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RESEARCH	For this assessment, you can use Generative AI to support you in research and data analysis.	Yes ☒		No  ☐
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PROOFREADING	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including getting suggestions to rephrase your work	Yes ☒		No  ☐
WRITING	For this assessment, you can use Generative AI to create text for submission.	Yes ☐		No  ☒
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[bookmark: _Toc222309066]Introduction  
The proposed meeting is the cultural festival for multi-day which is titled as ‘The legends of Wales cultural showcase’, which is being designed for the global MICE and cultural market of tourism. this event will be hosted at hotel named as Voco St. David’s Cardiff Bay. This hotel is a five-star with stunning waterfront and popular for the facilities of hospitality and conference. The event is being selected due to its close connection with visit Wales year of Croesco which directly focuses on the celebration of Welsh heritage. It also includes the different sense of place, and myths though also creating the economic advantages from global delegates. By integrating the traditional storytelling, music sessions with the historians of Welsh, art installations, interactive workshops of culture and culinary experiences. The cultural showcase objects for bridging the ancient legends of Welsh with modern culture in an immersive manner for overseas tourists. Therefore, the launch of this event positions the it as the cultural platform and strategic initiative of MICE which will promote the Wales as a creativity and innovation with the destination popular for the story-rich international audience. 

[bookmark: _Toc222309067]The Event Cycle 
The event cycle sets an organized scheme of planning, delivering and closing of the event The Legends of Wales Cultural Showcase in a rational flow of phases. It also can be described as an ongoing process whereby the events can be transferred through generating an idea, to well-laid-out plan, implementation, to monitoring, closure and post event evaluation into learning and then as a source of information in the subsequent editions of the event. 
[bookmark: _Toc222309068]Event content and context 
The Legends of Wales Cultural Showcase is also strategically placed in accordance with tourism development goals of the Welsh Government and Visit Wales -Year of Croeso- campaign which aims at promoting Welsh identity, Welsh culture, Welsh diverse, and Welsh international activity. The festival gives importance to the real Welsh culture such as storytelling, traditional music and heritage workshops, and food aspects where Welsh food is served. The event also encourages the growth of tourism in the long run and international acceptance of Wales as a top cultural tourism destination because of identifying with and promoting authentic cultural experiences in the country in reference to the national tourism campaigns.
Initiation stage 
The main idea behind the Legends of Wales Cultural Showcase is formed during the initiation stage, with the Visit Wales Year of Croeso theme in mind and the strategic objective of the project of introducing the world to the Welsh myths, heritage sites and cultural practitioners. In this case, the overall purpose of the event, and the preliminary SMART targets are developed, Voco St. David in Cardiff is selected as an appropriate host location and preliminary consultations with stakeholders are made with hotel management, Visit Wales representatives and prospective sponsors. 
Planning stage 
The planning phase will put the idea into a blue print of operations. A programme is developed that orders storytelling sessions, guided tours of the galleries with a theme of legends, traditional music concerts, workshops and culinary experiences of artisans. The marketing, staffing, logistics, technical production, guest services and risk management have functional sub plans that are prepared. According to Morgan et al. (2019), strategy marketing is the crucial aspect which lies at the conceptual part of a strategic marketing. This involves the development of the budget, agreeing on funding and sponsorship packages, and roles of event managers, cultural partners and hotel teams, and development of multi-channel marketing campaign among MICE delegates and cultural tourists. 
Execution stage
During the execution, the event is literally carried out in Voco St. Davids with operations teams executing the schedules and the service standards that have been established at the planning stage. During this stage, the selection criteria is to deliver a smooth and immersive experience to the customer that echoes the warm Welsh welcome and strengthens the Year of Croeso brand.
Monitoring stage 
Monitoring stage is parallel to execution and is aimed at real time performance control and responsiveness. The event managers will measure attendance rates against the benchmarks, session-by-session attendance, and the service quality metrics like queue times, feedback reviews and social media sentiment. It is also in either comparing the actual expenditure and on-site revenue against the budget that financial performance is also monitored in the event. This is constant observation, which inherently guarantees that the satisfaction levels and safety of the guests are maintained without derailing the event against its goals.   
· Monitoring of success sessions, networking events and workshops will be done. 
· Management of supplier performance will also be observed. 
· Identification and addressing of any type of deviation in the event plan will be focused on. 
· The performance tracking against the key performance indicators include the level of engagement, number of attendees and overall satisfaction of the exhibitor. 
Closure stage 
Lastly, the closure phase formalises the reporting of an event and seals the learning. Attendance data, responses of delegates, stakeholder interviews, media analysis, and ultimate financial outcomes. According to Kujala et al. (2022), engagement of stakeholder is grown into a broadly utilised aspect yet unclear within the research of society and business. The aspects that will be addressed in this stage are as follows: 
· Including close down of operations: According to Jovanovska (2020), the strategies of branding are exchange plan that companies utilise for the differentiation of their identities from rivals. The process to de rigging of stages and installations, branding and signage, hired equipment, cleaning and restoration of the venue to the standard required by Voco St. David. 
· Financial finalisation: Gathering of all invoices, verifying and completing payments, closing of staff and supplier charges. Certifying sponsorship revenues and generating a final statement of income and expenditure against the original budget. 
· Follow up to the stakeholders: The thank you message to delegates, partners, cultural contributors and sponsors and the hotel. As per Zvaigzne et al. (2023), advantages from tourism needs to be shared amongst the broad range of stakeholders by embedding local communities. Delivery of any promised post event materials like recordings, photos, slides, links to next event.

