence and cultural richness through well-planned immersive experiences and workshops. The main target audience the event is aimed at is international hospitality professionals, tourism stakeholders, travel media, influencers and MICE industry investors. The event will be held at ICC Wales, in August 2025, to best maximise the potential of attendance due to the availability of attendees.

Organisation

To effectively organise the event, logistics are monitored closely, with vendors sourced locally such as ‘Brains’ for alcohol and ‘Caws Teifi’ for cheese, alongside renowned locally produced beef. Also, for entertainment, cultural evenings with music and storytelling are provided by a partnership with the Music Theatre Wales, which have a reputable status and are more likely to attract a wider range of attendees. Finally, for the venue, ICC Wales will have the necessary lighting and AV setups for the attendees to enjoy a comfortable environment.

Execution

In the event’s execution, there are three main demand justifications, including:

1. Wales as an emerging destination in sustainable and cultural tourism
2. High demand post-COVID for authentic, meaningful travel expenses
3. Year of Croeso amplifies the theme of welcome and place, appealing significantly to B2B and B2C audiences

Evaluation and Revision

At this final stage, feedback will be gathered alongside financial and social results to assess the success of the event and the objectives and aims achieved at the end. Also, if there would be room for any, to also identify areas for improvement for future events hosted with similar aims.

This event cycle is beneficial towards ensuring the optimal performance. 
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To ensure that the delegates and guests of the event have an enjoyable experience in their 3-day stay, there needs to be a specific plan on the available exhibitions and activities that open up throughout the day for attendees to visit and enquire information from (Roy, et al., 2011).
3 Day Itinerary
	Day 1: Time
	Day 1: Activity

	Morning
	Opening Ceremony
Keynote: “What Croeso Means in 2025”
Networking Coffee Break

	Afternoon
	Panel: Building Inclusive Experiences
Tasting Tour of Wales
Live Demo: Storytelling & Cultural Experiences

	Evening
	Welcome Reception at Historic Welsh Venue
Live folk music, local cuisine and meet-the-delegates activities



	Day 2: Time
	Day 2: Activity

	Morning
	Technology Showcase
Workshop: Designing Hybrid Events
Tech Café Networking

	Afternoon
	Panel: Sustainable Tourism
Breakout Sessions

	Evening
	Eco-Dining Experience
Guest Speakers from Visit Wales



	Day 3: Time
	Day 3: Activity

	Morning
	Keynote: Wales as a Global Destination
Roundtables

	Afternoon
	Pitch Session: Your Croeso Concept
Summit Report & Commitments
Closing Ceremony with Live Performance

	Evening
	Optional: Guided Local Tour
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Having specific aims and objectives for the event will set out accurate predictions on the expected outcomes and potential impact that the event may have on the Year of Croeso theme throughout Wales.

Overarching Aim

To celebrate and promote Welsh culture, hospitality, and heritage by showcasing engaging experiences which prove the pride of the community and boost attraction of domestic and international visitors to Wales in the period of Year of Croeso 2025.

SMART Objectives

1. By September 2025, the event would attract at least 10,000 attendees to the flagship ‘Croeso Festival Weekend’ in Cardiff, with a minimum of 30% being first-time visitors to Wales, which can be tracked through the data in ticket registrations or independent surveys and questionnaires.
2. Increase social media engagement by 25% across Visit Wales platforms (e.g. Instagram, X(Twitter), Facebook, and TikTok) by January 2026 through a variety of #Croeso2025 campaigns which will feature local stories and posts that celebrate Welsh culture and community cohesion.
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To ensure the event is completed with the necessary measures taken and resources managed effectively, an understanding of the necessary resources is important, alongside the skills required, and potential marketing recommended to attract the desired audiences.

Resources

Staffing: For the event, staff will consist of hospitality students, split up in different event roles, as this will help significantly in cutting down costs for salaries and at the same time providing valuable experiences (Spowart, 2011). Alongside general staff, the event will also require translators for any international guests, alongside tour guides. 
Food & Drinks: Professional catering will also be available through companies like ‘Prickly Pear Catering’ with over 25 years of experience in local communities within Wales, helping to strengthen the local culture and public image of the area. This will prove how unique and important local food and beverages are in Welsh culture (Prickly Pear, 2025).
Equipment: In terms of equipment for the venue, the actual venue provider ICC Wales will assist in lighting and AV setups (ICC Wales, 2025). For any sort of music and entertainment equipment, the event will be partnered up with the Music Theatre Wales, as their reputation precedes other competitors and the event is likely to attract more guests this way (Music Theatre Wales, 2025).
Skills Analysis

