

BMIH6007: International Meetings Management for the Hotel Industry Lecturer: Natalie Brailsford                                                                Student name: Florica Anamaria Ciuta                                            Student ID: 2243597




 (
Assignment
 
2:
 
Event Strategic Planning
 
and Delivery Considerations for an International Meeting / Event. Report Format (50%)
)













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.
Word count (2730)
Introduction
The landscape of major events has evolved far beyond temporary celebration; it is now a critical instrument of economic policy, destination marketing, and national branding (Getz and Page, 2019). The Welsh Government (2022) has explicitly adopted this view in its National Events Strategy, focusing on attracting events that deliver a significant and lasting economic return. This report presents the strategic plan for such an event: The 'Croeso' International Hospitality Investment Summit 2025.
This summit is not a proposal initiated in a vacuum. It is the next logical, strategic step in a multi-decade journey for Wales. The 2010 Ryder Cup was a watershed moment, proving Wales's capability to host a global spectacle and generating a tangible £82.4 million economic impact (European Tour, 2011; IFM, 2011). This established a clear precedent for strategic sports event management (Masterman, 2014), which was followed by the 2014 NATO Summit, further cementing Wales's reputation for operational excellence and high-security logistics management (Welsh Government, 2014). A proven legacy of capability now exists.
However, a strategic gap remains. Whilst the UK hotel investment market is booming, with transaction volumes at a seven-year high (Knight Frank, 2025), this capital is disproportionately flowing into London and the North West of England (PwC, 2024). Wales, despite its proven track record, is being overlooked.
The 'Croeso' Summit is the strategic intervention designed to correct this. As established in the feasibility study (Assignment 1), the event is feasible. This report provides the "how". It is the strategic blueprint for moving beyond feasibility to execution. This report, therefore, serves as the critical bridge between a validated concept and a deliverable, high-stakes project. It will deconstruct the strategic components required, from stakeholder management to the nuanced marketing of 'place' as a tangible asset, all designed to leverage our proven legacy, directly engage high-value international investors, and convert Wales's global reputation into tangible, long-term hospitality investment. 

The Event Cycle
To effectively manage an event of this financial and strategic complexity, a formal project management structure is essential (Meredith et al., 2022). The event cycle provides the theoretical framework for this structure. Whilst several models exist (Bowdin et al., 2012), the model adapted from Shone and Parry (2019) offers a clear four-stage process: Initiation, Planning, Implementation, and Evaluation.
1 Initiation: This phase has been completed and was the subject of the Assignment 1 feasibility study. This initial step aligns with established frameworks for event feasibility and development, moving from strategy to operations (O'Toole, 2011). It confirmed the viability of the summit based on strong market demand (Knight Frank, 2025), a clear strategic gap (PwC, 2024), and a robust operational precedent (Welsh Government, 2014). The "go" decision was justified by a high-potential ROI that dwarfed the initial financial risk.
2 Planning (The Current Phase): This report forms the core of the planning phase. The strategic focus here is on the integration of complex workstreams. Unlike a public festival, this event's planning is dominated by high-level stakeholder management. This involves a dedicated project team coordinating three key groups:
· The 'Investors': The target delegates (US private equity, EU developers) (Christie & Co, 2025).
· The 'Partners': The Welsh Government (policy) and ICC Wales (venue).
· The 'Sponsors': Corporate finance, legal, and construction firms who will fund the event (Matthews, 2023). This integration is notoriously complex. A failure in one stream (e.g., sponsorship) has a cascading effect on another (e.g., marketing budget), making a unified Project Management Office (PMO) structure, as advocated by Meredith et al. (2022), non-negotiable.
3 Implementation: This is the execution of the 3-day summit. The strategic focus is on flawless delivery. For this specific audience, "good enough" is a failure. The delegate experience must be seamless, from VIP transport logistics (drawing on the NATO precedent) to the AV quality of financial presentations and the premium, authentic representation of 'Croeso' (Visit Wales, 2024).
4 Evaluation: This is the most critical strategic phase. For this event, evaluation is not a simple post-event "happy sheet". Success is not measured by attendee satisfaction or profit on the day. Success is measured entirely by the achievement of the strategic objectives. The critical task for the event team will be to track qualified investment leads generated by the summit over the subsequent 12-24 months. This defines the event's true legacy (Preuss, 2007) and provides the ROI justification for future government support. This long-term tracking moves the event from a simple 'meeting' to an 'economic intervention' (Chalip, 2014), providing the quantifiable data necessary to justify a repeat of the event and the continuation of the government's strategic investment (Getz and Page, 2019).

