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1. [bookmark: _Toc219385633]Executive summary 
The World Travel Market (WTM) is becoming one of the most influential international exhibitions within the global meeting, incentives, conferences and exhibition industry. This report presents a critical analysis of such WTM using ExCel London. The event which is organise by the WTM London at the ExCel centre bring together many stakeholders from across the world’s travel and tourism industry. Stakeholders include destinations management organisations, tour operators, airlines, hotels groups and technology providers as well as professional buyers. 
This critical analysis of the London ExCel centre as WTM have found that this centre placed itself one of the top destinations for many different B2B customers for exhibition and events. This are largely done by its effective marketing and communication strategies with target of diverse customers from global travel and tourism market as well as use of digital and traditional model of marketing communication strategies with use of social media platforms and utilisation of personalisation of email communications. 
This report has also found that the centre has benefited from use of technologies and collaboration with other organisations, however, its large fall short in utilising modern trends of sustainability, high security as well as collaborative partnership with other organisations such as hotels. Security has become a major priority for customers to chose the events and partnership with other organisation help to maintain good quality as well as ensure safety and offer high standard of services for customs. 
Based on the finding of the critical review on the ExCel London, this report has made some recommendation to improve the limitation with use of sustainability as per demand on sustainable practices, use of cutting-edge technologies and organise good partnership with hotels and other organisations to ensure spacious and good events are experienced by the attendees gain trust for future events at the centre as WTM destination.
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2. [bookmark: _Toc219385634]Introduction 
The World Travel Market (WTM) in London is one of the largest exhibitions within the MICE (Meeting, Incentives, Conferences and Exhibitions) industry. According to Ji, Liu & Prentice (2023), exhibition is a core component of MICE sector that play a critical role in driving busienss tourism, hotels demand and economic growth of destinations. The London based WTM that is being held at the ExCel bring together global tourism boards, airlines, hotel groups, tour operators, and travel technology companies together to facilitate busienss to business networking, knowledge exchange, as well as commercial deal making (Spencer,2024). The importance of WTM London largely associated with its scale, reach to global markets, and contribution towards reputation of London as leading destination. Busienss travellers attending these events usually spent significant portion of travel budget on accommodation and other hospitality services which highlights the strategic significance of hotels within the ecosystem of MICE. 
The purpose of this report is to critically analyse the WTM in London using the theoretical framework of EMBOK model, feasibility studies, financial planning, risk management and industry trends. Specific focus is given on the role of hotels and the wider destination impact while highlighting how collaborations between event organisers and the hospitality sectors supports sustainable success in the MICE industry. 
3. [bookmark: _Toc219385635]An overview of the event and stakeholders 
a. [bookmark: _Toc219385636]The World Travel Market (WTM), ExCel London
The World Travel Market (WTM), ExCel London is known as an international trade exhibition that is supported by conferences sessions and other hybrid engagements. The WTM London has grown over past four decades (WTM London,2025). The WTM London last year has facilitated 2.8 billion industry deals. It has around 5000 exhibitors from 182 countries and regions with more than 51,000 participants (WTM London,2025). Whether one is looking to ignite business growth, forge meaningful connections or simply rediscover passion for travel, WTM London offers a holistic overview of pertinent topics across all travel verticals. 
With program of free and paid for seminars attendees can have the opportunity to upskill and drive meaningful change (WTM London,2025). Moreover, the exhibitions at the WTM provide an important platform to showcase products, network with others, and exchange professional conduct that largely consistent with ExCel London’s objectives (WTM London,2025). The WTM event follows EMBOK phases of initiation, planning, implementation and event delivery and closure which clearly demonstrate professional and structured event management practice. 
However, looking from the critical context, there are some drawbacks of the WTM London. For instance, it has high hiring and operational costs. It offers limited green space and do not have any outdoor system to offer wellness (Schedl et al,2020). Moreover, some stakeholders perceive it as corporate and impersonal and that limit its scope to offer value to diverse range of people (Schedl et al,2020).   
b. [bookmark: _Toc219385637]Stakeholders of the World Travel Market (WTM), ExCel London
Stakeholders are people and organisations that has interest on the organisation and can influence the decision making of the organisation (Boyles,2023). However, the WTM London ExCel has diverse range of stakeholders that include its organisers which is RX Global, exhibitors such as destination marketing organisations, airlines companies, hotel chains, and travel technology firms, and professional delegates including byers, media representatives, and industry decision makers, sponsors, government tourism authorities, local councils (WTM London,2025). Each of these stakeholders group benefit differently. For instance, exhibitors gain commercial exposure, delegate get access and networking and learning opportunities, while hotels benefit from increase occupancy and ancillary revenue and government gets taxation. 