	Skills
	Importance for Role
	Current Level
	Required Level
	Next Steps

	Event/Project Management
	High
	6
	8
	Project Management Course or First-hand Experiences

	Leadership
	High
	5
	7
	Engage in team-leading exercises

	Negotiation
	High
	7
	8
	Engage in debates

	Use of CRM
	Medium
	8
	8
	Research and put into practice ‘customer relations management’ models

	Research
	Low
	4
	6
	Look up articles and academic sources of information

	Marketing
	High
	6
	9
	Engage in social media campaigns and connect with key people on social platforms





Digital Marketing

To enhance the image and public knowledge of the event, digital marketing will be used. This will include paid advertisements on renowned social media platforms like Meta and TikTok, alongside public videos of Wales’ scenic venues and culture to be distributed across the internet (Jackson, 2013).
To further promote the event, it would also be beneficial to use news platforms like BBC, Travel Weekly, Visit Wales, and even MICE News, to showcase the available activities and genuine purpose behind the event, in hopes to attract the target audience and increase chances of receiving the necessary donations and investments that help run the event (Jackson, 2013; Oliveira, et al., 2019).
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	Revenue
	Amount

	Delegate Fees
	£45,000

	Government Grants
	£20,000

	Sponsorship
	£35,000

	Projected Revenue
	£100,000



	Expenditures
	Amount

	Venue Hire
	£30,000

	Staffing
	£15,000

	Marketing
	£10,000

	Activities & Entertainment
	£20,000

	Total Expenditures
	£75,000



	Estimated Profit
	£15,000



The funding sources, including the delegate fees, and government grants are the most reliable sources of revenue coming from this event. This is due to the fact that government grants, which are handed out to entities benefitting said government, making the Hospitality Summit promoting the Year of Croeso 2025 theme a perfect example. Also, delegate fees are non-negotiable as they will be paying to reserve tickets to the meeting/event, alongside paying for on-site activities and entertainment.
 Furthermore, with international delegates interested in certain businesses and Welsh culture, the Hospitality Summit could see financial support like donations and investments to further promote international businesses for the Welsh locals to get introduced to (Dwyer and Forsyth, 1997; Power, et al., 2024).
The expenditures themselves in this case are non-negotiable, as it makes sense that hiring the venue, with a capacity of 4,000+ people will cost a large amount, consider the equipment on-site and the other facilities available. Also, marketing is expensive due to the nature of the work, alongside staffing that will take care of the marketing and other roles, it makes perfect sense to have to procure around £45,000 just for the starting funds. Then, for any further activities and entertainment, especially hiring staff from the Theatre partnered up with the event, it will cost a large amount such as £20,000 for 3 days (Dwyer, et al., 2017; Xu, 2017).
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AI-Driven Tools and Hybrid Attendance

Since 2023, there has been an explosion in generative AI tools with many events adopting these tools by 2024 by a significant increase. As a result, organisations have started to create structures and processes that would lead to meaningful value and success through the means of generative AI (McKinsey, 2025). 	This specific trend would have a significant impact on the way events are ran, especially the Hospitality Summit, as it would boost the process of creating and planning the event’s structure, alongside taking the role of ‘event planning’ with 100% accuracy, hence not having to pay individual people to create a plan for the event that may take them a long duration of time (Halim, et al., 2023). 
Also, with the advancing technology, events and meetings are now accepting hybrid attendance due to the convenience and potential of attracting significantly larger audiences in this manner. Hybrid attendance allows individuals to attend a meeting or event either in person or by remote means, like using Microsoft Teams or Zoom for an online meeting. Such a significantly beneficial opportunity allows businesses and organisations to have their employees and target audiences attend by online means as well, as some may be too far away to attend or have no means of attending (McKinsey, 2025).

Return on Relationships (ROR)

Return on Relationships (ROR) is the value created from building and nurturing relationships with the audience. Events and meetings are a direct channel to build brand awareness and loyalty, with research proving that 77% of people trust brands more when they are able to engage in face-to-face interactions at live events and conferences (Akinsowon, 2025).
For the hospitality summit, RORs will assist in helping to understand the impact the event had on the audiences, especially since the majority are international delegates and the influence that the event has had on their opinions of Welsh culture is crucial as part of the outcome of the event (Gu, 1994).
Ultimately, keeping track of the ROR metrics resulting from the event will help keep track of the attendees’ satisfaction, loyalty and finally, if possible, returns on investment (ROI) which will help finance further events and projects with sustainable and similar aims and objectives (Akinsowon, 2025; Gu, 1994).