 Event Concept (The Delegate Experience)
To justify the high delegate fees and attract high-net-worth investors, the event concept cannot be a standard conference. It must be a curated, premium experience that positions the summit at the apex of the global conferences and conventions industry (Rogers and Wynn-Moylan, 2022), combining exclusive access with tangible opportunity (Berridge, 2012). The 3-day itinerary is designed to build a narrative.

Day 1: The 'Croeso' Welcome & Immersion
· Afternoon: VIP arrivals (Cardiff Airport) with dedicated, secure transport to Newport.
· Evening: The 'Croeso' Welcome Reception at ICC Wales.
This is a high-impact networking event hosted in partnership with the Welsh Government.

It showcases premium Welsh 'Sense of Place': curated Welsh food and drink (e.g., Penderyn whisky tasting, Welsh Lamb canapés) and high-end cultural performances (e.g., a quartet from the Welsh National Opera).
The objective is to establish relationships and frame 'Croeso' as a premium, professional, and authentic concept (Jones, 2023). This is a critical first impression, designed to replace any outdated perceptions of Wales with an immediate experience of modern, premium, and professional hospitality.

Day 2: The Business & Opportunity
· Morning: Keynote Sessions on the UK market.
· Session 1: "UK Hotel Market Analysis: Trends & Data" (e.g., presented by a partner from Knight Frank or PwC).
· Session 2: "Why Wales? The Policy & Potential" (e.g., presented by the First Minister of Wales).
· Afternoon: The Investment Exhibition.
· An exhibition floor where Welsh regions and developers showcase "shovel-ready" investment sites and opportunities.
· Breakout Panels: "The Legal & Financial Framework for Investing in Wales."
· Evening: The Legacy Gala Dinner.
· A black-tie event celebrating the legacy of the Ryder Cup and NATO Summit, with keynote speakers who were involved in their delivery. This reinforces the "proven track record" theme.

Day 3: The Connection & Commitment
· Morning: Curated Site Visits.
· Delegates are split into small, private groups based on their investment interest (e.g., "Coastal Resort Development," "Urban Boutique Hotels").
· They are taken on guided tours of potential development zones and existing high-performing assets. This tangible interaction with the 'product' (the investment sites) is a crucial psychological step, moving the delegate from a passive attendee to an active potential investor.
· Afternoon: One-to-One Investor-Policy Meetings.
· A pre-booked "deal room" where investors can have private, 30-minute meetings with relevant Welsh Government agencies to discuss specific proposals.
· Evening: Departures.

Aim and Objectives
The event's goals must be strategic, measurable, and directly linked to the policy rationale (Welsh Government, 2022). Using the S.M.A.R.T. framework (Doran, 1981), the following have been established:
Overarching Aim:
· To strategically position Wales as the UK's premier region for new hospitality investment by 2027
.



SMART Objectives:
· Objective 1 (Strategic): To secure £50 million in new, qualified hospitality investment leads (e.g., formal expressions of interest) as a direct result of the 2025 summit, to be tracked by December 2026.
· Objective 2 (Market): To attract 100+ high-net-worth international investors and developers from target markets (USA, Europe, Middle East) to purchase a full delegate pass and attend the 3-day summit in May 2025.
· Objective 3 (Operational): To facilitate 50+ formal, one-to-one, pre-scheduled meetings between qualified international investors and Welsh development agencies within the 3-day summit period.
· 
Justification: The £50M target (Obj 1) is ambitious but grounded in the context of the market, where single hotel deals can exceed this value (Christie & Co, 2025). The objectives are designed to be a cascade: attracting 100+ delegates (Obj 2) and facilitating 50+ meetings (Obj 3) is the mechanism by which we achieve the £50M strategic goal.