[bookmark: _Toc222309069]Event Concept 
The Legends of Wales Cultural Showcase is a multi-day cultural event that will be held in Cardiff in Voco St. David located in Wales and has a target of international MICE delegates as well as cultural tourists. According to Richards (2020), culture and tourism is being observed more closure as the culture is becoming most crucial facilitator of content in tourism experience. Throughout the programme, the guests get taken through the stories of Welsh myths and heritage immensely by travelling around Cardiff Bay culminating in guided sessions of Welsh history provided by historians, and performance of traditional music and dance. Both uk and Welsh government conducted parliamentary enquiries for the promotion of Welsh in form of an international tourist destination (Yen et al., 2025). The pliable meeting rooms of the hotel are turned into a themed areas that concentrate on particular legends like King Arthur or Mabinogion and where they have interactive digital screens and demonstrations by the artisans. Cooking classes reveal the local Welsh food and local dishes and are a linkage of landscape, narrative and food. The networking of delegates may be made to take place in hospitality suites decorated in Welsh style, including signs labelled in Welsh and English, to reinforce a year of Croeso focus on the warm and inclusive welcome. As per Raby and Madden (2021), traditionally in past decade conferences were conducted within person meetings and inclines the global corporal collaborations in all across the delegate’s travel. With education, entertainment, professional networking, the concept is placed to position the event as more of a cultural festival and premium business events experience that enhances the image of Wales as an amazing, story rich destination
	Timings 
	Activities 
	Description 

	10:00-10:30
	Registration and arrival 
	Arrival and check-in of delegates at registration desk 

	10:35- 11:25
	Beginning Plenary 
	Formal welcoming and description of Welsh myth connection with showcase 

	11:30-12:25
	Storytelling 
	Guided tour of storytelling on key legends 

	12:30- 1:55
	Refreshments and break 
	Coffee and light snacks with the inclusion of delegate networking with other attendees  

	2:00-3:30
	Traditional music showcase and closure 
	Curated depictions of art and traditional music performances 