While talking about the scale and reach of the event, the WTM London as mentioned earlier attract people from 180 different countries and regions that position it as the largest internal MICE event (WTM London,2025). This global participation invigorates its brand value and support local hospitality organisations which reflect the economic significant of the MICE (Schedl et al,2020).  
c. [bookmark: _Toc219385638]Marketing and communication strategy 
The WTM London has creditable marketing and communication strategies that is designed with clear understanding of target based multichannel communication strategies that aligns with stakeholder objectives to delivers clear value for people. The WTM London use diverse segment to market. The table 1 below present its target segment 
Table 1. Key target segment for the WTM London ExCel
[image: ]
Source: (Adopted from WTM London team,2025a).
Looking from the critical perspectives, diverse segment as presented above is not always a good strategic decision. It is because, diverse segment requires amble resources and often suffer from specific strategic application that compromise service quality. However, the WTM have followed the following marketing communication strategies (Table 2) to market its produces and services as well as to position in the mind of customers. 
Table 2. Marketing communication strategies of the WTM London
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Source (Adopted from Kitley-spencer,2025 WTM London, ExCeL London,2025)
According to table 2, the WTM London has a creditable marketing and communication strategy that appears to be effective in reaching out to global market and audiences. From the above channels, the use of LinkedIn as well as email newsletters aligns with B2B marketing strategies for events that support specific target group and ensure quality engagements (WTM London, ExCeL London,2025). This strategy is one of the best practices available in corporate world to engage with stakeholders and promote business activities (Li & Petrick,2025). 
Looking at the digital engagement strategy, it is found to be very strong but has some limitation too. For example, WTM London, ExCeL largely relies on digital communication and that might disadvantage smaller exhibitors or other stakeholders with limited digital literacy and that reduces inclusivity. Moreover, the WTM has limited exposure of sustainability in term of promotion and that has made its strategy somewhat feeble to alight with modern trends. 
The WTM London has kept its communication strategy somewhat concise, relevant, and timely. However, there are aggressive nature of communication before the events and that might reduce clarity for many first-time participants and make them confused. This means more streamlining message and personalise used of dashboard would be good practice to improve customer experiences. 
The above strategy shows that WTM London is found to have succeeded in extending its marketing strategies around event lifecycle than mere concentration on the on-site promotion. It has prevented engagement to build anticipation and preparedness, while there is post event contents that sustains value and reinforce long term stakeholders’ relationship. However, in order to improve the effectivity more, there is need for greater integrating for personalised and data driven communication and clear sustainability focus strategy that would increase stakeholders’ trust. 
d. [bookmark: _Toc219385639]Trends and innovation 
In modern tourism and events sectors, sustainability, hybrid delivery and integration of cutting-edge technologies are becoming dormant trends that is shaping modern MICE events.  The According to company website (2026), the WTM London activity has incorporated these trends using digital registration systems, AI led networking tools, hybrid conference parts and enabling of virtual participations as well as virtual tours of the events and locations and spaces (Spencer,2024). This innovation has largely enhanced personalisation and improve its attendees’ personal experiences that align with modern trends. 
Moreover, WTM London also has sustainability initiatives that include reduction in paper waste, reduce use of water and use of renewable energy as well as application of digital event materials and encouragement of suitable designs (WTM London team (2025b). These initiatives largely align with ethical and good environmental practices with prospects of continued improvement. Continued improvement in technologies and adoption of digital tools supported by data driven decision making are highly aligning with modern trends and giving the WTM London a competitive edge (WTM London team (2025b). 
e. [bookmark: _Toc219385640] Operational challenges, risks and legal considerations 
Large MICE events often riddle with many complex operational and legal challenges. This is very much same with WTM London where it faces challenges in the area of operations including logistical challenges with miscoordination, international exhibitors’ freights issues, staffing management of crowd, and technological issues with mismatches. There is also health and safety issues with conducts of comprehensive risk assessments, crowd follow up planning and ensuring of emergency process with fir safety and local government bodies. 
Risk at the WTM is categories as financial, reputational and operational and safety related which is very much in the category of most of the other events (The WTM Guide for Risk Management,2022). For instance, there is financial risk that include fluctuation in exhibitors demand given the global economic condition as well as political unrests and logistical challenges, there is also issues with repeated cyber security breaches in major retail businesses in the UK and that is one of the major reputational risks for the WTM London (The WTM Guide for Risk Management,2022). There are also other risks such as health and safety risks, management of crowd for large events with controlling of incidents. 