Event Management (Skills, Resources & Activities)
The delivery of this summit requires an event management structure that functions more like a high-level project management office (Meredith et al., 2022) than a traditional event team.
Skills & Management Structure: The event will be led by a specialist Project Manager with experience in B2B and government-level events. They will lead three core teams:
· Stakeholder & VIP Team: This team manages the people. It requires diplomatic skills to liaise between government ministers, the First Minister's office, and the executive assistants of the investor delegates. This is the most critical team for operational success.
· Sponsorship & Marketing Team: This team manages the money and message. It requires B2B marketing skills to sell high-value sponsorship packages (Matthews, 2023) and execute a targeted international marketing campaign.
· Operations & Logistics Team: This team manages the delivery. Drawing on the "best practice" established during the 2014 NATO Summit (Welsh Government, 2014), this team will focus on security, transport, F&B, and production.
Strategic Marketing Activities: This event will not be marketed to the public. The marketing strategy must be highly targeted. This dual focus on marketing both the destination and the venue is a critical success factor for international conferences (Davidson and Rogers, 2012). The campaign will be integrated (Smith and Zook, 2019) and focused on a B2B audience.
· Channels: The campaign will run on platforms like LinkedIn (targeting investor job titles), and in publications like The Financial Times, The Wall Street Journal, and specialist hospitality investment journals.
· Message: The message is not "Come to Wales"; it is "Wales is open for business and has a proven track record." We will use the Ryder Cup and NATO legacies as marketing proof points to build trust before a delegate even registers. This is about de-risking the decision to attend (Smith and Zook, 2019).
· Partnerships: We will partner with Visit Britain (2024) and other international investment bodies to promote the summit to their existing databases of qualified investors.
Strategic Operational Activities: The operational plan, as outlined by Allen (2012), must be flawless. The focus is on removing all "friction" for the VIP delegates.
· Logistics: A dedicated transport fleet will manage all delegate movements from arrival to departure.
· Security: A comprehensive risk assessment will be conducted, and a security plan developed in partnership with ICC Wales (2025) and local police, building on the NATO precedent.
· Technology: An event app will be the central hub for delegates to manage their schedules, book one-to-one meetings, and access a secure data room of investment opportunities.

Event Budget (Critical Analysis)
Effective financial planning and management are fundamental to event success (Bladen et al., 2017). The feasibility study established a high-level budget of ~£365,000. This section provides a critical analysis of that budget, justifying the high costs as a strategic investment.
Income Analysis: The event is not designed to be profit-making but must be financially sustainable by covering its costs.
· Corporate Sponsorship (£200,000): This is the largest income stream. We will create tiered packages (e.g., "Principal Partner," "Development Partner") targeting major banks, law firms, and construction firms who want to sell their services to the investors in the room. This model is standard for high-level B2B summits (Matthews, 2023) and leverages access to the delegates as the primary asset.
· Delegate Fees (£100,000): (e.g., 100 delegates @ £1,000). The high fee is a strategic "barrier to entry" to qualify attendees, ensuring only those with serious investment intent participate.
· Public Partnership Funding (£65,000): This contribution from the Welsh Government is justified as a direct investment in their own National Events Strategy (Welsh Government, 2022). It pays for the "shop window" that will, in turn, generate future tax revenue and jobs.