[bookmark: _Toc222309070]Aim and Objectives 
Aim 
The aim of this event called as ‘The legends of Wales cultural showcase’ is the enhancement of Wales profile in form of a premier global MICE and tourism destination which tourism based. This will be done with the utilisation of heritage experiences and legendary narratives for the attraction of delegates from overseas. 
Objectives 
· To attract minimum 300 global delegates from the region like USA, EU, UK and from chosen markets of Asia to involve in showcase
· To accomplish overall satisfaction of delegates with certain level of satisfaction score in the understanding of heritage sites, Welsh legends and modern culture. 
· To create the margin of net profit from evet budget though securing the commitments from minimum four participatory associations. 
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Staff requirement   
· There will be around 300 staff employment will be employed, which will include different teams with their prospecting skills. 
· Teams of music and storytelling 
· Hospitality and operations personnel will be employed 
· Cultural liaisons and multilingual assistance will be provided  
Skill requirement  
· Communication skills
· Skills for cultural awareness 
· Adherence skills for health and safety regulations
· Skills of adaptability 
Planning and marketing activities for the event 
The success of every event will rely on effective operational planning, which will further include a project plan. In the project planning, the development of a Gantt chart for the scheduling of tasks will be used.  After that marketing plan will be applied, in which the multichannel approach will be used. In this plan, social media is used with digital advertisements and marketing at the digital technology application of communication, which will be emailed. As per Kingsnorth (2022), the revolution of social media has changed the internet and the behaviour of consumers. The use of email will showcase the professionalism of the event and the seriousness of the event. Then, after the risk assessment is done, the identification of reputational risks, health and safety, with strategies of minimisation, will be prepared. 
[bookmark: _Toc222309072]Marketing mix 
Product
Their main product is a multi-day cultural experience which offers in-depth experiences of Welsh heritage, narrations, music, and food. The value added product will consist of networking sessions, cultural sessions, and professional networking among the international delegates.
Price
It will involve a tiered pricing platform where there will be early-bird pricing, regular registration fee, and group discounts. 
Place
Voco St. Davids Cardiff bay is a four star waterfront hotel which has one of the best conference centers and will host this event. 
Promotion
The integrated marketing communication measures to be used to promote the event will include:
Social media advertising.
· MICE professional email promotions.
· Cooperation with the Visit Wales tourism sites.
· Collaboration with the travel agencies as well as tourism organisations.
· These promotional tools make visibility, participation, and global presence large.
People
The event can be successful due to well-trained employees, cultural artists, hospitality team, and event organization team. The employees will be educated to offer positive professional services and delegate experiences.
Process
Predominant operational procedures will be put into operation, such as web-based registration processes, computerized ticketing, organized scheduling, effective communication channels, etc. The processes enhance efficiency and customer satisfaction.
Physical Evidence
Physical evidence comprises of the building setting, branding material, signage, electronic display and ornamentation of a given culture.  
[bookmark: _Toc222309073]EMBOK Model 
The Event Management Body of Knowledge Model is a system of understanding on how to plan and manage any given event. It comprises five areas of centrality:
[image: ]
Figure 1: EMBOK model
Source: (Author, 2026)
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The staff members will be hired as volunteers and hiring will be declared on Linkedin platform. For that the operational requirements are as follows:
The significant resources of operation are:
Catering
The traditional Welsh cuisine will be offered by professional catering services with the use of local suppliers.
Transport
Transport logistics will take care of performers, equipment delivery, and logistics.
Technology Support
The resources available in technology entail audio-visual equipment, the use of digital screens, microphones, lighting and registration systems.
Security and Safety
Safety equipment and security personnel take care of safe operation of the events.




[bookmark: _Toc222309075]Event Budget 
The fixed costs such as venue hire, the basic technical set-up and marketing, insurance, staff fees and the variable costs like catering per delegate, printing, extra break out rooms are then summed up in the budget. As per BDC (2019), fixed cost is the one which does changes when production or sales volume incline or decline. The main sources of revenue include delegate registration, sponsorship packages bearing the name of individual legends or programme strands and potential contributions by Visit Wales or cultural heritage funds. It has a tiered pricing strategy including the early bird prices, standard prices and group prices to buyers of MICE. According to Brown and MacKay (2023), there are algorithms which can modify the behaviour of rising by allowing firms to update the prices with more automate and frequent decisions of pricing. The financial plan will be created to meet all the expenses and will return at least a 15% net profit margin, however will still be competitive to similar events taking place internationally in different cultures.
Total Breakdown of Cost
	Activities 
	Costs 

	Fixed costs 
	£ 45,300

	Variable costs 
	£ 65,136

	Total 
	£ 1,10,446



Event’s total breakdown includes fixed cost and variable cost which is being observed at the total of £1,10,446. 
Funding and Revenue
	Activities 
	Amount 

	Sale of tickets 
	£ 85,000

	Grants for visit Wales and cultural heritage 
	£ 63,000

	Sponsorships 
	£ 11,000

	Anciliary revenue and merchandise 
	£ 7,900

	Total income 
	£ 1,66,900



The structure of revenue and funding for the event includes sponsorships, sales of tickets, Grants for visit Wales and cultural heritage and Anciliary revenue and merchandise which is recorded at £ 1,66,900. 
Profit
The profit will be measured after deducting expense from income will be almost £ 56,454. 
Profit Margin: 33.83%
It can be assumed that the event will operate above the least level of profitability which is 30% threshold with the assurance of capacity to reinvest in the editions of future time period. 


[bookmark: _Toc222309076]Industry Trends, Issues, and Effects 
Key trends
· Cultural and heritage tourism has become one of the fastest growing sectors and as a lure to tourists worldwide. According to Qiu et al. (2022), the importance of cultural and heritage tourism is broadly recognised as destination marketing and cultural diversity. It is seen by more people to provide them with genuine, story fired experiences, which makes them feel connected with the history and identity of a destination location such as Wales.
· There is also major demand over in the present age on experience rich MICE events where the conferences and meetings are coupled with immersion of local culture, music, storytelling and culinary components, rather than pure business-oriented programmes.
· Sustainability is a significant trend and organisers based their cultural showcase plans on local suppliers. According to Njoroge et al. (2019), the initiatives of such a team will not only need the investment in resources but also demonstrated with the uncertain and risk outcomes. Low carbon operation and responsible tourism messages through the development of plans to celebrate cultural showcases towards national campaigns like the Year of Croeso. 
Issues
· Striking the right balance between authenticity and commercial expectations is the main problem because it is possible that the Welsh myths and traditions may simplify in the wrong way in case cultural experts do not get as much involved as possible.
· As per Wee et al. (2022), the expansion of mice market assist in the encouragement of accountable utilisation of natural and cultural resources with diversification of economy. The global MICE market has players such as capacity and cost incentives that ensure buyers are particular about the budgets and as a result. 
· It might not be easy to make diverse international delegates feel accessible and included, and it is necessary to consider language support, wayfinding, or awareness of various cultural backgrounds and not to neglect foregrounding Welsh identity.