Hotels and Venues’ Security Upgrades

As a result of recent high-profile data breaches such as Omni Hotel, there has been a significant increase in renewed focus of safeguarding personal data, starting in early 2025. Hence, hotels and venues have been stepping up their efforts to prioritise compliance with privacy regulations and ensuring that for any events, the attendees’ information is protected (McCarthy, 2024).
The hospitality summit, with the big aim of having at least 300 international delegates attend the event in person, will need to prioritise the privacy and safety of its attendees, as many may prefer a private attendance without public leaks depending on their social status or position in their industry, alongside the crucial part of keeping their data safe (McCarthy, 2024).
Furthermore, with a better compliance of international privacy regulations, the Hospitality Summit can guarantee attendees under General Data Protection Regulation (GDPR) that they will have their data secured and their attendance will not be leaked to the public. This is important for individuals of higher status as they will be concerned on their data being breached and sold, depending on the impact it could have on their day to day activities (Yallop, et al., 2021).

[bookmark: _Toc200650041]Situational and Cultural Considerations

PESTEL Analysis

Political: Government initiatives and grants are in full support of the meeting and event industry, especially in Wales. This is due to the fact that such events happening in Wales to promote their culture and heritage benefit the government itself and are likely to boost tourism and the financial status of local businesses. 
Economical: Post-COVID recovery requires events in order to drive tourism and hospitality recovery, especially in areas like Wales which rely on seasonal and regional travel for its touristic intake.
Social: Tourists seek more engaging experiences and immersive events, hence the need for events to include genuinely culturally relevant activities and entertainment. It is also important to include accessibility and gender inclusivity alongside community involvement.
Technological: Blending in-person and digital elements for events are now expected by guests. This means that using generative AI and online tools to include hybrid attendance within the event is a highly sought after feature that will attract a wider range of audiences in any international event.
Environmental: For Wales, with its highlands and mountains, and the prosperity of their farms, it is important to prioritise the health of the environment and surroundings. By ensuring the event is compliant with eco-friendly practices, the hospitality summit is more likely to attract a variety of local businesses to support the event.
Legal: Collecting attendee data must comply with strict regulations which the hospitality summit event team is required to abide by. Also, licensing and permits will be required to manage the necessary requirements for alcohol sales, entertainment and public space usage when it may come to the parking required for the 3-day event at ICC Wales.

From the PESTEL analysis, there are three major factors that would influence the outcome of the event, and these are listed below.

Cultural Identity and Language

Due to the event being held within Wales, it is important to prepare and plan for international delegates and guests to not be aware of certain traditions or the local language itself. Therefore, it is important to set up signs and information boards with both Welsh and English to prioritise effective communication. Translation devices like headphones can also be used when in the period of a conference, to effectively translate what is being said from Welsh to English (Elias-Varotsis, 2006).
To ensure there is no large cultural or language barriers in the event, the hospitality summit will include local voices like small business owners, chefs, and community leaders to represent the Welsh culture and heritage, and also inviting international guests to attend to introduce culture and different technologies and business strategies from their own nations and communities (Kitchin and Ferdinand, 2021).

Sustainability and Climate Consciousness

With eco-conscious audiences, it is highly important for the Hospitality Summit to align with sustainability practices and also promote ‘Green Tourism’ as part of the Year of Croeso theme. This will benefit Wales and its tourism as they will introduce a new strategy in attracting tourists, with eco-friendly venues, reduced single-use plastics in local businesses, and discussions on how to make hospitality services more climate-resilient (Font and Tribe, 2001).

Post-Pandemic Recovery and Fears

Post-pandemic recovery is still on-going even in mid-2025, as the fears of COVID-19 and other viral infections remain a threat. Local businesses themselves are also still recovering financially, with regional food producers and hospitality providers yet to catch up on the required health and safety practices to avoid potential outbreaks or risk of contamination in the products sold or provided as part of their services. 
This issue itself may affect the hospitality summit as it will not guarantee that local producers and suppliers will have the financial capacity to supply the required resources and amenities for the 3-day event. This will also mean that certain workforces within Wales that are vulnerable to financial challenges will be understaffed and will make it that much more difficult to manage a 4,000-participant event (Butt, 2024). 
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