Nevertheless, the WTM London has its risk mitigation strategies with five steps to risk management that include step one where it identify the Hazard and Who Could be Harmed, then second step that assess the risks using risk likelihood and severity, then third step include risk control development, then forth step include Implement Controls, and final one is monitoring and review of the plan and its effectivity in risk management (The WTM Guide for Risk Management,2022). There are also risk management strategies which include contingency planning, contractual strategies, insurance coverage and use of priority matrix to mitigate hazard from all aspects including physical, psychological and emotional The WTM Guide for Risk Management,2022). 
f. [bookmark: _Toc219385641]Venue feasibility and future growth 
With the application of feasibility concepts, it is understood that the WTM London ExCel demonstrates a strong venue suitability for the WTM London. The venue offers extensive level of capacity with large audiences and spaces available for all types of activities (Spencer,2024). It also has modern infrastructures, advance technologies, and excellent connectivity with DLR access, and other public transport, car parks and it is adjacent to city airport with many hotels and accommodations situated within walking distances (Spencer,2024). Moreover, its proximity to city of London and other airport are not very far and are within the one hours reaching distance (Spencer,2024). 
Nevertheless, its future looks challenging with increase congestion, sustainability target by London Mayor and its capacity limits (Spencer,2024). Therefore, scheduling feasibility, operational feasibility and proper risk assessment and prevention of risk with cyber security must be improved (Spencer,2024). Also, hybrid expansion of the event can be a good solution to accommodate growth and ensure high quality and safety for the attendees. 
g. [bookmark: _Toc219385642] Hotel sector involvement 
Hotels are important element of MICE ecosystem and critical stakeholder for the successful delivery of MICE events (Spencer,2025a).  For instance, during the WTM London Hotels across the city as well within the vicinity of London ExCel centre, provide fine accommodation with meeting rooms, catering services, car parking facilities, spaces for networking. Business travellers attending MICE event normally spend a good amount of time and budget on the hotels and that makes hotel and important part of the MICE events (Spencer,2025a). 
Although, WTM London ExCel has many hotels around it, there is still need for food collaboration for reasonable priced accommodations, and co-hosting of events and become working partner to ensure sustainable initiatives that can be done together (Yen Sun et al,2023). Hotels can also help with WTM London promoting the events and engage with clients from global market. The hotels accommodation and good experiences also play an important role for customs liking of the MICE events (Yen Sun et al,2023). 
4. [bookmark: _Toc219385643]Conclusion 
This report as successfully analysed the World Travel Market of London’s ExCel centre using key models and frameworks. This analysis has identified that WTM London effective applied the event management cycle model that align with the EMBOK model and has integrated current trends in sustainability although not yet at the creditable level but it has ongoing activities and strategies. There is also innovative technologies use and hybrid delivery process being developed. This report has found that despite its economic and reputational benefit for London and its hotel industry, there are some growing challenges that the WTM London ExCel is facing. These are operational challenges, financial risks, and health and safety risks with repeated incidents. This report has found that there is need for strong venue facsimilist, cooperation and ongoing improvement in financial planning, innovation and risk assessment and management with sustainable business practices. 
5. [bookmark: _Toc219385644]Recommendations 
With the critical analysis above, there are some recommendations that is proposed for the improvement of the event at the WTM London ExCel and these are as follows.
1. Event organisers should improve financial planning through adoption of more details case focusing and post event financial evaluation. This would support informed decision among and reduce finial loss from the vents. This might require additional analytical tools and more investment on technologies that can offer precise forces and post event analysis. 
2. There should be more and through risk basement and risk management practices including use of various risk management methods and metrics to mitigate all kinds of risk (Chiwara,2024). There should also be measure for cyber security risks which is becoming most important elements for gaining reputation for the events (Chiwara,2024). This would increase trust among prospective an existing customer. 
3. The WTM should also extend its strategy further with inclusion of hybrid and digital components that would help to address the future capacity and limitation that is currently identified in its feasibility strategy (Chiwara,2024). Technological use and improvement are very important in modern time to ensure that efficiency is not compromised for customers (Brown,2025). 
4. The WTM should also develop partnership with local hotels and other hospitality outlets to develop partnership model where joint events can be organised to reduce pressure on the centre and hotel can use integrated booking system using ExCel platform and customers could get discounted booking for the events on certain time (Brown,2025). This would increase efficiency and increase facilities for customers. 
5. Promotion of sustainability as per the growing trends with use of sustainable materials for exhibition stage, and other facilities, reduce water use, paper and make the centre more environment friendly (Brown,2025). This would increase demand among stakeholders’ value sustainable practices. 
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Target segment