[bookmark: _Toc222309077]Situational and Cultural concerns
[bookmark: _Toc222309078]PESTEL analysis 
Political factor
Support provision of Visit Wales and Welsh Government is very influential in terms of the political environment of the event and the promotion of the Year of Croeso and stimulation of the culture tourism projects. As per Matović (2020), PESTEL analysis facilitates the framework for extensive analysis of the environment Within which the company operates. The permissions and destination marketing and potential grant funding can be facilitated by the government because it is easier to market the showcase as part of the national events calendar. Simultaneously, any modifications in the policies of tourism, governmental priorities of funding or travel regulations with other developed countries. According to Elliott (2020), governments have significant effect in tourism and in the contemporary world by providing security and political stability. This would impact the size of financial assistance as well as the convenience of traveling to the country by the representatives.
Economic factor
Economically, planning should be done with consideration of price sensitive corporate customers and single cultural tourists. As per Dalirazar and Sabzi (2023), economic factors are inclusive of the aspects like interest foreign exchange rate and inflation. On the other hand, proper budgeting, early bird cost-effective packages, and specially selected sponsors can make the event affordable yet provide the required profit margin. According to Pop (2023), to measure the net profit margin one needs to divide the net profit by the price of sales which revenue. 
Social factor
The social trends are favourable as the trend towards real cultural and heritage experiences is growing global, especially among the MICE delegates elements of a standardised form of a conference. As per Ulubeyli et al. (2019), social factors are the one which scrutinises the industrial social environment and gauge the shared attitudes and beliefs within a society. Nevertheless, the need to use authenticity wisely requires the organisers to prevent stereotyping and shallow use of cultural symbols. 
Technological factor
The design and delivery of the showcase would be facilitated by technology. According to AlSokkar et al. (2024), in the highly competitive digital market marketing needs to possess the captivating visual and aesthetic pleasing designs. Digital registration systems, online marketing campaigns and social media campaigns are the key instruments of the attraction of international delegates and the effective information handling. 
Environmental factor
In this case example, that would be collaborating with the hotel to minimize energy consumption. According to Karvounidi et al. (2024), changes in environment like extreme weather and climate change will directly affect the hospitality and tourism sector. Eliminate unnecessary single use products and create low waste catering relying on the locally available Welsh products depending on the time of the year. 
Legal factor
Conformably, legal wise the event will be in line with the UK and Welsh laws regarding health and safety, fire safety, crowd control and crowd insurances, especially considering the fact that international representatives will integrate in a hotel setting. Food safety and hygiene regulations determine the provision of catering and culinary workshops. According to Zsarnoczky et al. (2019), the safety standards of food highly crucial for tourists although it is it will not always be the part of their conscious behaviour within a destination. The regulations of data protection can be applied to the processing of registration information and any other involved digital interaction platforms. 

[bookmark: _Toc222309079]Conclusion 
The event titled 'The legends of Wales cultural showcase' seems to be the most creative opportunity for Wales to showcase global delegates at a time of supporting tourism and cultural inclusion. The planning at the strategic level has an in-depth integration of theory and several practices by considering the budget, marketing, logistics and cross-cultural elements. These elements stand out from the traditional tourism events with the combination of tradition, entertainment and musical performances. 
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SWOT Analysis
Strengths
· Good cultural identity and original Welsh theme.
· Visit Wales tourism strategy support.
· Premium venue location
· Increasing demand of cultural tourism experiences.
Weaknesses
· High operational costs
· Reliance on the attendance of the delegates in foreign countries.
· Poor brand awareness as a new event.
Opportunities
· Expansion of MICE tourism in the world.
· Growing cultural experience demands.
· Possess possibilities of growth in the future.
· Good tourism advertising.
Threats
· Rivalry amongst other global cultural events.
· Travelling in economic uncertainty.
· Budget and funding risks
· Extraneous idiosyncratic risks like a travel ban.
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