Expenditure Analysis: The high costs are directly linked to the high-value audience.
· Venue & Production (£200,000): This is the largest cost. It includes the hire of the ICC Wales (2025) main hall, exhibition space, and multiple breakout rooms, plus the high-specification AV required for financial presentations.
· Premium F&B (£75,000): This is not a standard "conference buffet." To align with the 'Croeso' theme and 5-star delegate expectations, this budget covers a gala dinner and premium networking receptions. The expenditure on premium F&B, for example, is not a luxury; it is a core part of the 'Croeso' product. It showcases the quality of the Welsh supply chain, which is a key consideration for any hospitality investor. Every cost is a calculated investment in the overall narrative.
· Marketing (£50,000): A significant budget is required to reach a niche, international audience through specialist publications and targeted digital campaigns (Smith and Zook, 2019).
· Speakers & Staff (£40,000): This includes fees for high-profile keynote speakers (e.g., from the finance world) and the costs of the specialist project management team.

Industry Trends / Issues / Impacts
The strategic plan for this summit is directly informed by the key trends and issues facing the MICE industry.
Industry Trends:
· Sustainability: Modern investors are increasingly focused on ESG (Environmental, Social, and Governance) criteria. The summit will reflect this. The ICC Wales (2025) has strong sustainability credentials, and the event will champion "green" hotel development. This is a key selling point.
· Technology: While this event must be in-person to build trust and showcase the destination, it will use technology (e.g., an event app, AI-driven matchmaking) to enhance the delegate experience (Conference News, 2025). While hybrid models became a default post-pandemic, for this specific event, it is strategically rejected. The objective is to sell a destination and build high-trust relationships with investors. This cannot be achieved over a video call. The in-person, immersive experience is the event's primary USP (Berridge, 2012).
Industry Issues:
· The primary issue is investor caution due to global inflation and high interest rates (PwC, 2024). This summit is the antidote to this risk. By bringing investors and policymakers into the same room, it provides certainty and removes bureaucratic barriers, thereby "de-risking" the investment process.

Strategic Impacts (Legacy): The true impact of this event is its legacy (Chalip, 2014; Preuss, 2007).
· Short-Term: Immediate generation of £50M+ in qualified investment leads (Objective 1).
· Medium-Term: The construction of 2-3 new international hotels, creating jobs and increasing Wales's high-quality room-stock.
· Long-Term: The permanent establishment of Wales as a "go-to" region for hospitality investment, creating a self-sustaining cycle of economic growth that began with the legacy of the Ryder Cup and NATO Summit.

Situational and Cultural Considerations
A PESTEL analysis, based on the framework from Johnson et al. (2017), provides a clear situational overview:
· Political: Highly Positive. The event is directly supported by, and delivers on, the Welsh Government's (2022) National Events Strategy. This political alignment is its greatest strength.
· Economic: Opportunity & Challenge. The challenge is investor caution (PwC, 2024). The opportunity is the active, cash-rich market (Knight Frank, 2025) seeking new regional locations.
· Social: Highly Positive. The 'Year of Croeso 2025' (Visit Wales, 2024) provides a positive, nation-wide narrative and "Sense of Place" that differentiates the event.
· Technological: Positive. The ICC Wales (2025) is a state-of-the-art "smart" venue, and event technology will be used to streamline the delegate experience.
· Environmental: Neutral. The event will operate with a strong sustainability policy, aligning with investor expectations.
· Legal: Neutral. Standard event and financial regulations apply.

Cultural Considerations: The most important cultural consideration is the presentation of 'Croeso' (Jones, 2023). For a B2B investor audience, this concept must be managed carefully. It must be positioned as:
· Professional & Authentic: It means a warm, efficient, and welcoming business environment.
· Premium Quality: It will be showcased through high-end Welsh produce, materials, and cultural performances (e.g., Welsh National Opera), not through stereotypes.
· A Partnership: 'Croeso' means Wales is "open for business" and ready to partner with investors. This must be managed with sophistication. 'Croeso' will be defined by its seamless service, its quiet confidence, and its attention to detail. It is the opposite of a stereotype; it is the proof of a modern, professional, and welcoming nation ready for high-level business. This interpretation is critical to building credibility with a discerning international audience (Jones, 2023).
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