Description

Classification of needs and
expectation

Exhibitors

National tourism organisations, airlines,
hotel groups, tour operators, travel
technology firms

Commercial exposures, Return on
investment, brand viability, lead
for the business

Byers and delegares Travel agents, tour operators, corporate Networking opportunities,

byers, industry professionals Knowledge exchange, business
deals

Sponsors & Partners | Blobal brands, technology providers, Brand alignment, visibility,
tourism authorities thought leadership

Media & Influencers | Trade press, travel journalists, digital Access to stories, trends,
influencers interviews, exclusive content

Destinarion & National Tourism boards, public sectors Economic impact, destination

Government bodies stakeholders promotion, policy engagement
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Channels for  marketing   Ways the channel is used by the  WTM  London   Objectives   

WTM official  website   This site contains fundamental information of  the exhibitor listing, agendas, and  registration, fees and other basic information   Provision of information to  existing and prospective  customers   

Emails and  Newsletter   Emails are sent to targeted and prospective  customers to communicate about  exhibitions ,  byers information, and media as well as news  letter with  information   about the exhibition,  achievement   To build relationship and  engage with both existing and  prospective customers   

LinkedIn   Use for professional update, blogs and  speakers’   promotions for the exhibitions and  events   To create B2B networking and  creditability   

X (Twitter)   Provide real time update, channel industry  news, and live event engagement   To provide timeline and reach   

Instagram   This platform has visual storytelling,  destination highlights, behind the sense  counts   To create brand appeal and  modernity   

YouTube   This channel  is used to highlights   for  promotional activities  virtual  tours, and  interviews of attendees     To  access   to potential  customers and  offer  information and create  engagement   

Pre - event  webinars and  digital  matchmaking   To offer online briefing and AI based  networking   To create value and enhance  return on investment at the  event   
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